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Water ‘and mud never faze them, They 

retain their shape and original good 
“looks under all conditions, and actually 

last as long as three ordinary. twill 

traps. In-hot, humid areas they are superior 

to. leather, for moisture and perspiration 

have no permanent effect upon them. They 

dre the favorites of men in the service. 


EC uipped ‘with Kon-ite molded buckles and 
eepers’and made with patented Split-Proof 
is. Colors: Buff, Navy, ‘Olive and Gray. 
piece or one-piece. self-adjusting— 
10: per dozen.’ Order from your jobber. 
MANUFACTURED ONLY. BY ree 


. SAUER & COMPANY 
_ Sanen 2, OHIO 
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SPEAKING OF 


~ 664°-\OLD earrings for men.” Yes, 

by the great horn spoon and 
the shades of Captain Kidd, Jean 
Lafitte and the buccaneering gentry 
of centuries past! 

So many U. S. sailors in the Pa- 
cific are going in for a single ear- 
ring in the left earlobe that a Hono- 
lulu jeweler has stocked a special 
series of men’s earrings. Last month 
Detor Jewelers, Ltd., advertised: 

“World War I put wristwatches 
on the gentlemen of America. World 
War II seems to be putting rings in 
the ears. 

“According to the men in the ser- 
vice, returning from the South Pa- 


EARRINGS AGAIN ! 

THEM PIRATES ARE 
BACK-- g 
3 5. 






AA 
cific, gold earrings worn through 
holes punched in the ear lobes are a 
growing fad among American sailors 
who have served in combat areas. 

“The _ style, rigidly observed 
throughout the war zone, is to wear 
only one ring—in the left ear. Now 
in stock at Detor’s . . . Earrings in 
the shape of a gold crescent with a 
star, heart or ball suspended inside, 
also the gold crescent alone.” 

If the stern sex, generally, takes 
up ear ornamentation, history will 
repeat. Men’s use of earrings spread 
from Spain to France about 1575, 
thence to the male courtiers and solid 
citizenry of England. Shakespeare, 
Sir Walter Raleigh and the Earl of 
Southampton wore earrings, as a 
rule in the left ear. 

Night-fighting airmen might also 
have interest in earrings. Like car- 
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THE 


JEWELRY 


rots, earrings—though without scien- 
tifie okay—are credited with improv- 
ing eyesight. 


e 


PEAKINGof earrings, they come 

high these days—even as every- 
thing from wood-and-canvass shoes 
to l'amour itself—in liberated Cher- 
bourg. 

New York Sun writer Judy Bar- 
den last month took a walking tour 
through the French seaport, noted 
that several shops were open, but 
was stunned by the astronomical 
prices asked for merchandise. 

A French girl behind a counter 
wore a pretty pair of earrings. 
Thumbing through her French dié- 
tionary, Miss Barden asked where 
she’d bought them. In Paris, the 
girl replied, and she would sell them 
for $14, 

In peacetime, Miss Barden wrote, 
you could buy such earrings in any 
10-cent store. So, risking a breach 
in Franco-American relations, the 
Sun’s reporter declined the earrings, 
but—to buy something—paid 30 
cents, for a cheap little notebook. 
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OLLYWOOD Boulevard, out 

in the movie capital, has a tre- 
mendous number of after-hour and 
Sunday window shoppers. Many of 
these people are newcomers or tran- 
sients, and Strasburg’s uses a clever 
device to win their business. 

Every night, just before closing, 
Strasburg’s trims its windows with 
a number of interesting, fairly in- 
expensive items. A card beside each 
piece gives the price and a number. 
And a sign, in the center of each 
window, says: 


TRADE 


Jewelers 


lircular: 
hey stone 


“This is Strasburg’s, 6750 Holly- 
wood Blvd., Hollywood 28, Calif. 
Designate the item you want by de- 
scription and number, and we will 
be glad té send it to you by mail. 
Add 21% per cent California sales 
tax.” 

Here’s a mail order business, built 
on window display. 
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OMEBODY from your store is 

at the front. You can help bring 
him home sooner by saving paper— 
today’s No. 1 war shortage. 

With wood pulp scarce, the paper 
industry has turned to waste paper 
for raw material. Waste paper is 
making containers for blood plasma, 
for food rations, for parachutes . . . 
for more than 700,000 articles used 
by our fighting men on every battle- 
front. 

Retailers already are on half- 
rations of paper. The thin supply of 
boxes and wrapping paper may be 
even more drastically cut this fall. 
Thus, for both patriotic and selfish 








“PASS THE 
AMMUNITION: 














YR dead 


reasons, jewelers are cooperating 
with other retailers in a five-point 
paper salvage plan. Here are the 
steps: 

1) Use wrapping and packing ma- 
terials only for protection—not for 
appearance. 

2) Use as little new paper as you 
possibly can. 

8) Train your entire staff in pa- 
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44,..He pulled out a plum and said, ‘what a good job | 
do with Parker ‘51‘s‘ ... soon as they’re available .. .’' 


And what a plum! The Parker “51” took the country 
by storm and. . . jewelers by complete surprise. 
The Parker “51” introduced the jeweler 


to the full realization that he had a gold mine 





in his grasp and just hadn’t developed it. The Parker “51” 
showed him what possibilities there are 
in promoting his pen department 
with the same energy and ingenuity 
he puts into diamonds and watches. 
The Parker “51” revealed that pen business 






is high-unit, good-profit, big volume business . . . and he’s 
really going to cash in when ample stocks are again available 


The Parker Pen Company 
JANESVILLE, WISCONSIN | 
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r economy. 
4) Remind the public of the press- 
ing need for conserving and salvag- 
ing paper products. 
5) Take an active part in your 
community’s paper salvage cam- 


paign. 
© © 


6¢7I.HE average buyer gets a 

’ BL ‘kick’ out of thinking he is 
buying ‘at wholesale’,” says a poster 
of the Los Angeles Better Business 
Bureau. “Not only is he pleased 
with the idea of a seeming say- 
ing, but his biggest satisfaction ap- 

to be in the feeling that he is 
‘putting something over.’ 

“The so-called wholesaler gener- 
ally carries merchandise which you 
cannot compare in a legitimate retail 
store. Therefore, you must take his 
word that it is offered at wholesale 
—and his word frequently is not 


“All too often you pay as much 
or more to the so-called wholesaler 
than a legitimate retailer charges for 
similar or superior merchandise. Sell- 
ing single items to the consumer is 
selling at retail. Therefore, the so- 
called wholesaler is in reality a re- 
tailer and his merchandise must be 
priced accordingly. 

“The wise buyer does not nibble 


JOE JEWELER IN UNIFORM 


on 


at wholesale bait, but deals only with 
reputable firms.” 
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ENRY FORD, watchmaker, 

was the subject of Ford Mo- 
tor Co. advertising last month .. . 
glowing tribute to the craft’s pre- 
cision. 

Full-color art work showed shock- 
haired young Henry, collar open at 
the neck, at work on an old-fashioned 
pocket watch in his combination bed- 
room and shop. Text said: 

“The March wind rattled the bed- 
room window. But the lantern on the 
floor gave a steady glow to warm the 
boy’s feet. 

“Then his head bent even more 
closely to the work. He nudged the 
balance wheel—and life and motion 
came back into the timepiece. 

“Watch repairing was coming 
easier to young Henry Ford. He 
had started at 14 and the first watch 
(today in his collection at Dearborn) 
had been mended with a single nail, 
tweezers made from a corset stay, 
and knitting needles. Now he had 
real tools. After school, he was neigh- 
borhood watch repairer. 

“Everyone was enthusiastic about 
his work, particularly because he 
didn’t charge for it. But it wasn’t 





"There's not much store traffic—but there's no competition!" 
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money that interested Henry Ford. 
Here was an opportunity to learn by 
doing—and he was making the most 
of it. 

“Years later, the watchmaker’s 
touch and the creed of precision 
learned by Henry Ford in those win- 
ter nights were to guide in the build- 
ing of 30 million cars and trucks. 
Moreover, it was Mr. Ford’s knowl- 
edge of watchmaking that prompted 
inauguration of the assembly line. 
This in turn brought shorter work- 
ing hours, increased wages, made 
life easier, and is today speeding 
equipment to preserve our American 
way of living.” 


o 


UPERSTITION that the stop- 

ping of a clock is an omen of 
death in the household has interest- 
ed many contributors to the “Let- 
ters” column of the London Daily 
Mirror. 

Britishers being confirmed writers 
of “Dear editor’ letters, they’ve re- 
cited endless gruesome details of how 
the clock stopped, wouldn’t strike, 
or struck 13 times—the instant that 
Grandfather or Aunt Clementine 
shuffled off this mortal coil. 

_A clockmaker pointed out that it’s 
wear, lack of oil, or gummed wheels 
that stops a clock—not the Grim 
Reaper. But the flood of creepy an- 
ecdotes went on. 

Finally, a letter from “Gladys” 
ended the series. Said she, “Re 
clocks: I stopped mine on Saturday 
evening, but nothing has happened 
to my husband yet! What do I do 
now?” 

Snapped back the Daily Mirror, 
“Use a hatchet!” 


© © 


CARF pins, watches, rings, and 
/ bracelets—an odd assortment of 
jewelry items — old-fashioned and 
modern, commanded high prices at 
the semi-annual postal auction sale 
of unclaimed packages which ended 
recently in Chicago. 

Postoffice authorities said 900 lots 
of unclaimed goods were sold for 
$7,500 to 250 persons who attended 
the sale. A war worker, married 86 
years, bought a ring set for $40. He 
told other customers his wife had 
lost her wedding band and he had 
never bought her an engagement 
ring. ee 
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OU DON’T need a course in fortune- 
cline to forecast the postwar silver- 
ware profits that are coming your way. 

They’re practically certain, if you feature 
“First Love,” by 1847 Rogers Bros. 

Women everywhere are waiting for this 
exquisite pattern in silverplate. It’s graceful 
... feminine ...and it’s ornamented higher 








and deeper; to give it the look of exclusive 
sterling craftsmanship! 


In the meantime, we’re constantly re- 
minding your customers that “First 
Love” and other lovely 1847 Rogers 
Bros. patterns will be made again, after 
the war. Our advertising this year (on 
the air and in Life Magazine) is more 
than three times greater than in 1942. 


I647 ROGERS BROS. 
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There aren't any party lines when Service Men vote 
for gifts; a waterproof watch is overwhelmingly elected 








Waterproof Watch Is G. I.’s Want 


Department Store Economist asked hundreds of overseas veterans 


what they thought of 48 Christmas gift suggestions; highly choosy, 
Service Men are indifferent to many gifts - but not to a wrist watch! 


WATERPROOF wrist watch is still the Service 

Man’s idea of the perfect Christmas gift. This is 
just the same as two years ago when both G.I. Joe and 
his seagoing mate in the Navy voted a rugged, it-can- 
take-it watch, their No. 1 desideratum in Santa’s mail 
sack, : 

Proof of fighting men’s keenness for watches, in 1942 
and again in 1944, came from the same source—inter- 
views with hundreds of Service Men at the New York 
City Defense Recreation Committee headquarters, by 
the Department Store Economist. 

This year, the Economist fact-finders concentrated 
their attention upon men wearing foreign service rib- 
bons. “We'd like to know what the men overseas, on 
ship and on shore, want—and don’t want,’ the 1944 
gift quiz said: ““You’ve been overseas! You know how 
important it is for that ‘five pounds and 36 inches’ to 
contain exactly the right things. So that valuable ship- 
ping space isn’t wasted, and far-from-home Service Men 
aren’t disappointed with this year’s Christmas cargo, 
please tell us what are your Christmas gift preferences.” 

Forty-eight Christmas gifts were listed in the ques- 
tionnaire form, with space to be checked as a “top 
want,” a “second want,” or a “don’t want.” Each man 
checked each item according to these three degrees of 
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acceptability, and the sum-total of their answers yields 
an accurate picture of overseas gift desires. 

For the sake of convenience, answers from the Air 
Corps were combined with those from the Army; 
answers from Marines and Coast Guards with those 
from the Navy. 

Navy replies, when tabulated, showed a waterproof 
wrist watch as the stand-out gift preference, with 72 
per cent of the men checking one as a “top want.” Some 
answers specified: “A well-known brand. No odd make!” 
Next Navy favorite, a windproof lighter, got an okay 
from a. mere 60 per cent, while the third most popular 
gift item, camera films, was voted a top want by only 
50 per cent. 

With the Army, a windproof lighter drew top listing 
from 73 per cent of the men—just a shade larger vote: 
than went to a waterproof wrist watch, 72 per cent. 
Camera films rated next with 62 per cent, and snack- 
type foods with 46 per cent. 


Watches’ stand-out vote was all the more remarkable 
in the light of the rest of the 1944 survey, which showed 
Service Men (1) eager to get done with the war and 
evidently somewhat bored with the whole idea of most 
Christmas gifts, (2) by now well equipped with needed 

(Please turn to page 178) 
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What Strasburg’s Found Out 









by MAX STRASBURG, 


Hollywood retail jeweler 





over the idea of charms. Here, we feared, was a ‘charming business.” 
“piker business,” a waste of our time and effort. People . 
would be apt to glance at our charm stock and decide "HEY LIKE PLENTY TO PICK FROM 








really large assortment of charms and (2) putting sales the larger the number of stock turns. 














About *“Endearing Young Charms” 
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Like a ag: # he 
any other ho 

the charm fancier 
wants to shop where 
she has the largest 
selection. So this dis- 
play at Strasburg's 


as lots of power. 






RANKLY, we in management weren’t enthused Strasburg’s is convinced that charms are truly a 


“There isn’t anything there I want.” Because we have a reputation for one of the largest — 
But charms looked so good to the younger folks on charm collections on the West Coast, charm wearers and 
the ‘sales staff that they talked me into (1) stocking a their friends now come to.us. The larger the enenon. 


energy behind this department. Now everybody at Charm fans, for the most part, are school and college 



























Charms certainly surprised Max Strasburg! They weren't “piker business”’ 


when the store stocked hundreds of different styles and trained a clever 


girl to sell a set of charms to “‘tell a story.°? Besides immediate sales, 


charms build young customers. Most charm buyers are soon-to-be brides 


girls and young business women. They, and their boy 
friends, are our market for charms—a young market 
which we’re eager to develop and which we cultivate in 
a special manner. Here’s one secret of our success in 
dealing with the up-and-coming generation: 

It’s an attractive, young saleswoman who presides 
over the charm department. She thinks and talks the 
way her customers do. Imagination and enthusiasm are 
her selling tools. Charms have so many different ideas 
that they can be arranged on a bracelet to tell a highly 
interesting story with a dozen details . ... mostly in the 
boy-meets-girl theme. 


“THIS STORY NEEDS 5 CHARMS" 


One real-life love story our “charm girl” dramatized 
in this way began with a tiny telephone and finished 
wih a pair of wedding bells. She often builds sales by 
getting into conversation with somebody who has come 
in to buy perhaps one or two charms; “That story,” 
she'll say, “really can’t be told with fewer than five 
charms. See, this one stands for the time you and she 

..” In this manner, through ingenuity and entering 
into the thought pattern of her customer, our skillful 
charm seller practically “charms” them into a fairly 
extensive purchase. 

But charms aren’t sold with the mere thought of the 
profit that comes from the selling, easy to make as it is. 
There’s a more fundamental reason behind our attention 


Shoppers on Holly- 
wood Boulevard 
can't miss  Stras- 
burg's charms. There 
are always some on 
display . . . and a 
big showing for two 
weeks’ time every 
couple of months. 
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to this department of our business. Remember, in charms 
we are interesting young people—people who are now 
earning real money, people who are in the market for 
what’s new, people to whom a visit to the jewelry store 
is still a thrilling experience: 

Already, many of these youngsters who first came to 
us for charms have been in to buy birthday and anniver- 
sary presents for parents, relatives and friends. And, 
before long, they’ll be engagement ring and wedding 
ring buyers. 

So we look on our charm department as a “first 
course” in jewelry buying . . . an introduction to Strass- 
burg’s that later on will mean steady customers for 
jewelry, watches, silverware. 

Like any special department, charms need their share 
of the display spotlight. We devote an entire window 
to charms for a period of two weeks, about every other 
month. Betweentimes, a good selection of charms. is 
spotted about in a general display of jewelry. 

Smart, well-dressed windows make the looker stop. 
A modern, well-lighted interior brings traffic inside. 
There, a large inventory of many, many different charms 
makes a favorable sales situation; from there, it’s all up 
to the person behind the showcase. 

To sum up, ours is a combination of continuous dis- 
play, a diversified stock, and an intuitive, clever young 
saleswoman—and we think it’s a charming story. 
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Interested in Air Conditioning ? 


Better Plan Details— And Soon 


by CHARLES D. BONSTED 
Of the Carrier Corp. 


For larger air-condi- 
tioning jobs, duct 
must be installed. In 
this jewelry store, out 
lets are located incom 
spicuously in the 
raised checkerboard 
ceiling. Fans help 
air's downward flow. 


An efficient cconomical air-conditioning plan, blueprinted now. 
will not be outmoded when the war’s end releases equipment: 


proper engineering integrates the apparatus into store structure 
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"Packaged" air-conditioning units, pictured here in three different sizes, cool, dehumidify, clean and circu- 
late air. One or more of these self-contained models will do the job in all but the largest jewelry stores. 








ITH impressive frequency, air conditioning tops 

the list of post-war improvements specified by 
every class of merchant, from modest-sized specialty 
shop to block-square department store. 

Many of the former will be installing a service long 
wished for; a number of large department stores, among 
the first trade establishments to be air conditioned, will 
be replacing giant compressors—heart of their air-condi- 
tioning systems—which they had to yield to the syn- 
thetic-rubber program early in the war. 

Jewelry stores will be prominent among the newly air- 
conditioned shops. Of that we can be positive, even if 
there were no surveys to prove it with compilations of 
figures and names. For air conditioning now is common 
to every branch of merchandising as a fundamental cus- 
tomer service, selling implement, employee lure and 
stock protector. And with air conditioning being used by 
dealers in non-luxuries (notably druggists and clothiers) 
to attract customers and persuade them to linger, such 
purveyors of luxuries as jewelers cannot omit air con- 
ditioning from their plans for class trade and volume 
trade. 

Wartime changes in merchandising have, of course, 
stimulated the already-rapid trend toward jewelry store 
air conditioning. Shortages of items traditionally avail- 
able from jewelers have caused the inauguration, or en- 
largement, of gift departments featuring novelties of 
non-critical materials. Thousands of jewelry shops have 
resorted to handbags, phonograph records and other 
lines—even super-brands of candy—in a successful ef- 
fort to keep shelves full, maintain volume and attract 
new customers. 

Having observed the bold encroachment of drug and 
department stores on preserves once left to jewelers, the 
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latter see no reason why. they should now. give up the 
non-jewelry trade they so carefully nurtured daring the 
war. They look to air conditioning as a potent means of 
holding the affection of their new customers,of helping» 
build shoppers for novelties into buyers of watches, 
jewels and silver, and of checking the jewelry-trade 
ambitions of big, air-conditioned department stores. 

Quite aside from air conditioning’s virtues as a trade 
lure, jewelers have discovered its value in keeping a 
store’s stock free of dust, and reducing the chemical- 
laden, tarnish-causing air coming in from the street. The 
cleanliness of filtered air circulated by an air conditioner 
has gained new significance with the stocking of many 
small and delicate novelties. 


NO "DREAM PRODUCT” COMING 


Don’t look for striking innovations in the appearance 
and performance of air-conditioning systems after the 
war. There won't be any. Wartime developments in met- 
als and plastics undoubtedly will find expression in the 
vitals of air conditioners, and eventually in their prices. 
But the fundamental processes of dehumidifying and 
cooling air in summer, humidifying and warming it in 
winter, and always filtering it of dust and other foreign 
particles—those will be unchanged, as has been pretty 
much the case since Dr. Willis H. Carrier founded the 
art of conditioning air in 1902. 

So if you’re seeking sensational speculation based on 
new laboratory discoveries and drawing-board dreams, 
look elsewhere. War's effect on the air-conditioning in- 
dustry has been altogether in the realm of extending 
conditioned air’s use, not in the methods of handling air. 

(Please turn to page 222) 
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Every woman is 
fashion conscious, 
So this showing of 
Autumn style cut. 
outs will win eyes 
for the jewel 

gestions. Words 
like “For Evening" 
are lettered on 
imitation brown 
and copper leaves. 





Sound Window Display Has Power 


To Mold Shoppers’ Buying Habits 


This bri q ht cup- 

we, ae = é i rs ¥ 
ver and china g 5, ae ss” SS 
for Fall brides, can ' iy > 2 & Le ae -* ae og 
be used again and eae 
again, with oa me a ,*? 
change of paint and ee eo UF 7 
decoration, either in 5 — ‘ bg | 
the window or store %) : . | 














You know you haven’t offended Mrs. Smith, but she’s never been a customer. 


Why? It may be mere rontine that takes her elsewhere for jewelry. 


Right display can get her inte the look, and buy, habit at your store 


OT any old habits you don’t want? 

Good or bad, we all have them and they’re 
pretty hard to change. A good, sound, logical reason 
js rarely sufficient to turn the trick. Our habits are 
governed primarily by our emotions and it is to them 
that the appeal must be made. 

Ever stop to think that the act of passing by your 
store instead of entering it may be largely a matter of 
habit on the part of the people who do so. . . (a bad 
habit, of course, as far as you are concerned!) . . . and 
that the treatment is exactly the same as that for chang- 
ing any habit . . . an appeal to the emotions? 


If you could buttonhole those people who pass by and 
ask them why, you would undoubtedly get few specific 
. just a negative habit. 


reasons . . . no grievances. . 


The rainbow has opal's 
paint-box of color. And 
it's a symbol of good 
fortune. So a display 
of October's birthstone, 
with a rainbow back- 
drop and the copy. 
"Opal for Good Luck," 
overcomes any super- 
stition against the stone. 


by VIRGINIA DIXON 


Most of them surely at one time or another have occa- 
sion to buy jewelry merchandise . . . or occasions when 
they could be made to want to buy it. 


FROM "BAD" HABIT TO "GOOD" 


All buying is largely a matter of habit . . . we buy, 
the things we are in the habit of buying . . . in the 
places where’ we are in the habit of going . . . except 


when we are sufficiently stimulated emotionally to want 
something new and different. And once we have made 
such a purchase, the beginning of a new habit pattern 
is formed and may be frequently repeated. Once a 
person has entered your store, an invisible barrier has 
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been overcome and he will find it much easier to come 
in again. Once he has made a purchase . . . you have 
a new customer. 


WINDOW DISPLAY IS BEST STIMULUS TO BUY 


Your windows are your best means for inducing the 
necessary emotional stimulation. In addition to per- 
mitting the showing of the merchandise in a setting 
that is emotionally appealing, the customer-to-be is right 
at your door where the effort of only a few steps is 
required to carry him into the store and the merchandise 
“in the flesh,” as it were, has much greater appeal than 
the more distant view of it by way of illustration or 
description. 

Jewelry merchandise is particularly rich in emotional 





associations. The pride of giving worthy gifts and»the 
pleasure of giving desirable gifts are. associated with 
the giving of jewelry. China and silverware add to our 
pride in our homes. The desire to be fashionably clad, 
so strong in every woman, can be appealed to with cos- 
tume jewelry, handbags, etc. And jewelry is associated 
with the most emotional moments of our lives . . . grad- 
uations, confirmations, weddings, anniversaries, birth- 
days. Displays keyed to these themes are bound to get 
attention. But the tie-up must, be specific and not merely 
vaguely suggested. Each theme should be promoted 
individually . . . not all generalized ina group. 


There are any number of methods which can be de- 
(Please turn to page 176) 
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It's selling that makes all the 
wheels go round. Workers in mines 
and fields, in factories, wa 

and shipping stake their future on 
the retailer. All depend on his sale. 









[Uustrations courtesy of O.B.D; 


Retailers, Too, Must Reeonvert; 


Here’sa 5=-Point Post-War Program 


What good manufacturers’ plans for high-level employment and production 
if retailers fall down on the job? High-level selling will be needed 

te overcome a “let’s wait and see”’ attitade on the public’s part. 

New manual, produced by Committee for Economic Development, shows how 
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HE entire nation’s business depends on the retail 

sale—on what takes place between the retail 
aes reson and the consumer with the goods between 
them. If that goes well, stores are busy, factory chim- 
neys smoke, trains and ships carry cargoes, and people 
have jobs. If it goes badly and there is ‘no sale’ the 
trains and ships stop, factory chimneys are cold, and 
men and women are out of work.” 

So says the Committee for Economic Development in 
its newly issued “Handbook for Retailers,” in which 
the ways and means by which the retailer can strengthen 
his position in the post-war period are discussed. 

Eyery study that has been made of the post-war busi- 
ness situation emphasizes that a tremendous backlog of 
unsatisfied wants is being built up through present 
searcities, and that the consuming public will have in its 
hands an unprecedented amount of money with which 
to gratify those wants. 


if THEY "WAIT" IT'LL BE TOO BAD 


The anxious question, says the C.E.D., is whether 
the people as a whole will wait to “see how things turn 
out” before buying. If the whole nation hesitates, a 
depression with serious unemployment can result. Retail- 
ers can help overcome this hesitation by well-planned 
and well-executed sales and advertising programs. 

“Re-conversion” by retailers is no less necessary than 





Invite our reliable, e6-operative _ employees to help 
you lay the plan, to make suggestions, and to « 
through the action decided on. Planning can spring up 
from below as well as being passed down from above. 
No store is so small or so large that its head 
draw strength from the counsel of some ah «3 or 
members of the organization. 


GET WORKERS BUSY PLANNING 


Giving responsibility to others for a part in the future 
of the business is the surest way to create in them a 
sense of responsibility. Giving them recognition gives 
them status, a standing in the business like social ee 4 
ing or financial standing in the community. 

The idea of providing recognition and status may 
prove one of the most important elements in the future 
of American business, because it can draw workers into 
team play with management and will help to attract the 
best type of workers to the store that gives it. 

The book suggests five basic elements that should be 
considered in formulating a post-war program: 

1) Deciding what lines to carry. 

2) Methods for maintaining the planned sales vere 

3) Physical changes in the store itself. 

4) Organizing, compensating and training of person 
nel, 

5) Controlling costs, keeping records, and Sndetiigs 





The "production line" is speeded up by the “consumption line" 


the re-conversion by manufacturers about which there 
has been so much discussion lately, because retailers 
must re-convert their merchandising methods to fit an 
entirely different kind of market. Changes will not 
come as suddenly as an earthquake, but come they will, 
and the retailer who thinks he can slip easily into the 
post-war period by merely ordering more goods as he 
needs them will be due for a rude awakening. 

Planning ahead for Christmas or Easter sales is 
familiar to every retailer, and no new principle is in- 
volved in laying plans to fit estimates of post-war de- 
mand. 

A program should be made now, based on estimated 
sales volume and covering every activity of the store, to 
be taken up and used as it is needed. 
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Under each of these general topics is a check list of 
specific points that should be taken into account in deal- 
ing with the main subject. 


11 QUERIES ABOUT NEW LINES 

For example, among the steps suggested’in connection 
with the question of deciding what.lines to carry, are 
these: 

1) List the lines now carried. 

2) Figure which ones are most profitable and which 
ones least profitable, and why. 

3) With the unprofitable lines, consider whether the 
goods themselves are at fault, or whether it is due to 


methods on your part that could be improved. 
(Please turn to page 172) 
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Glamor Settings 
For Exotie Gems 


Chinese, Hindu, Classical Italian 
reoms, each decorated true-to-type. 
help interest gem buyers at Klein’s 


by GRACE K. ANDERSON 


B 


Ee 
Wg ¥ 


Wir 0 


The Classical Italian room—highly suited for cameos 


NE of the most interesting outgrowths of the pres- 

ent war is the determination of everyone in Gov- 
ernment and private industry to make the reconversion 
from war to peacetime activities with the greatest pos- 
sible speed, 

Many plans necessarily will have to wait on the cessa- 
tion of fighting but others are being put into action now. 
One of the firms which has already started to get ready 
for peace is that of Philip Klein, San Francisco. A col- 
lector’s shop, located in the heart of picturesque China- 
town, it is one of the show places of San Francisco and 
has long been a center of interest to connoisseurs of 
jewelry and art objects. 

Looking forward to an active post-war period, when 
San Francisco will be one of the travel centers of the 
United States, the’ first step was to remodel the store 
which the late Philip Klein opened on Grant Ave. more 
than 25 years ago. That retail business has been car- | 
ried on during depression and the present war by Mrs. 
Klein. : 

For many years the late Philip Klein specialized in” 
jewelry made up from precious and semi-precious stones. _ 
He carried large stocks of unmounted stones, many of — 
them direct imports. It was only natural that, situated 
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Twelve shadow-boxes are inset 
into the base of the display 
windows. They show birthstone 
jewelry for all the 12 months, 


on the Pacific Coast, he would collect jade and his col- 
lection now includes many collectors’ pieces and is said 
to be one of the largest in this country. At the same 
time the vaults have always held large stocks of colored 
stones—all natural. 

To set these stones, the shop developed its own manu- 
facturing department. Many of its craftsmen have been 
there for more than 15 years. 

In remodeling the store, Mrs. Klein has succeeded in 
making it conform to long-laid plans. Since it is in 
Chinatown, the decor is modern combined with Chinese. 
Scores of panels of rare carved Chinese sandalwood 
were used to face the pedestals holding the display 
cases. 

Larger panels of the same beautifully carved sandal- 
wood were set in the walls. Cases and woodwork are 
birchwood throughout. Contrasting color is provided by 
cabinets of red and gold lacquer, also with fine Chinese 


Situated in San Francisco's Chinatown, Klein's jewelry 
store, recently remodeled, heavily accents the Chinese theme. 
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7 
In the Chinese section, finely carved cabinet work, lacquered 
red and gold, is appropriate for jade, ivory and the like. 


carving, while in the front of the store an antique 
Chinese bench lends a decorative note. 

On through the store, rooms of special beauty have 
been set up to show the unusual jewelry which has been 
collected over a long period. One room is given over 
to modern jewelry; another has only Italian cameos and 
intaglios; one is furnished with furniture from India; 
and the Chinese section, to which special attention has 
been given, holds authentic and beautiful furniture from 
China. 

In the “Modern Room,” precious and semi-precious 
stones are shown, set in original designs. 

The “Italian Room” is dedicated to the late. Philip 
Klein, who won a prize at the 1915 World’s Fair in San 
Francisco for his cameos and intaglios. The medals he 
was awarded probably did not give him as great a thrill 
as his first prize which he received as a boy when he 
showed a collection at the World’s Fair in Chicago. The 


“Ttalian Room” has a frieze of large cameo designs 
(Please turn to page 182) 
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One de aia s Planned Post-War Jewelry Purchases— 
JEWELRY AND STERLING SILVERWARE 
ACCUMULATED 
Per Cent 
of Number of Total Per Cent Total 
Average | Families Families | Purchases | Number 
_ Price by | Purchase | Planning by in Given in of Total Per Cent Total 
Price Class Price Purchases | Price Class | Price Class | Price Class| Families | Purchases | Families 
0-50 $40.00 50 $1,994 23.3 7.5 50 | $1,994 23.3 7.5 
§1-75 75.00 33 2,493 15.3 9.4 83 4,487 38.6 16.9 
76-100 100.00 33 3,324 15.4 12.5 116 7,811 54.0 29.4 
101-200 176.00 83 14,624 38.6 55.0 199 22,435 92.6 84.4 
-250 250.00 16 4,154 7.4 15.6 215 26,589 100.0 100.0 
Total $124.00 215 $26,589 100.0 100.0 215 $26 ,589 100.0 100.0 
CLOCKS AND WATCHES | 
ACCUMULATED 
Per Cent 
Range of Number of Total Per Cent Total 
Purchase Average Families | Purchases | Families | Purchases | Number Per Cent 
Price by Purchase , Planning by. in Given in Total Per Cent Total 
Price Class Price Purchases | Price Class | Price Class | Price Class| Families | Purchases | Families | Purchases 
0-15 $9.22 150 $1,379 34.7 10.7 150 $1,379 34.7 10.7 
16-30 . 24.28 116 2,825 26.9 21.8 266 4,204 61.5 32.5 
31-70 §2.50 166 8,725 38.4 67.5 432 12,929 100.0 . 100.0 
Total $29.92 432 $12,929 100.0 100.0 432 $12,929 100.0 100.0 





























What's Your Post-War Backlog? 


C.E.D. survey shows it’s $3 per capita for jewelry in Monrovia; 


by HAROLD J. ASHE 





OST-WAR planning needn’t be as vague as 
“swinging from a star.” And, if you do it right, 
you'll certainly be “better off than you are.” 

Out in Monrovia, Calif., small city of 14,000, the 
three jewelers have a pretty accurate idea of their post- 
war business backlog. Monrovia jewelers know. about 
what they can count on, in the way of pent-up consumer 
-demand for watches and clocks, for jewelry and silver- 
ware, 

Thanks to a house-to-house check by the Monrovia 
Post-War Planning Committee, these three business men 
have the knowledge that each man, woman and child 
in town will make an average per capita expenditure 
of about $3 apiece, soon after peace and peace-time 
production and distribution return. 





FUTURE BUYING IN MIND 


And this $3 average figure—about $40,000 for the 
community as a whole—represents postponed purchases 
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this’ be “plus”? busimess; your city’s merchants can find out yours 





















of things that are definitely planned. It will be on top 
of, and in addition to, spontaneous purchases which peo- 
ple don’t or can’t plan in advance—Mrs. Jones’ new 
baby, the Clark girl’s marriage, the Smiths’ 10th wed- 
ding anniversary, somebody’s Christmas present. So 
the survey definitely does not mean that Monrovia'’s” 
post-war jewelry market will be limited to $40,000; 
instead, it will start off with $40,000 and all the other © 
business will be in addition. : 
Determined to provide jobs for all returning service” 
men and women, the Monrovia Chamber of Commerce | 
organized a local Post-War Planning Committee, and 
rallied the support of civic, service and women’s clubs.” 
The committee had a two-fold objective: 
1. To create a labor balance sheet to aid in determin- | 
ing the need for jobs after the war, particularly jobs’ 
for returning service men. 7 
2. To find out the planned work pile of Monrovia | 
in the first two years after the war. é 
(Please turn to page 170) 
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| LONGINES-WITTNAUER 


4 presents with pride an outstanding book on aviation by its president 


JOHN P. V. HEINMULLER 


based on personal experiences of the author as chief timer for the National Aeronautic Association 











With a foreword by Eddie Rickenbacker 


TN the vivid, picturesque language of one who was book to your attention. It is proud that the book was 

there, John P. V. Heinmuller has told the story of written by an officer of this company; and it is also 
“Man's Fight to Fly” in an unforgettable way. {It proud that since Longines was the first, and is still, 
carries the reader step by step from the first 3/2 official watch for the National Aeronautic Associa- 
second flight of Wilbur Wright in 1903 to the present tion that the great majority of the world’s: historic 


svi > Aaoeanag « Hee fon, r Moi BW" acueas : distance, altitude, and speed records were timed 
with Longines. We are also proud that practically 


chief timer for the National Aeronautic Association : ¥ f 
and he personally recorded most of the records that all of the epoch-making over-ocean flights described 


were made. And most of the great men of aviation in this book were navigated by Longines timepieces 
history count John Heinmuller as a warm friend. exclusively. Longines is now, and always has been, 
fLongines-Wittnauer has two reasons for calling this the most honored watch in aviation. 


LONGINES-WITTNAUER WATCH CO. INC. * NEW YORK « MONTREAL. + GENEVA 
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Wait a minute, Buddy. Haven't you forgotten somebody? 


Good Customers Are Hard to Get 


Many of today’s eager bidders for goods will drop out of the market; 
so train your salespeople to seek “good customers” and serve them well, 
because these are the ones who'll pay the profits tomorrow 


by ALFRED HENDERSON 





HE thin veneer of humor is fast wearing from the 

admonition “Be good to our help, customers are 
easy to get.” Under that vanishing veneer lies the 
hard, cold fact that good customers, like good help, are 
never easy to get. 

During the depression years thousands of highly 
trained, thoroughly skilled men of long experience in 
their vocations worked for WPA or at menial tasks that 
could better have been done by so-called “marginal 
workers ’—men of mediocre abilities and training. Yet 
throughout the country, in every factory and store and 
office, there was a sad lack of important workers to do 
important jobs for American industry and commerce. 
There was then a great unbalance of labor skills and 
the employment of those skills. It is as hard, if not 
harder, to bring together the right worker and his job 
in depression yeats as in boom periods. Remember 
that when the labor pool again fills up and there are 
once more many applicants for every available job, that 
will be the time to choose carefully and wisely, the great 
opportunity to build for yourself the finest working 
organization you have ever possessed. 

But let’s get back to the customer, the man who 
today is being buffeted and jibed at. The man who is 
trying to get merchandise and service with as discour- 
aging results as those which faced the army of unem- 
ployed in thé nation a decade ago. 
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It is far too easy for every manufacturer and mer- 
chant .to find eager buyers for his wares, while the 
service industries are so swamped with calls they are 
virtually submerged. But are these buyers and patrons 
all “good customers” in the full sense of the phrase? 
Are they the kind of understanding, patient, and loyal 
customers that will keep business going ahead after the 
war-created buying stampede is over? Or are they 
just people with an overly stimulated urge for unaccus- 
tomed acquisition of merchandise, an unfamiliar desire 
for service? 

















AFTER THE STAMPEDE? 


The answer is plain enough to every business man.’ 
He knows that a large part of the buying pressure now 
being exerted comes from quarters that do not ordinarily 
constitute a market for his wares and services. These) 
buyers are not “good customers” for the simple reason, 
that they are crowding and pushing in a sellers’ market) 
the customers who have made that market possible by 
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their long patronage. Old customers and good friends) 
are suffering by the stampede—a stampede which, if) 
it were not for rationing and allocation controls, would” 
be disastrous to any hopes of post-war prosperity. Inq 
flation of prices is not the only threat in a’ sellers) 
market. Inflation of demand is as great a menace, if” 

(Please turn to page 182) 
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RONSON & REDSKIN* 


‘FLINTS’ 
The distinctive “REDSKIN” 
coating is a guarantee of high 
quality, extra-length, tempered 
hardness, showers of sure-fire 
sparks, freedom from powdering. 


3 in an envelope. Retail 10¢. Counter display cord 
holds 24 envelopes of ‘flints’ or 18 of ‘flints’ and 6 
of wicks, Also pocked in Glass Vials (40, 100 and 
200 ‘fiints’) especially for Servicemen going over- 
seas. Also in slide-drawer, safe-deposit “Five- 
Flinter.” Retail 15¢. Counter display board holds 
24 “Five-Flinters,” 


RONSONOL FUEL 


Lights instantly, lasts longer and 
burns with a clean, steady flame. 
Pleasingly scented, too. In de- 
mand wherever lighters are used. 
Four fivid ounces in bottle. Retail 25¢. 


RONSON WICKS 
High-absorption, extra-length. 
Scientifically made for full capil- 
lary action—light quickly and 
burn evenly. 


1 wick, with Inserter, in envelope. Retail 10¢. Self- 
selling display cord holds 24 envelopes of wicks. 


RONSON SERVICER 


A convenient kit of all necessary 
Accesseries to keep a lighter in 
first-class working order for a 
long time. 


Contains one 4-02. bottle of RONSONOL, three 
extra-length RONSON-* REDSKIN ‘Flints'; RONSON 
Wick with inserter; RONSON Spork Wheel Clean- 
ing Brush; general instruction book. Refail 50¢ 
complete. 
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STORE TRAFFIC MAGNETS 


The vast and growing number of lighter users in your 
(and every) town means almost daily traffic for lighter 
accessories. Especially for genuine RONSON Lighter 
Accessories. Traffic which will bulk into sizable yearly 
accessories profits —“‘Little drops of water, little grains 
of sand...” you know. To say nothing of the sales this 
steady RONSON traffic will attract for your other mer- 
chandise. 

Yes, sir—RONSON Lighter Accessories may be low 
sales units, but they’re high-profit magnets. Stock ’em 
and display ’em—they pay off in a big way. 

AVOID INFERIOR IMITATIONS 


War-time production conditions today, more than ever before, 
necessitate that orders for RONSON Accessories be placed 
well in advance. Mail yours today or write for complete in- 
formation: Art Metal Works, Inc., Newark 2, N. J. 


*Trade Mark Registered 
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Make Your Dollars Fight—Buy War Bonds 







Diamond Prices— After V-Day 


if there’s a post-war boom, even the price of melee would be high. 


despite the Lew Countries’ production at a reduced cost 


—prediets this widely-known British diamond merchant and cutter 


by A. MONNICKENDAM 
Author of "Secrets of the Diamond" 


T this time, when many diamond merchants and 
jewelers are wondering what the future holds for 
our trade, one would indeed be bold to prognosticate, 
because the jewelry trade, of course, depends on pros- 
perity in other industries all over the world. Economic 
discussions are now going on between various nations, 
the outcome of which will play a big role in post-war 
reconstruction and the hoped-for general prosperity. 
The problem of giving a place in the sun to all nations 
seems a most difficult one, and shadows are bound at 
times to appear. 

However, let us see what is taking place in the dia- 
mond markets at present; also what are the possibilities 
in a reasonably prosperous world after the war. 

The fair profits which have been made by diamond 
cutters and merchants alike during the last few years 
are for the moment only a happy dream.. The U. S. A., 
principal buyer of polished diamonds, has in the last 
six months shown less inclination to buy than previously, 
and a slight reverse has taken place. Notwithstanding 
this position, repeated increases in the price of rough 
diamonds have taken place, so that at present there is 
no equilibrium between the cost of rough and that of 
cut and polished stones. 


CHEAPER ROUGH UNLIKELY 

This has had an unsettling effect, and caused the mer- 
chants of the finished products to restrict their buying, 
as it was felt that, with the probable end of the war in 
Europe in the not distant future, the element of risk in 
buying at still higher prices could not be prudently 
accepted. It is improbable that these market conditions 
will continue for long, since manufacturers are unlikely 
to go on cutting diamonds without a reasonable return, 
unless they speculate on future demands. Should manu- 
facturing be curtailed, it may result in increased prices 
and the cutters could then resume their activities. If, 
however, no increase in cut diamonds took place, the 
Diamond Corporation would have to consider whether 
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it had not gone too far ahead with its prices for rox 
gem stones. 

I think it is safe, nevertheless, to state that the Dig 
mond Corporation, which controls 95 per cent of t 
world’s output of rough, will not lower its prices, 
concern is today in a very much. stronger position 
it has ever been. 

Large stocks which it held for many years are ex 
hausted, also a natural scarcity is at present in exis 
tance; so that if at the next sight there were to be a h 
demand for rough, it would not be possible for the D 
mond Corporation to satisfy all the demands in that 
event forthcoming. 

Sir Ernest Oppenheimer has in fact intimated to the 
Diamond Trading Company that certain classes of roug 
suitable for gem cutting may have to be increased in 
price still further. ! 

Whether Sir Ernest, having full knowledge of every 
thing, will still carry out this intention remains to be 
seen. In any case the Diamond Corporation could carry. 
on for years selling industrial diamonds only, and if 
there should not be sufficient demand for gem rough, ) 
restrict or stop sales altogether as has always been its” 
policy. One can be sure that the control will be adhered 
to strictly. 


WAGES CHIEF FACTOR IN MELEE 
Now let us see how far one is justified in being pessi-| 
mistic about the prices of diamonds after the war. As- 
suming that the cost of rough remains as at present, 
it is only a question of lower wages which can affect 
the price of polished stones. In this respect, it must be 
pointed out that the percentage of cost of labor in rela 
tion to the cost of material in the case of larger stones 
(half-carat upwards, polished). is small and lower cut 
ting cost will have little effect on the price of those 
diamonds. In mélée the’ cost of labor in relation to the 
cost of rough is very much higher, and if Belgium and 
(Please turn to page 184) _ 
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to increase public appreciation for 


diamonds 


in war 


diamonds 


in peace. 


De Beers ConsotipaTeD Mines, Limirep, 
AND AssociaTED ComMPANIES announce the 
continuation and extension of their wide- 
spread advertising and public relations 
activitres, featuring the relation between the 
changeless sentiment surrounding the gem 
diamond and the contribution to the war effort 
- the United Nations effected by the produc- 


tion of “‘fighting” or industrial diamonds. 
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MPIRE Period means those fateful years between 1804 and 1815, when Napoleon won and 

lost most of Europe. In design, it means festoons, stars, rosettes, scrolls and Greek curves. 
Everybody in those days was so excited over the digging up of Pompeii and Herculaneum 
that classical art influenced all decoration. In these jewel concepts, Sol P. Kaufman, designer 
of 562 Fifth Ave., New York, again blends authentic elements from the past into jewelry full of 
modern flair. The resultant bracelets, brooches, rings and earrings, while often Empire in feel- 
ing, are vastly more acceptable to the tastes of today than would be the actual jewelry of 
Napoleon’s time. With jewels like these, milady can be “Empire’—and modern, too. 
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Mrs. Verla Rhoads has a crowd-stopper in this 
3366-pounder—nephrite, apparently good quality 
right through. She found it on the range. Now it 
fills a big part of backyard at her Lander. home. 


Below—A "rock-hound" with a nice find that'll take 


a lot of digging. 


Chinese Order 
Wyoming Jade 


Large lots of rough nephrite 
will cress Pacifie fer carving; 
quality is viewed equal to best 
from New Zealand er Turkestan 


HEN Bill Conway, a homesteader on Warm 

Spring Creek, picked up a little green stone he 
suspected it wasn’t agate or petrified wood. The Bu- 
reau of Mines declared that Bill Conway had found a 
chunk of nephrite jade—something new had been added 
to the economy of central Wyoming, and to the list of 
gem materials produced in the U. S. 

That was six years ago. In the meantime, there have 
been two “jade rushes”—the latter only a few months 
ago—most of the known jade area has been staked out 
as mining claims; hundreds of amateur lapidists all over 
the country have bought slabs for cutting, and a Chinese 
concern in Los Angeles has purchased several tons of 
rough to be shipped to China after the war, to be worked 
into figurines, vases, bowls, table screens, discs and the 
like; the best 10 per cent into jewelry stones. 

Quality of Arizona nephrite, says Dr. Frederick H. 
Pough, of the American Museum of Natural History, 
New York, is equal to that from New Zealand, Tur- 
kestan or Russia. Its green hue ranges from pale 
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In background, Antelope Hills. 





Left—Star 
dicates regic 
where jeder 
seekers have 
staked claims, 
Old Orege 
Trail cuts 
across the 
field, ot r' 
angle to hig 
way 287, 
Lander is 46 


mls. northwest) 


t 








Right—Ray Morgan 
and Bert A. Rhoads 
with a 420 - pound 
nephrite boulder. 
Ticks infest the sage 
brush; together with 
tall grass make jade 
hunting a rugged ex- 
perience during sum- 
mer and fall months. 


through olive and smoky to almost black, the latter i 
the opinion of one New York gem-cutter offering veil 
war possibilities as an alternative to black-dyed onyx, 
Lander, Wyo., (population 2600) is where most of 
the jade-hunters come from, though people from other 
towns and even outside the state have staked 20-acré 
mining claims. The material occurs, chiefly as loose 
boulders, about 45 miles southeast of Lander on U. SJ 
highway 287. Curiously,.the old Oregon Trail paseay 


through the region where the very dark green, so-called) 
(Please turn to page 228) 
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All these notables, Julius 
Caesar to Henry Ford, were 
born in July. Ruby is their 
birthstone, Each month, Sal. 
lan's pictures 26 famed 
people born that month, te. 
gether with a group of jewelry 
set with the current birthstone, 


by DORIS MOSS 


Ties Birthstones to Famous Names 


« HE way to test the merit of any display is to 
judge accurately the number of people who will 
_stop and look at it for any length of time. If you've 
succeeded in attracting their attention to the window, 
they’re bound to see your merchandise.” That in a 
‘nutshell is the display philosophy which has carried 
A. W. Klich along as a top-flight window display man 
in the jewelry field for more than 30 years. 
Mr. Klich’s display ideas, time tested for more than 
the 20 years he has been with the Sallan jewelry stores 
-of Detroit, are sparkling and arresting. He feels he can 
afford to take the center of interest from the merchan- 
-dise itself, and by so doing, create something that every- 
one will want to look at. 
Typical of the Klich displays is the one pictured on 
‘this page. Carrying only the very brief copy, “Someone 
You Know Was Born in July” . . . “July Birthstone .. . 
“The Ruby” .. the window featured head portraits of 
famous people born during that month The pictures, 
~dug up through library research, ran the gamut from 
Amelia Earheart to Henry Ford (very important from 
“the local angle) and from Julius Caesar to John Jacob 
Astor. Somewhere in the 26 portraits, almost every type 
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of person would see someone whose picture would cap- 
ture his attention long enough for him to focus his eyes 
on the big assortment of birthstone rings displayed in 
the window. Not the least important of the window 
accessories was the strategic spot in which the store’s 
name, in bold script, was completely obvious. Building 
up the public’s association of the novel and the interest- 
ing with the store’s name is a display job well done, 
according to Mr. Klich. 

Another of Mr. Klich’s stand-out successes was the 
“Victory Garden of Love.” At the height of the local 
interest in spring planting, Mr. Klich used the victory 
garden theme for his diamond window. The utter incon- 
gruity of the glittering diamonds and the seed packets 
placed in neat rows on wooden poles behind the indi- 
vidual rings, attracted a volume of traffic. 

“You Can’t Ration Love,” a window employing such 
hard-to-get stuff as shoes, tin cans, gas cans, and other 
rationed items, featured bridal sets and diamond rings. 
It was another which created a minor furor. 

During the War Loan drives when the large retail 
establishments went all-out, with no expenses spared, 

(Please turn to page 184) 
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Keepsake 


DIAMOND RINGS 


Announce the greatest national magazine 
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advertising campaign in the history of the 


jewelry business .... 


28 leading magazines 





101 different insertions 


Ib full color advertisements 


313,886,560 reader impressions 


From Fall 1939 through Fall 1944, 392 _ peared in 40 different magazines making a 
Keepsake advertisements will have ap- total of 2,073,136,560 reader impressions. 


A. H. POND CO., Inc., 214 S. Warren St. Syracuse 2, N.Y. 


Makers of Genuine Registered Keepsake . . . 
America’s Largest Selling Diamond Rings 
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Flowers Aceent 


Jewel Display 


They give life and coler 
— artificial ones best 
fer they don’t wilt or fade 


by ELIZABETH SHELL, 
Of R. W. Johnston & Co., New York 


EWEL-FLOWER window displays have unlimited 

artistic and commercial possibilities. Literally 

dozens of variations may be contrived by the imagina- 
tion and enthusiasm of the decorator. 

Flowers have a positive function in window décor 
when restraint is exercised and the light touch main- 
tained——but don’t let the flowers steal the show. They 
should serve merely as an obbligato to the main theme— 
jewelry. 

Judiciously employed, flowers have merit in accenting 
the beauty and brilliance of jewelry and ingenious effects 
may be attained by their use. They help do an admira- 
ble “‘face-lifting” job for dispirited windows. In our 
shop, when first we incorporated flowers in our displays, 
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Forget-me-nots and pink roses . . . aquamarine and morganite 


nee 


White freesias .. . and diamonds : 


Pink roses, Dresden vase , 


with fine scorn for expense we bought fresh flori 
blooms, but the heat from the lights in airless windows 


- + gold jewelry ~ 


iP 


quickly reduced a gay spray to a wilted heap. So with 


infinite patience we foraged the metropolitan market 
for suitable artificial flowers. 
rewarding. 


Following the dictates of our taste, we use merchan-" 


The results have been 


dise sparingly in our decorative scheme, contending that 


(Please turn to page 180) 
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‘7. customers aren't waiting for the world of tomorrow, for they rely 
on a simple, old-fashioned device we always have used, a device that has worked for us for 
almost sixty years. It’s known as trust. Actually, Arnstein diamonds are purchesed sight 


unseen by many jewelers throughout the country. For no Arnstein diamond has ever been 


a 


sold that did not live up to the standard we set for it, to the specifications the jeweler 


demanded of it, and to the value the wearer hoped for in it. 
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top-weights. Small metal weights, for 
regulating precision clocks by drop- 
ping them into a cup above pendu- 
_lum-bob without stopping the clock. 
Adding weight raises the center of 
oscillation and quickens the rate of 
the pendulum; or removing weight 
makes the rate slower by lowering 
the center of oscillation. See osciL- 
LATION, CENTER OF; PENDULUM. 

torch. Gas burner, to stand on bench 
or hold by hand, for providing a 
flame for use with blowpipe for sol- 
dering, heat-treatment of metals, 
etc, 


torque. The twisting force or turning 
effort of a spindle, as in a lathe, 
motor, etc. wsdl 

torsion pendulum. Pendulum in which 
the bob is a weight bate yf on a 
steel ribbon, and vi »by ro- 
tating in alternate dir 8 in a 
plane perpendicular to 54 vertical 
ribbon. Impulses are given through 


_ The 7 rate twisting 
and untwisting of the ribbon con- 
sumes so long a time between beats 
that the clock runs an extremely 
long time between windings of the 
mainspring; so this is the type of 
pendulum used in 400-day clocks. 

tortoiseshell. The mottled brown and 
yellow horny plates which make up 
the shell of a carnivorous inedible 
sea turtle known as the hawksbill 
turtle (Chelonia imbricata) found 
in tropical and subtropical seas. It 
is easily molded and shaped when 
hot and is used for fine combs and 
jewelry; also for lathe laps, with 
diamond powder, for polishing hard 
stone parts of watches and clocks, 
such as pallet stones, faces of 
bearing-jewels, etc. 

Tosa coral. Name applied to Japanese 
coral of moderate quality. See 
MORO CORAL; BOKE. 

total reflectometer. An instrument for 
making accurate determinations of 
refractive indices, by measuring 
the angles of total reflection in cut 
stones. 

total lock. In action or adjustment of 
lever escapement, the amount or 
distance by which a pallet stone 
has gone toward the escape-wheel 
center at the time when the lever 
has come to rest against a bank- 
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ee 


on 
"; 


ing, which prevents further move- 
ment of the pallet. For total-lock, 
some authorities use the term 
“lock-plus-slide.” ‘See ACTUAL LOCK; 
DRAW; DROP-LOCK; LEVER ESCAPE- 
MENT; SLIDE. 

touch watch. A watch with raised 
studs at dial numerals, anda heavy 
hand, for reading time in the dark, 
or by a blind person, by feeling 
with a finger. 

touchstone. A hard black stone, ba- 
‘ salt or jasper, 
ground to a 
smooth but not 
polished sur- 
face, on which Penithsteme 
gold or silver 
can be tested by comparing its 
streak with that of known alloys 
in touch needles. Also known as 
basanite and Lydian stone. 

tourbillon. Design of watch move- 
ment in which the balance and es- 
capement are mounted in a frame- 
work that is turned continually as 
the watch runs; so that it averages 
and corrects the vertical posi- 
tion errors by varying the condi- 
tions that. produce them, usually 
once a minute. Invented by A. L. 
Breguet in France in 1781. See 
BREGUET; KARUSSELL. 

tourmaline (toor’mal-een). ‘One of the 
most important of the gem stones, 
a complex sodium aluminum boro- 
silicate which is found in pegmatite 
dikes. It comes in many colors, the 
commonest of which is black. How- 
ever, the complex pegmatites with 
lithium and similar rare elements 
are characterized by highly colored 
green, red, pink or blue prismatic 
rhombohedral and hemimorphic 
erystals of tourmaline. Often the 
color changes through the crystal, 
and differently colored bands, 
either concentric or in the length 
of the crystal are frequent. Its 
hardness is 7 to 7%, S.G. 3.06, 
R.I. about 1.63. Brazil and Mada- 
gascar have the most important de- 
posits known today. There are 
many misleading names given to 
tourmaline to make it sound like 
something else, for example: Bra- 
zilian emerald, Siberian ruby, Cey- 
lon chrysolite, and Brazilian sap- 
phire. 

tower clock. A large clock, a detail 
of the architecture of a building, 
usually a public building or church; 
generally with one or more dials 
mounted on a:tower or steeple. 


tracer. 1. Steel point like a pen 
for drawing designs on metal ; 
engraving. 2. Punch with } 
flat surface, used with hamm 
flatten thin metal-work in bott 
of a recess. 4 

train. In a watch or clock, the se 
of wheels and pinions betwe 
the power-plant (mainspring © 
weight) and the escapement. T 
is what is meant by saying mere 
“the train,” although it is 
times called the “time-trai 
There are other gear-trains in so 
horological mechanisms, but th 
are always referred to, qualified 
to their special purposes, like “dj 
train,” “striking train,” ete, 
time-train progressively multipl 
turns made by gears, so that ¢ 
mainspring or weight barrel has 
run much more slowly that ¢ 
escape wheel at the other end 6 
the train, which results in requit 
ing a long period of time for f 
power to run down, hence the tin 
piece does not have to be rewoun 
inconveniently often, which is 
purpose of the train. See pr 
TRAIN; STRIKING WORK. 

trainite. Trade name for a mixtun 
of vashegyite, a hydrous aluminul 
phosphate, with a colloidal seo. 
mineral. Green in color, and mai 
keted from an occurrence né@ 
Manhattan, Nev., it was origin 
considered a banded variscite. 
called sabalite. 4 

trammels. Dividers of extra large @ 
pacity, the points supported adjust 
ably on a wood or metal beam, i 
stead of on limbs jointed togethé 
at one end as in ordinary dividers, 

transfer pad. A block of printe 
roll gelatine, moulded with flat t 
surface, for duplicating designs ¥ 
be engraved. For example, if 3 
dozen pieces require the same ef 
graving, the first one is cut; 
cuts filled with powdered chalk 
this is pressed against the pad, d 
positing the design laid in powd 
on the pad. The other pieces 
dabbed with tallow, then 
against the powder design, whid 
will print itself on the tallowé 
surface, saving labor of drawil 
the design repeatedly. 

transit. 1. Instrument used for ob 
servation of the apparent passagi 
of a star, etc., above and across 
meridian of the observer. 2. 
instant of passage of a celestia 
body over any meridian. 
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sought a method of polishing a stone in 
tomttaiathe peak of brilliande and beauty. 


that goal ‘eluded us because an important 
diamorid’s surface — the girdle — defied 
correction. While we took great pride in our accom- 
plishments in diamond cutting we aimed constantly 


proving even our own high standards of crafts- 


; ago, spurred on by our determination to 


ild of American Diamond Cutters. The 
le assignment was to discover a method 

ing out the full life and lustre with which 
‘endowed diamonds. _ 


mean that the Baumgold organization 


/ Concerned with a peace time product. On 


the contrary, one of our affiliates was engaged in the 
manufacture of parts for armed services communi- : 
cations; another affiliate was. furningout diamond 
tipped tools so yital to the building of ships, tanks, 
aeroplanes and guns. The Guild craftsmen, on the 


other hand, were solely concerned with the fucure. 


ay amazing result of their experiments was the 

perfection of a method of polishing a diamond 
‘in its entirety. The girdle now became a continuous 
circular facet .. . a thin band of brilliance .. . “The 
Circle of Light.” 


This ingenious facet, which also enhances the “‘size- 
appearance” of the stone, admits so much additional 
light that the diamond appears to have been touched 
to the sun, capturing its sparkling play of fire and 


vividly demonstrating that 


“Perfect Beauty Is Not Born — It’s Made” 


an : of 
BAUMGOLD BROS., INC. 


62 WEST 47th STREET - NEW YORK CITY 


Los Angeles Office: 220 West Sth Street 


: Diamond Tool Research Co., manufacturing dizemond tools for vital war industries. 
fork manufacturing highly important parts for war communications. 
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Transvaal garnet. Green andradite 
garnet. 

Transvaal jade. A massive, rich green 
demantoid garnet, according to 
Schlossmacher, associated with 
black chromite deposits in South- 
west Africa, and used in worked 
objects. Also known as Transvaal 
nephrite. 

trap brilliant. A roughly circular 
stone with the facets parallel or 
step cut. 


trapeze. A fancy diamond cut with. 


the outline of the 
girdle and the table 
in the shape of a 
trapezoid or trun- 
cated triangle. . 

traveling clock. The 
present-day form of portable time- 
piece for transient use in hotel 
rooms, ete.; usually a large eight- 
day watch movement in a leather 
case with hinged covers that can 
be opened and set up so as to ex- 
pose the dial to view; folded, the 
covers protect the dial. Its pred- 
ecessor was a variety of small 
French clock with brass-and-glass 
case, in a leather box with a slide 
to raise to expose the dial, and a 
watch escapement. In 16th century, 
traveling clocks were made in form 
of huge pair-cased watches, often 
with repeater striking. 

traverse grinder. An attachment for 
watchmakers’ lathe; a _ spindle 
freely moveable lengthwise, with 


Sy 


Trapeze 


pulley for driving by belt from _ 


countershaft, has mounting at one 
end for abrasive wheels or laps, 
and at other end a finger-knob for 
controlling the application of laps 
to work. The spindle bearings are 
on a base that may be turned and 
locked to angular positions for 
grinding tapers. The tool is really 
a large-sized pivot polisher, for 
grinding and polishing heavier 
work than on pivots. See pPivor 
POLISHER. 

traversellite. Green clear diopside, 
from Traversella, Piedmont, Italy, 
apparently rarely suitable for cut- 
ting. 

travertine. A decorative marble, some- 
times used in small objects and col- 
ored to bring out the banding it 
owes to its water-deposited origin. 
More commonly it is used architec- 
turally, but is not especially suit- 
able for this use because of its 
many holes which are soon filled 
with dirt. 

treated stones. Gem stones which 
have been subjected to any sort of 
treatment; heat, X-rays, radium, 
etc., to change their color, or to 
render flaws inconspicuous. 

trefoil. A leaf-like ornament or fig- 
ure, consisting of three segments 
of a circle and used as an emblem 
of the Trinity. 
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tree agate or tree stone. 
STONE. 

trellis. A style of open decoration 
or ornament, having a geometrical 
formation or latticework, often 
used as a decoration on prize cups 
and punch bowls of silver. 

tremolite (trem’o-lite). A light-col- 
ored calcium magnesium silicate 
member of the amphibole family, 
commonly found in metamorphic 
rocks. A compact variety consti- 
tutes in part nephrite jade; see 
ACTINOLITE. It is rarely trans- 
parent enough for facet cutting 
but cabochon material is abundant 
and often attractively colored; 
green, blue, violet, etc. H. 5% to 
6, S.G. 2.9 to 3.2, R.I. about 1.61. 

trencher salt. A small individual solid 
salt cellar, with the upper surface 
hollowed. Made 
in circular, oc- 
tagonal, and 
triangular 
forms, it suc- 
ceeded _ the " Adiales 
standing salt Salt 
and was in use at the end of the 
17th century and the early part of 
the 18th century. 

Trenton diamond. Herkimer County, 
N. Y., rock crystal. 

T-rest. In a hand-rest for using 
gravers in watchmakers’ lathe, the 
adjustable T-shaped bar which di- 
rectly supports the graver while it 
is cutting the work. See L-REST. 

triangle. A fancy diamond shape. 

triboluminescence. A luminescent phe- 
nomenon observed in some sub- 
stances when they are stroked or 
scratched with a hard point. Two 
flints rubbed together will emit 
flashes of light, as will some dia- 
monds. 

trichroism. The more accurate term 
for dichroism, when dealing with 
mineral crystallizing in the orthor- 
hombic, monoclinic and _ triclinic 
systems. It refers, logically 
enough, to the three different col- 
ors observed in colored minerals, 
in the different optical directions. 
See DICHROISM; PLEOCHROISM. 

triclinic system. A crystal system 
with lowest symmetry of 
all; there are three un- 
equal axes inclined toward 
each other, and a center 
of symmetry. The feld- 
spars (except orthoclase), 
axinite, kyanite and rho- 
donite crystallize in this 
system. 

trig. To stop the motion of 
a wheel or train of gearing, by 
placing a wedge under a wheel, or 
a pin in its spokes, as when in- 
specting the action of escapement 
or balance, or during shipment of 
a timepiece to prevent breakage of 
balance or escapément parts. 

trigonal system. An attempt to clar- 
ify the rhombohedral class of the 
hexagonal system, by setting it up 
as a system with three axes, paral- 


MOCHA 


Triclinic 
Crystal 


tripoli. 


leling the rhombohedral interes 
ing edges. »s 

trilling. A type of twining in 
three crystals are intergrown g 
cording to regular laws; chrys 
beryl trillings are best known 4 
gemologists. 

trip. Brownish yellow tourmaline, : 

triphane. A name given to spodume 
by Haiiy in reference to his jd 
that its cleavage in three directi 
was equally good, hence 
fold.” ; 

triple cut brilliant. The modern mg 
fication of the old single and # 
double cut brilliants which, 
the end of the 17th century, be 
to be cut for brilliance as wel] 
for weight. An additional serieg: 
facets, known as the triple ¢ 
facets, were placed on the stone, 

triplet. An imitation stone compos 
of three parts, the a 
top and bottom held 
together by a col- 
ored layer to make a 
gem “sandwich.” 

tripeltine. Emerald 
triplet. 

A porous, de- 
composed siliceous rock which & 
sults from the weathering 6 
chert and siliceous limestone 
“Rotten stone” may be included 
this type of material. Used 
abrasive for preparing jewel 
work for polishing. The powder 
stone is usually mixed with: 
binder and moulded into cakes,. 
convenience in applying to buff 

tripping. 1. The action of any &@ 
capement with extremely sha 
lock; the escape wheel teeth 
rapidly past the pallets instead 4 
alternately locking and giving ii 
pulse. 2. In a lever escapemé 
an escape-wheel tooth getting @ 
an impulse-face of pallet stom 
when impulse is not to be gi 
caused by faulty safety-action, | 

Troezenian carbuncle. A gemstone 
the Greeks, thought, by Hill, & 
translator of Theophrastus, to } 
almandine garnet. t 

troy weight. System used for weigh 
ing precious metals, its smallesi 
unit being the grain, which 
equivalent to the grain in avoirdie 
pois weight. In troy weight, @ 
grains (gr.) equal 1 pennyweight 
(dwt. or pwt.); 20 pennyweights 
equal 1 ounce; 12 ounces equal 1 
pound. See AVOIRDUPOIS. 

true solar time. See APPARENT SOLAR 
TIME. 3 

true topaz. Topaz. 

True Star. Trade name for a cabo-" 
chon cut glass imitation of a stat” 
sapphire, with the star incised in| 
the bottom. 

truing. On watch balances, or other” 
wheels, the operation of correcting” 
any irregularity of form that would” 
make the part run untrue in cif-" 
cular motion. Truing a watch bal 
ance is a necessary preliminary to” 
poising it, which in turn is neces) 


Triplet = 
(a, ¢, possibly 
real stone; 

b, colored: 
glass), © 
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sary to produce good timekeeping 
in varying positions of the watch 
while in use. See POISING; TRUING- 
CALIPERS. 

truing calipers. Tool for holding bal- 
ances or train wheels, while rotat- 
ing them to test trueness; and for 
truing them. The two main types 
are (a) calipers that hold pivots 
by their ends, for testing only; bal- 
ances or wheels must be taken out 
of these calipers to make bends for 
truing them; (b) calipers that hold 
pivots by their bases, in which the 
work is held both for testing, and 
bending to true it. Tools used for 
making bends are either truing 
wrenches, or héavy tweezers. 


truing wrench. See TRUING CALIPERS. ° 


trumpet base. The out-turned flaring 
base, moulded with elongated neck, 
supporting a dish. It resembles the 
larger end of a trumpet inverted. 

try-square. See SQUARE. 

tubular chimes. In long-case chiming 
clocks, gongs for strike and chimes 
that are long metal tubes, sus- 
pended on cords through holes at 
top; the deepest-toned (hour) gong 
being almost the length of the 
height inside the clock case; the 
higher-toned tubes gradually short- 
er and smaller in diameter. 


tulip. A fancy gem shape. 


Tully refractometer. A re- 

fractometer designed by 
Bristow J. Tully (1879- 
1929), -with the focal 
length of the optical sys- — ruip 
tem so extended that it ‘mre 
is possible to make ac- 
curate readings in the 
place. - 

tumbler. 1. A finger on a hub 
mounted on the end of an arbor, 
that engages with notches in a 
rack in mechanism of striking 
clocks or repeater watches, to move 
the rack one tooth for each blow 
_ struck on bell or gong. 2. Rotating 
barrel used in polishing method 
called TUMBLING. 8. A drinking 
vessel, so called because, originally 
it had a pointed base, and could not 
be set down with any liquor in it, 
thus compelling the drinker to fin- 
ish his measure. 

tumbler stand. See COASTER. 

tumbling. Method for polishing large 
quantities of cheaper grades of 
jewelry of certain shapes (without 
sharp cornered features), by ro- 
tating them in a power-driven bar- 
rel with special polishing agents; 
the pieces are polished by friction 
as they “tumble” on each other. 

tungsten carbide. Carbonized tung- 
sten, used in powder form as an 
abrasive, or formed into a solid 
with a binder, making an exceed- 
ingly hard substance for tools for 
cutting metals, tips for gauges, etc. 

tuning fork control. Principle of 


second 
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electrical timekeeping system in 
which vibrations of a tuning fork, 
maintained by an electro-magnet, 
are used for the time standard. 

Turkey stone. 1. A fine variety of hard 
oilstone, for final sharpening of 
steel cutting-tools; also pulverized 
for use as an abrasive for steel 

work. 2. Turquoise. 

Turkey fat. Local name applied to the 
yellow stained (from cadmium sul- 
phide) smithsonite from Arkansas, 
sometimes cut in cabochon gems. 

Turk’s head. Brazilian tourmaline 
crystals with a red tip. 

turning. Class of operations for pro- 
ducing work of circular cross-sec- 
tion on a lathe, with cutting tools. 
See LATHE. 

turning graver. Hand-used cutting 
tool for lathe work, differentiated 
from gravers used for engraving. 

turns. A small dead-center lathe, in 

which work is rotated by a pulley- 
collet clamped on it and driven by 
a hand-bow. Earliest form of 
watchmakers’ lathe for turning, 
still used in Europe; now used in 
U. S. A. only for altering and pol- 
ishing pivots in adjusting watches. 
See LATHE. 

turntable. A simple form of holder for 
engraving or other work requir- 
ing rotary movement while being 
cut; essentially a base with a flat 
table that may be turned on a stem 
by hand. An elaborate form of 
turntable is the engravers’ block 
with various attachments for hold- 
ing all shapes of work. 

turret clock. See TOWER CLOCK. 

turquoise (tur-koiz’ or tur-kwoiz’). A 
hydrous copper aluminum phos- 
phate, always occurring in fine- 
grained compact masses and often 
of an attractive blue color. Cut 
cabochon, sometimes with bits of 
brown gr gray matrix. It is one of 
the most attractive of the opaque 
gem stones, but has only been 
found once in triclinic crystals at a 
locality in Virginia and which is of 
no gem significance. The common- 
est occurrence is in arid regions, 
especially in the North American 
southwest. H. 5 to 6, S.G. 2.6 to 
2.9, R.I. about 1.61 to 1.65. 

turquoise matrix. Name given to the 

cut mixtures of turquoise with its 
associated rocks; usually more at- 
tractive and interesting than the 
pure blue turquoise. 

turtle back. Most commonly the har- 
lequin-like patches of fibrous green 

cabochon cut chlorastrolite. Also 
applied to turquoise and variscite 
matrix. s 

Tuscany diamonds. See FLORENTINE. 

tuxedo chain. A chain for carrying a 
pocket watch, one end attached to 


Tuxedo Chain 


twelve-hour dial. 


A GLOSSARY OF TRADE TERMS 


This is the 46th installment of a 


comprehensive dictionary of trade ~ 
and technical terms used in the 
jewelry industry. Following publi. 
cation here, the dictionary will be 
issued in book form. 


a clasp to fasten to a belt at 
trousers-top, the other end with , 
to attach ie | 


swivel or spring-ring 
bow of watch. 
tuxtlite (tush’tlite). 
by H. S. Washington for 
midway, 1 to 1, soda to mag 


member of the pyroxene series of 


jadeite found in Mexico, and ¢ 


stituting the important constitu it 


of mayaite. The presence of ¢ 


magnesium silicate, or diopsid de, 


molecule, renders this pate 


2 
ay 


Name p »posellt 


tinct from the Burmese jad i 


which contains very little mag 
See MAYAITE; DIOPSIDE. 


tweezers. Tools for quick hand! e 


of small pieces in watch and je 


ry work; differmg from pliers in” 


having jaws on a pair of spri 
fastened together at one end, 


stead of on levers pivoted to turn | 


on each other; the springs keep the 


jaws opened except when closed }j 
the fingers. 
twelfth-measure. See DOUZIEME GAUGI 


of dial for watches and cle 


with dial-train calculated to give i 


the hour-hand two turns in 
hours, indicating 12 hours 


(ante-meridian, before noon), 


12 hours P.M. (post-meridian, after” 
HOU “| 


noon). See TWENTY-FOUR 


DIAL, 


Twelve Mazarins. Twelve stones o : 


the French crown jewels which: 
were recut from the then popula 


roses at the time of Louis XIV, 


under the direction and to the de 


sign of Cardinal] Mazarin. It 
suggested that this was done in ai 
attempt, apparently successful, 


encourage the local Parisian ze n 


industry. They seem to have di 
appeared and nothing is known @ 
them in recent times. 

Twentieth Century cut. A mo 
brilliant cut with 80 
or 86 facets. 

twenty-four hour dial. 
A watch or clock 
dial which shows the 
day divided into 
hours numbered 


Twentieth 
Century 
Cut 


from 1 to 24, instead of into twi 


periods of 12 hours each, ca 


A.M. and P.M. Twenty-four howl 


dials are used on clocks for sideré 


time; and in some countries hav 
been established by law for ci¥ 
time, but have not been popularlj 
although in use on rai 


adopted, 


roads and in some government 4 


partments in those countries. 
TWELVE-HOUR DIAL. 
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WHAT'S YOUR POST-WAR BACKLOG? 
(From page 146) 

With this in mind three steps were outlined in the 
following order: 

1) A consumer survey showing the post-war buying 
plans of the community. 

2) With the consumer survey completed and in the 
hands of the city’s. merchants, a survey of post-war 
business plans. 

3) A survey of post-war plans of industries, many of 
which are now engaged in war work. 

The first of these, the consumers’ survey, has been 


completed. This survey shows that in this one city of: 


14,000 population there are post-war purchasing plans 
involving a consumer outlay of over $6,500,000 or $450 
for every man, woman and child in the city. 

! 

30 COMMODITIES COVERED 

Covering more than 30 different items in the consumer 
demand and expected to play a major part in post-war 
merchandising, the findings ranged from new homes and 
automobiles through traveling on special trips and 
jewelry. 

The survey showed that residents of Monrovia plan 
to spend a total of $39,518 for jewelry store merchan- 
dise, divided into two categories: clocks and watches, 
$12,929, and jewelry and sterling silverware, $26,589. 
Figuring out to almost $3 for every man, woman and 
child in the city, this may give some clue to the buying 





power of other communities of similar character, 
To appreciate properly the accuracy of the forecay 
a few words are necessary to indicate how the guryey 
was made. 
A questionaire was formulated incorporating the ma 
jor items now unavailable, mainly durable goods gych 
as washing machines, automobiles, sewing machines ang 
also vacation travel. Wide publicity was given the proj. 
ect to prepare the family heads for later questioning, 
Assurances were given that filled-out questionnaires 
would be treated confidentially and be used only to taby._ 
late results. 
A volunteer group of 50 business and _ professional” 
people were enlisted to make the poll and it was deter.” 
mined that sampling should involve 10 per cent 
of the families to ensure against any element of chance, | 
Further families interviewed were taken at random and 
were distributed throughout all sections of the city to” 
prevent unconscious weighting of the tabulations. Ajj” 
income groups were covered in proportion to their ny) 
merical strength in the city. j 
To guard against wishful reporting, interviewers were | 
armed with additional questions indicating how the) 
family head proposed to finance such post-war pur 
chases whether by time-payments, money from post” 
war earnings, bank savings or cashing of war bonds, 
With this note of reality families charted their buying? 
desires in line with their financial abilities to fulfill! 7 
The break-down of reports made by those indicating: 
that they plan to buy jewelry items after the war shows 
that 432 families (or about 10 per cent) plan to spend) 
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Fancy Cut Diamonds 





Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 
Call on us for your needs. : 





We wish to notify the trade that we buy 
estates consisting of diamond mounted 
platinum and gold jewelry and colored stones. 
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$12,929 for watches, at an average price of $29.92. 
This ranges from a low of $9.22 in the lowest brackets 
to an average of $52.50 in the highest category. Jewelry 
and sterling silverware is a planned purchase of 215 
families for a total of $26,589 or an average of $124 
each. Here, in the lowest bracket the average is $40 
and in the highest $250. 

The Monrovia survey is not only significant in the 
figures that it reveals to jewelers in this one city. It 
emphasizes what may be done in other communities 
throughout the United States. Although one of the first 


to be completed in the consumer field, it is only one of 
many such planned throughout the country under the 
general direction of the Committee for Economic De- 
velopment, 285 Madison Ave., New York, N. Y. Jewel- 


ers should contact local chambers of commerce to see 
if similar surveys are under way and, where not too far 
advanced, insure by participation that jewelry appears 
on local questionnaires. 

Reproduced herewith are the detailed break-downs 
of the two tabulations of interest to jewelry retailers. 


RETAILERS, TOO, MUST RECONVERT 
(From page 143) 


4) Consider whether the low-profit lines are desir- 
able anyway, either because they create store traffic, or 
add volume that helps carry overhead, or provide a ser- 
vice that helps to hold customers. 

5) Would it be desirable to drop any of them? 

6) If not, would it be wiser to try to make them more 
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profitable by improved store methods, or to let 
find their own level and concentrate your efforts on 
profitable lines? 

7) List all the information you now have from 
pliers as to possible new lines and new items that 
be available after the war. : 

8) Watch your trade papers and bulletins for | ey 
nouncements of new lines and items. Bo 

9) Get all information about them as soon ag it i 
available, have a file for it, and study it with a view ty t 
adding new lines. i 

10) Watch the consumer magazines, the newspaper, 
and your trade papers for tips on trends in consumer 
demands. 

11) Require salespeople to keep “want lists” of gog 
asked for but not carried by you and consider addigp 
such goods to your stock. > 

Above all, remember that merchandise is used by cag 
tomers, not by a store’s buyers. It is bought in order ; 
be sold. The swift advance in standards of living in ‘ 
nation, the enormous increase in volume of sales, 
come about in proportion as the makers and sellets ; f 
goods stopped making and selling what they had } 
used to, or what they thought the. public ought to wan 
because they themselves wanted it—and took the trouble 
to investigate carefully the kind of goods that peop 
really want and will buy. f 

A store may find that its customers have changed i 
changing times, and would welcome offerings that th 
store has not been in the habit of supplying. 

As a part of the effort to increase sales, the book 7 
gests that past sales be analyzed by type of goods,} 
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Modern, yet mature . . . responsive 
and responsible ... ever alert to 


new needs and to new sources... 











ever aware of the standards and 
principles which have made our 
Time-Tested Integrity a Diamond 
Trade Tradition. 
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brands, by departments or by any kind of record now 
available, and that the reasons for relative strengths 
and weaknesses be studied. 

Customer good-will must be cultivated, and in many 

‘cases rebuilt where it has been destroyed by the indif- 
ference or arrogance of careless salespeople in these 
days of a seller’s market. 

“Related” selling and “plus” sales must be developed, 
prices must be kept in line with competition, figures on 
the volume produced by each salesperson should be com- 
piled, the reasons for the better performance of the top- 
notchers analyzed, and ways devised to bring thé smaller 
producers up to a higher level. 

Advertising, promotion methods, mailing lists, litera- 
ture, window and interior displays should be completely 
reviewed with an eye to all possible improvements. 

Under the heading of physical changes in the store 
itself come such things as a study of the store front, 
display windows and entrance to be sure that they are 
inviting, possible re-arrangements of floor plan and fix- 
tures to bring goods more effectively to customers’ at- 
tention, regrouping of types of merchandise to aid “re- 
lated” selling, a study of present lighting to see if it 
can be improved, consideration of installing air-condi- 
tioning, and so on. 

Most important of all, says the book, is the question 
of store personnel—because in the final analysis it is 
the man or woman behind the counter that makes or 
breaks the sale. 

Points suggested for study under this heading include 
methods of selection and training sales personnel, incen- 


tive plans of payment, and delegation of responsi 1 
to key employees. Each is discussed in some detail 
The final step recommended is a careful study te 
and inventory control methods, record keepir 
and collection policies and results, and store 
and management. As with the other main topics, sy “ 
points to be considered under this general heading , ‘ 
listed and means for attaining best results are discus, 
The book is, in short, as its name suggests, a real ia 
and handbook to direct the post-war planning of ret, 
merchants—the men who, as the book ‘points out, ay 
the keystone upon which the entire economic stra 
depends, and whose success or failure to measure up jj 
post-war opportunities will mean the difference betwem, 
national prosperity and another national depression, — 
Copies of the complete book may be had withoy 
charge by writing the Committee on Economic Develop. 
ment, 285° Madison Ave., New York 17. It deserve 
your careful reading and study. 3 


“ WaNnT TO FRESHEN up your bridal gift tables for the 
Fall bridal season? Why not devote one table to sup 
gestions, a la Macy’s, “for the bride you know slightl 
—ceramics, dressing table items, etc.—another “for the 
bride you know well’—china, glassware, linens, anf 
another, “for the bride you love’—silver, crystal, eg 
Still other arrangements might be, “for her table, fo 
her boudoir, for her new home, for her hostessing, and 
for her linen closet.” 
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The Cinderella Cover Girl 
of 1944 wears the 
Moon of Baroda 
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Re oe One of the world’s most famous diamonds 








EE NOW YOURS TO DISPLAY .. AT NO COST TO’ You! 
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hy ale You, too, may display this famous 500 year old gem which has thrilled 
YH thousands of window shoppers throughout the land. All the publicity, all 







the tremendous pulling power of this fabulous diamond is yours to command 
for a one-week stand. The MOON OF BARODA is fully covered by insurance 
and is accompanied by complete literature, posters, publicity. suggested 
displays and advertising mats. A letter from you requesting a display date 
is all that is necessary. There is no other cost. 


THE RUDOLPH DEUTSCH COMPANY 


Outstanding source of diamonds . . . loose and mounted. 
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- DISPLAY MOLDS SHOPPERS’ BUYING HABITS 
(From page 141) 


vised for bringing people into the store without obliga- 
tion . . . an exhibit of table settings . . . or flower 
arrangements . .. or antique watches . . . an informa- 
tional pamphlet or folder to be given away .. . or some 
other souvenir. In such cases, invitations should appear 
in your windows and the displays themselves should tie 
up with the promotional idea. 

The fashion angle is used in the first of the suggested 
displays this month. Fashion figure cut-outs are shown 
on a slanting elevation under small arches each of which 
supports a piece of jewelry suitable for the costume 
illustrated. Other pieces of jewelry are shown on the 
ramp and on a curved flat pad on the floor of the win- 
dow. The copy, “Fashion Note for Autumn °44—The 
silhouette is feminine. The jewelry is important,” ap- 
pears on a circular panel against the striped background. 
Such phrases as “For evening,” “For your tunic dress,” 
“For your soft suit,” “For your new coat” are lettered 
on small cut-out paper leaves. The silhouettes may be 
copied from fashion magazines on colored cardboard 
or show card board. If a light-weight board is used the 
shapes can be cut out with scissors. Simple outlines 
should be selected for ease in cutting. Shadow lines 
painted on in a darker tone than the board will help 
to define the figures. The arches can be cut from beaver 
board or heavy cardboard and covered in fabric. The 
ramp and floor pad are fabric covered. A striped wall 
paper could be used for the background or one of the 


striped display papers. The color scheme should, gf 
course, be in autumn tones—browns and copper shad 
and a touch of. dark green. 

For Autumn weddings, a gay cupboard disp 
selection of gifts. Your carpenter would have to by 
this fixture for you, but with new paint and decoray 
jobs on it, it would serve many useful purposes bg 
in the window and in the store. For this display, tl 
cupboard should be painted in shades of blue with % 
wedding bell and heart decorations painted white a 
pale blue or cut-outs with real ribbons and flowers egg 
be tacked on. Other gifts appear on the floor of { 
window and a copy panel is shown at the side with gu 
copy as “For Autumn Weddings—Gifts in Silver g 
China from Blank’s will be cherished for years to come 

The rainbow colors of the opal—October’s birthsto 
—are used as the background for the birthstone displg 
An unusual effect may be achieved by displaying 
rings on an elevation in the foreground raised s0) 
inches from the window floor leaving a sort of “trengh 
between it and the window background to permit # 
rainbow arches to disappear behind the “horizon.” 
three arches should be painted red, yellow and bh 
with a nearly dry brush (so that the color is not 
solid tone) and placed an inch or two apart, so that 4 
effect of distance is achieved. The window floor shoul 
be black or very dark blue with the radiating lim 
painted or indicated with very narrow ribbon or con 
in white or very pale blue. The copy “Opal for Luck 
Birthstone for October” is lettered in a curve on th 
background piece. 
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One of America’s 
Outstanding Collections 


CULTURED PEARLS 


Necklaces, Earrings, Rings 


Necklaces from $75.00 up 
Earrings and Rings from $12.50 up 


B. D’ELIA & SON 


_ NEW YORK CITY 
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WATERPROOF WATCH—G.I.'s TOP WANT 
(From page 135) 


accessories, and (3) unable to carry much except neces- 
sities, because they're on the move. 

In fact, all the votes cast for the various 48 items 
as “top wants” for Christmas came to a mere 27 per 
cent, with “second wants” drawing 15 per cent. This 
left 58 per cent in the “don’t want” column, meaning 
that nearly three Service Men out of five are highly 
choosy and apparently would rather get nothing at all 
than some gadget or piece of underwear they don’t 
want or don’t need. 

Of course, with some 7,000,000 men overseas, there’s 
still a big market for many Christmas gifts besides those 
already mentioned. Of interest to jewelers are the 
following “‘top wants”: 


Christmas Gift Navy Army 
Pen and pencil set........ 42% 41% 
Identification bracelet ...... 35 33 
oo SAS ae: ea i 29 26 
Pounch unfitted toilet case... 24 18 
Watch bracelet ............. 22 27 
a Ea 22 25 
Religious medal ............ 18 21 
RIM? {iAurous Sen lee,» se Meee «| 21 
Cigarette case ...... ee 16 21 


The lads have very definite For instance, 
in the Army, three out of four men want no truck with 
regulation wool underwear, wristlets, shoe repair kits, 
sleeve-type sweaters or miniature table games. The 





Navy shares the same dislikes with the same vehemencs. 
wool mufflers are another thing they’re certain they: 
don’t want. | 

Replies to the question, ‘““When the last bugle blows, 
what will be your first civilian purchase?” indicated 
that the veterans will turn with speed into serious. 
minded home-making solid citizens. Typical answer 
were: “A wife,” “a wedding ring,” “a marriage license” 

Perhaps one comment best summed up G.I. thought, 
patriotism and determination. Said one P.F.C.: “What. 
we want most for Christmas is victory. If we can’t hovel 
it that soon, better buy me a War Bond.” ', 


OVERSEAS HOLIDAY CAMPAIGN STARTS NOW — 


EPTEMBER 1 is “M-Day” for retailers’ overtess! 
Christmas campaign, because the postoffice warn; 
that parcels must be mailed between Sept. 15 and Og 
15 if they’re to reach G.I. Tom, Dick and Harry in time 
for Christmgs. 

“Make sure that he'll have a Merry Christmas by 
observing these Government regulations,’ says the 
American Retail Federation. Here are the chief pointy 
to remember: 

When to mail—Mail all overseas Christmas packages 
between Sept. 15 and Oct. 15. Whenever possible mail 
during September. 

No written request is required for overseas Christmas 
packages mailed between Sept. 15 and Oct. 15. 

How to mail—Pack and wrap securely in strong box, 
Do not use a shoe box. If package contains small items, 
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IMPERIAL STONE JEWELRY ENCORE! .. . Another powerful 


national advertising campaign featuring full page advertisements beginning 
‘with the October issues of Vogue, Harper's Bazaar and Town & Country 


Naturally mined stones to which has been given the elegant hues of Jade and Coral—in 


a" ££ 


distinctive silver mounted earrings, pins and bracelets. # 


IMPERIAL GEM SYNDICATE 


5 N. Wabash Ave. 607 Fifth Avenue 607 S. Hill St. 
Chicago 2, Illinois New York 17, N. Y. Los Angeles 14, Calif. 
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BRAZIL—EXPORT 


DAVID BAND specializes in the ex- 
port of cut and polished Diamonds as 
well as every kind of semi-precious 


stones. 


BRAZIL—IMPORT 


We are interested in the importing of 
genuine precious Sapphires, Rubies, 
Emeralds, also modern silverware and 
everything connected with jewelry. 


Apply to 


DAVID BAND 


Avenida Rio Branco 111, sala 406 


RIO DE JANEIRO 
BRAZIL 





wrap each separately and thoroughly. Mark pa 
“Christmas Gift Package.” Do not use label that resem. 
bles stamp or official mark. 

Address packages carefully, completely, and clearly, 
Be sure to pay full postage to the port of embarkation 
postoffice. Enclose complete return address. 3 

What to send—You may send anything you lik | 
cept perishable foods, intoxicants, weapons, poisons, ay 
all inflammable materials, irfcluding matches and lighte 
fluids. These items are prohibited. 

Size and weight of packages—Packages must no} 
weigh more than five pounds. They must not exceed }9 
inches in length. They must not measure more than 36 
inches in length and girth combined. | 

Use newspaper ads, window displays, interior display 
sketches, radio and posters to promote the overseas pack- 
age campaign, ARF advises, suggesting the following 
slogans: 

“His Merry Christmas Depends on You—Mail Over. 
seas Early!” “Give Santa Time to Get There!” “Don't 
Be Late for Christmas! Mail in September!” “Se 
That Your Merry Christmas Gets There on Time. Mail 
Early!” ‘Wherever He Is, Remember Him in Time for 
Christmas !” 

Standard-sized gift boxes, in limited number, can be 
obtained through priority rating, says WPB. Retailers 
should file WPB Form 2408 with the WPB paperboard 
division. 


FLOWERS ACCENT JEWEL DISPLAY 
(From page 160) 


it is far more striking to dramatize a few important 
pieces than confuse the potential buyer with an over- 
stuffed window. 

A distinguished and arresting arrangement comes 
from placing a bunch of snowy freezia in the center 
of the window, surrounding it with a few handsome 
diamond pieces. Topaz assumes life and vitality when 
a single large yellow water lily lies languidly beside 
one of the lovliest stones. The rich beauty of amethyst 
is enormously enhanced by French violets in lavender 
and purple shades, placed in a corner of the window 
as casually as a young girl pins a flower in her hair. 
Very gay, notably on a cold winter day is a grouping 
of fine rubies, enlivened by three or four lush red roses, 
their wired stems bent to artistic effect. 

“Thank You For a Pleasant Evening” might be an 
appropriate headline for a clever night display of 4 
lady’s accessories assembled for a party. For example: 
a gold compact, gold cigarette holder, gold bracelet 
and two creamy gardenias form a charming picture. 
Into the foliage of the flowers tuck a wisp of fine lace 
handkerchief, and a sale is practically made! 

Here is a suggestion for an all-blue window which 
we have used with much success: Velvety sapphires 
complemented by the soft blue of that sentimental flower. 
rosemary—for remembrance you know! Nostalgic mem- 
ories of an old Charleston garden will be evoked in the 
heart of the beholder by a few delicate blush-pink ca- 
mellias highlighting aquamarines and morganites. This 
pastel combination is incredibly lovely and always wins 
acclaim. 

A beautifully executed window display sells silently 
but solidly—as every jeweler knows. 
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JEWELRY WHOLESALER : Chicago 90, Illinois 


CHICAGO: (fhe 


DETROIT ‘ DENVER : MOM 2. A eA A ee 


"BUY FROM BECKEN— 
| AND GET THE BEST ce" 8 CIV ooo occ cc ecvvecevevevowervoremenneten : 
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_ GOOD CUSTOMERS ARE HARD TO GET 
(From page 148) 
not greater, for it pushes out of the market the custom- 
ers who must be had when the rush is over. 


LOW INCOMES AGAIN 


When that day comes, many of today’s most eager 
bidders for goods and services at any price will drop 
out of the market. Some of them have ordinarily a 
low earning capacity and will not be able to afford the 
things they can buy when labor is at a premium wage 
level. Some of them normally see no point in paying 
basic market prices and will go back to shopping around 

r “bargains.”” Some just will not continue, when the 
war fever has cooled, to exert the effort necessary to 
obtain many of the good, but not strictly essential, 
things of -life. 

So don’t think for a moment that “good customers” 
are easy to get, even in this day. Seek them diligently 
and serve them well. They'll pay the profits tomorrow. 

Today the war has been made an excuse for bad 
merchandise, bad service, and bad manners. Because 
there isn’t much they can do about it, customers have 
accepted these things with more or less passivity. But 
they will remember the outstanding instances on every 
hand where they have still been treated as something 
more than nuisances with money in their purses. 

I will remember for a long time the cafeteria where 
the help is rather clumsy but willing, and never forgets 
a “thank you.” I will remember the large department 
store where the flow of merchandise to the counters is 


controlled so that assortments remain amazingly g 
factory. And the clerks don’t pretend to know ‘ne 
answers but they act as if they want to serve (and dg 
I will remember the shoe manufacturer who stays a 
nights planning the best shoes war-time shortages = 
permit, him to make-for his customers. [I will rem et 
the little valet shop where harassed and overw6 
employees smile and achieve superhuman results ix 
vice. I will remember many more such things ong | 
this boom is over. So will you. O. K., what will ; 
customers remember? 


GLAMOR SETTINGS FOR EXOTIC GEMS 4 
(From page 145) zs 


which he displayed at the San Francisco exposition, r 
the same time the cases contain many fine examples | 
these carvings, mounted in original settings. This ro 


is of special interest because the founder of the in 
collected cameos as a hobby. 4 
A rare Indian ivory screen, inset with mother-of-pea# 
and other pieces from India form a colorful backgrow 
for displays of star sapphires, star rubies, Ceylon sap 
phires, Ceylon rubies and Indo-Chinese zircons f 
Jewelry from Burma and Siam} 


this section of Asia. 
included in the group. 
Into the “Chinese Room” have gone objects of & 
from the Celestial Kingdom, many of them secured f oF 
the Chinese exhibit at the 1915 World’s Fair in §& 
Francisco. It is particularly fitting that, since the stor 


e 


is located among Chinese shops, the Chinese theme § 











Ability 


not luck, wins us the esteem of worth-while jewelers. 


It’s ability that-gives one the power to perform and the 
skill to achieve. 


It has. been written that “every man desires to live—long; 
but no man would be old”. With-the wise experience of 
nearly: 80: years in supplying jewelry store merchandise 
we constantly move forward with the retail jeweler. 


Tie in with our ability to do something about that increas- 
ingly important phase of today’s .business — meeting 
demands.* ~ 


BEN]. ALLEN & Co., Inc. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 
10 South Wabash Avenue CHICAGO 3, ILLINOIS 
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— Sean Keite- Weller 


STYLE LEADER 
IN JEWELRY 


DESIGN 


Modern Jewelry 
of Distinction 
in a Wide Range 
of Prices. 





























‘DON’T BUY 


| DIAMOND PAPERS OR JEWELERS SUPPLIES | ar 
| | ; Wu J 
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lf If you must buy European or Domestic Papers, > 

| The work of the Lapidary has always required 

| Wallets, Cotton, Tweezers, Diamond Cutters’ the skill of experts. That’s why you should 

| seek the services of an established and reliable 

| Cement, etc., buy them from us and we'll buy firm, with a background of experience. 

| more Bonds and Stamps. For cutting, engraving, encrusting, 
drilling, or any special orders, consult 


Write for Catalog, Samples, Prices NATH Ry 
| K ASSOY INC. Lapidaries Inc. 
9 W. 45th St., NEW YORK 
a 71 Nassau Street * New York 7, N. Y. 


LARGEST DIAMOND SUPPLIES OFFICE IN THE WORLD 
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Because of conditions over 
which we have no control we 
are not able to guarantee deliv- 
ery of all models of ALTON 
watches. However, all ALTON 
watch orders will receive our best attention, 
and we will supply whatever possible. 





We urge our customers and friends to be 
patient with us during this uncertain period, 
until we are again able to fill all orders com- 
pletely and promptly as in years gone by. 


W. & G. DIAMOND RINGS AND SETS 





. the street that everything is within easy view of the 





‘ black base of the two windows. In each of these shadoy 


Matched set in 14K, yellow gold. 
Solitaire has two side diamonds and 
.10 Carat center diamond. Wedding 
ring has three fine diamonds. 


Matched set in 14K, yellow gold. 
Solitaire has .05 Carat center dia- 
mond. Wedding ring has three fine 
diamonds. 





Grade Grade Grade Grade 

A AA A AA 

D843—Set—Retail...$97.50 $109.50 D879—Set—Retail ..$71.40 $77.40 

Keystone Price .... 78.00 87.60 Keystone Price .... 57.00 61.80 
D844—Solitaire— ) D880—Solitaire— 

Retell .....0...: 63.90 75.90 aT 37.50 43.50 
Keystone Price ... 51.00 60.60 Keystone Price 30.00 34.80 
D845—Wedding Ring D88 i—Wedding 

ME “nc bsc de, 950% 35.40 Ring—Retail .... ... 35.40 
Keystone Price .... .... 28.20 eystone Price .... .... 28.20 


Prices and quality of W. & G. Diamond 
Rings and Sets are the same as in 1943— 
no advance in price, no reduction in quality. 


SEND FOR THE W&G DIAMOND CATALOGUE 
FOR READY REFERENCE 


Wehksler & Goodman. Ine. 


Distributor. of NResstone, Steer. Belove. and 
1.D. Watch Cases 





( hic Wee 


Hlitvois 


> Souths Na 
Wabash Ave.  \GS/ 














stressed and for that reason this room occupies Sreater 
space than the others. A “shrine of the universe” o3 
beautifully hand carved cabinets hold many objects of 
art from China. 4 

The windows are noteworthy and show the thought 
which has gone into their construction. The jewelry jy 
displayed on a two-tiered platform, high enough from 





spectators who, all day long, stop to look and admire 
Then below this, 12 shadow boxes have been inset in the 


boxes, one for each month of the year, has been placed 
the jewel associated with that particular month, 
Mounted and unmounted stones are on display in each 


brightly lighted box. 


DIAMOND PRICES—AFTER V-DAY 
(From page 150) 





Holland were able to get their industries into proper 
order in a reasonable time, paying wages to diamond 
cutters at lower rates than elsewhere, then one would 
have -to expect a drop in the price of mélée. 

But then everything depends on the question whether 
there will be a good demand for diamonds after the 
war, which again, as I have said before, depends o 
prosperity in other industries. In the case of a real 
boom or a very big demand, even the price of mélé 
would remain high, despite the possibility of the Low 
Countries producing at a reduced cost. 

It is interesting to note that the cost of rough mélé 
has not been increased since the war by the Diamond 
Corporation to the same extent as has the cost of the 
larger gdbds, and it is the only article one could at 
present produce with a reasonable profit, providing one 
had a sufficient number of skilled workers available to 
cut and polish a worth while quantity. 

Since the foregoing was written, notification has been 
received of the next sights, taking place on July 28, and 
further-that an increase of 5 per cent will be made in 
the price of two categories of rough. 





TIES BIRTHSTONES TO FAMOUS NAMES 
(From page 156) 


to promote Bond sales, Mr. Klich offered a display 
which used War Bonds as the foundation for a tof 
house. On one side of the building was a man selling 
apples. His tattered clothing told the quick tale of his 
negligence in providing for his future with War Bond 
purchases. But the chap inside the house was comfort 
ably secure in the knowledge that he had built his home 
on Bonds. Simple copy keynoted the mood of the dis 
play, and the traffic it attracted was proof enough of 
its effectiveness. 

The effectiveness of window display depends in largt 
part, according to Mr. Klich, on the regularity with 
which the same merchandise appears there. He cor 
sistently displays diamonds in the Woodward Ave. mail 
window. Stone rings are in a particular window and 
men’s jewelry in still another. Costume pieces are sep 
arate from other items such as wrist watches. For this 
reason, Mr. Klich says, customers will glance subcom 
sciously at what interests them the most, and the fewet 
barriers put up to their straying glances, the better 


THE JEWELERS’ CIRCULAR-KEYSTONS 











cht 
is 
0 
the 
ite, 
the 
ow 
ved 
th, 
ch 


“= te Crt 8 F BB 2 2 SB a & RES 


Sa TT & Sa 


7 ft & SF SA a 


ah. Oe 








Want to Sell Your Business ? 
WE WILL BUY IT INTACT FOR SPOT CASH 


YOU can dispose of your entire business in one clean transaction—realize every 
cent it is worth and be free from all worries. You will find it to your advantage 
to consult with us before you sell. 


WE are not operators looking for a windfall but one of the East's most reliable 
retail jewelers of 64 years standing, operating a number of stores. We are in- 
terested in investing capital in buying going businesses for additional outlets and 
will put SPOT CASH on the line upon acceptance of our offer which will be a fair 
and just one. | 


OUR integrity and fair dealing is backed by firms recently purchased—names will 
be gladly furnished upon request. Ask your bank for reference. 


WRITE—WIRE—PHONE MARKET 3-2987 Ask for Mr. Busch or Mr. Sargent. 


gen “aye ‘accael 


FBUSSHESONS 3 i 
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MAIN OFFICE 
875 BROAD ST., NEWARK 2, N. J. 








Opportunity SOMETHING NEW FROM GABRIEL WILLIAMS 


to DIAMOND BUYERS genuine, brilliant, wear-resistant 


As one of the world’s largest buyers of Dia- * 
monds and diamond jewelry direct from the . 
public we are in a position to save you con- 


siderable money on your diamond purchases. | Ringstones 


Heretofore we sold our diamond jewelry to 
the New York manufacturing and wholesale + ips, 
idle We have now dechiled tc eusiiid In 16/12 cushion, with gold masonic design— 


nationwide distribution. Q Also available, 12/10 cushion, octagon and oval 
shapes, single and double bevel, 2 hole drilled. 





We carry in stock a large variety of mounted 
second-hand jewelry. 


Shipments will be made in order of receipt, on 
minimum quantities of 250 pieces, each shape. 
We solicit inquiries from responsible jewel- 
ers who wish: to effect substantial savings 
through ¢ash purchases. GABRIEL WILLIAMS COMPANY 


17 West 60th St., New York 23, N. Y. 
COlumbus 5-0258 


| EMPIRE DIAMOND APPRAISING Co. extmtee aiesee dimen iieaindadl 


EMPIRE STATE BUILDING 


New York 1, N. Y. * Reg. U. S. Pat. Off. 


Order from your dealer, or direct from 
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| GERWE-BROWN 
oo 


Cinc innati+ aviNGS BONDS & STAMPs 


Tir énd‘ niay appear in sight, 
but let us not be overconfident. 
There is still much to be done on-all 
fronts throughout the world. Let it 
not be said by the boys when they 
return that the home front had been 
‘found wanting and thus delayed their 
return. 


Due to shortage of gas and tires, as 
well as overcrowded trains and buses, 
it has been increasingly difficult for 
our salesmen to make personal calls 
on you with the same frequency that 
was their custom and pleasure under 
normal conditions. 


This situation, however, has caused 
us to exert greater effort here at head- 
quarters to serve your every need. No 
time or work is being spared on our 
part contacting reliable manufactur- 
ers for honest merchandise, to the end 
that your orders may be filled. 


Keep in touch with us by mail, wire 
or telephone. 


‘GERWE-BROWN CO. 


CINCINNATI 2 


18 West Seventh Street 














Can You Help Me? 


My Display Problem 





by VIRGINIA DIXON 


Readers’ questions about window and inside-store ¢ 
will be answered in this department each month by Mise Jj 
ginia Dizon, one of America’s topnotch display experts 
tdlents have been brought to a focus on the jewelry 
Miss Dixon is. already well known to JC-K readers ag 
author of many stand-out articles on jewelry store display, 


LLUSION, MIRROR—Some time ago I read 

JC-K about a glass which looks like a mirror, but 
transparent when lighted from behind. Please tell 
where I can buy one. I’d also like to know where I 
buy cellophane to use in windows to keep sunlight fro 
fading merchandise. (F. H.) 

Answer—tThe glass, called Illusion Mirror, can 
purchased from Semon Bache & Co., 636 Greenwich 
NewYork. For best advantage, it requires a shadoy 
box lighted with a flasher attachment, so that the mirrg 
and transparent glass will be shown alternately, auté 
matically. Yellow cellophane has been used for coves 
ing plate glass windows to prevent fading of mercha 
dise, but cellophane is released now only for essentij 
uses. Your best chance for getting it would be to 
across it in a store that happens to have some still 
stock. The supply in New York seems to be exhauste 


ARK SHOWCASES—Onur interior showcases 

dark woodwork and the merchandise does 1 
seem to show up attractively against it. Can you su 
gest anything we can do to brighten things up witha 
doing over the entire store? (O. T.) . 

Answer—You could have the inside of the wall case 
painted in a light color—light blue, almond green, pal 
gray or buff. The casein paints or “water” paints (se 
eral brands were mentioned in this column last mon 
dry quickly. Or, if you do not wish to cover the woe 
work permanently, you can line’ the cases with fabri 
covered pads or—still less expensively—with wallpapé 
or one of the novelty display papers. A striped pap 
would be smart. In any case, the pattern should f 
simple enough so that it doesn’t detract from the me 
chandise. 

For the counter cases, fabric-covered pads would 1 
the best answer. If you do not have such pads, they cat 
be cut from beaver board or upson board, and the fab 
ric stapled on. Paper can-also be used in the counté 
cases, but the fabric gives a richer appearance especial 
if the merchandise is laid directly on it. 

Of course, painting the woodwork on the outside ¢ 
the cases as well, would lighten and brighten the storé 


but this might come under the head of “doing over thi 


store.” 


HRISTMAS BACKGROUNDS—Are there an} 
particularly sparkling and colorful Christmai 


background papers available this year? (H. L.) 
Answer—Timbertone* Decorative Co., 15 W. 24 


St., New York 10, has some beautiful snow and frog 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 
Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 
Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 

Casting Crucibles 


(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table,Pump, Metal & Rubber Plate, Glass Bell Jar) 
Steel Flasks—Carbon & Stainless—Rubber Sprue Bases 
Investments—(“‘Cristobalite”’ for Gold & Silver) 
(Saunders for Palladium) 
Waxes—(Kerr’s Precision & Modifying-—-Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 


95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 








effects in relief on bright-colored backgrounds in their 
Snowtone and Decotone papers. These come in 3’ x 8’ 
sheets and 3’ x 24’ rolls in quite a variety of patterns. 
Dingleman Co., 112 W. 42nd St., New York 18, has 
panels and background sheets embossed with Christmas 
designs in tinsel effects. These are gay and colorful. 
Early placing of all Christmas orders is seriously sug- 
gested this year as nearly all supplies are limited. 


ARBLEIZED PAPER—Where can I get a 

marbleized paper or something that will give me 
a simulated marble appearance? Are these expensive? 
(S. T.) 

Answer—Several concerns carry marble papers and 
boards. Laverne Originals, 225 Fifth Ave., New York, 
has hand-made, washable “Marbalia” sheets in a wide 
selection of colors, 36” x 31”, at $1.50 a sheet. Bulkley 
Dunton & Co., 295 Madison Ave., New York, has a 
Neapolitan Marble paper 52” wide in blue, green, 
brown, maroon and pink, $2.25 for a 25-foot roll. Allied 
Display Materials, Inc., 65 Madison Ave., New York, 
has a marble board and a marble paper, both 26” wide 
in nine colors; $1.75 for 25 feet in the paper, $3.50 in 
the board weight. 


—_———_— ° 


THE SOLDIERS' VIEW OF BUSINESS 


Even the “SNAFU”’s are watching business ethics. 
In evidence, read this letter to the Philadelphia Better 
Business Bureau from Corp. Gene Wheeler, of the 
Chemical Warfare Division: 

“There seems to be a popular misconception among 
the folks at Rome that the uniforms we wear act as a 


curtain to blot out all thoughts and interest of affair, 
at home . . . a cloak of training, working and fighting 
that obscures or camouflages the hews and views of the 
world we left behind. 

“Such is not the case. We're fighting men now, that, 
true, and our primary desire is to meet and congue 
the enemy as quickly as possible. But the grease of , 
machine gun will never completely erase the callonse 
from a carpenter’s palm nor remove the feel of dough 
from a baker’s hand. 

“Yes, we think of home! Often with raised eyebrow, 
and troubled minds. No curtain of war will ever com. 
pletely obscure our view. And, as we look, we wonder 
what awaits our return. 

“We're battling enemies whose main weapons ar 
deceit, trickery and fraud. And we're winning the 
fight. Will we have to start all over again on the hom 
front after this war is over? Have the profits and haste 
of the war boom loosened the barriers on dishonesty 
and crookedness? 

“We sincerely hope not! We hope that we may 
return to a world of industry and enterprise . . Ey 
world willing to stamp out greed, deceit and dishonesty 
with the same zeal and dispatch we employ on the bat- 
tlefields. 

“To the members and managers of the Better Busj- 
ness Bureaus .. . and to all such organizations . . . we 
say thanks for keeping alive the ideals for which we 
fight. You are the pinch-hitters of every soldier, sailor 
or marine who hopes and expects to return to his honest 
trade. Keep carrying the ball, secure in the knowledge 
that a grateful crew of fighting men are aware and 
appreciative of your efforts.” 















































CHAS. ASCHERMAN & CO. 


Wholesale Jewelers 


EXCLUSIVE DISTRIBUTORS 


OF 


GENUINE HEMATITE RINGS 


RINGS—$12.95 to $30.00 


503-7 Hippodrome Building, Cleveland 14,. Ohio 
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IDEAS... 


——E————————————— 
ITH EVERYBODY’S attention glued to news 
of the war, now is the time of. all times to ar- 

range for a newscast — whether it ties up with your 
name over a local station, emanates from your store 
window or is a silent display of news coming over the 
ticker-tape in your window or corridor. See what kind 
of an arrangement you can work out with your local 
radio station or newspaper. 


Wuite a famous American designer, Nettie Rosen- 
stein, has just set it going at Bonwit Teller’s, there’s no 
reason why you, too, can’t offer “jeweled earbobs.” 
They're ear-rings dazzling with stones. Bonwit Teller’s 
initial ad announced pansy enamel with rose stone at 
$16.50 a pair, gold plated sterling silver flowers with 
colored bead clusters at $12.50 a pair, and white enamel 
narcissi with simulated topaz center at $25 a pair. 

* * * 

UNANIMOUS IS THE reaction of soldiers—they want to 
come back to the U. S. they know, as it was. Why not 
take this as your theme and work up a display for your 
windows nostalgic in emphasis for your forthcoming 
“back-to-school” days. Collect all kinds of school stuff 
from the “good old days,” including early primers, 
award of merit certificates, gold and silver starred report 
cards, school class pictures, etc. A preliminary contest 
with a War Bond as prize for the oldest or most unusual 
school memento will garner in the supplies for you. 
This is guaranteed (well, practically) to bring you lots 
of news and feature stories in your local press. 

* * * 

WirH Two PATRIOTIC days coming up soon, why not 
take twin themes as your mainspring for display, “War 
Bonds to Have and to Hold,” and “Keep on Buying 
Bonds and Keep Them.” Sept. 13 is the birthday of 
the Star-Spangled Banner which was written in 1814 
and Sept. 17 marks the day the Constitution was adopted 
in 1787. The same window could be used for both. Just 
show a framed picture of the Constitution’s opening and 
a draped flag and the date of the particular event, at 
one side of the arrangement, and at the other show 
some bonds with a card, “To preserve our priceless 
heritage” and the twin themes mentioned above. 

* * * 

AUTUMN oPENS, so the calendar says, Sept. 22. When 
the woods near your town start turning glorious colors, 
why not gather in some leaves and spot, realistically, 
any animal ceramics you have among them? 

* * * 

It wILt TAKE a little trouble to assemble, but it will 
make a knock-out window. Grace Lines nearly stopped 
time itself with the display on Fifth Avenue recently. 
The Bridgeport Brass Co. supplied artillery shell cases 
in 21 sizes from 2 mm. to 5- inch ones which were pol- 
ished and burnished and then arranged as the pipes of 
an organ. A keyboard was borrowed (so the credit card 
says) from Hammond Organ. Hands, such as you have 
used a million times in display, rest on the keyboard, 
some bonds of various denominations are distributed 
about and the card says simply, “Add your highest note 
to the Victory March.” 
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ILLUSTRATED: 


J2935 Exquisite diamond and ruby 
clip in a unique floral design. 206 
round and baguette diamonds of 
fine quality, 30 round and pear 
shaped genuine oriental pigeon 
blood rubies. 

+ - - $4000.00 Keystone. 
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Pieces of jewelry advantageously oe. 


quired +++ flow available 
eccsanty ; ; t0 responsible 


MNO ABT 





189 





What Will Women Buy in Flatwa p 
When Silver Is Plentiful Again? 


When MeCall’s magazine talked about silver with 11.000 women, 


more than half showed desire for sterling; service for eight continues 


to be favored; severely plain designs are choice of majority 


. 


: JY HEN the war is over, and goods are again avail- 
5 able to enable Mrs. America to catch up with 
the wants and needs that she has piled up during the 
period of war-time scarcities, what is she going to do 
about buying silver flatware? 

Some illuminating information on this question, which 
should be highly useful to the retail jeweler has been 
revealed by a study just completed by McCall’s Maga- 
Zine among American women—more than 11,000 of them 
~--on the subject of what they plan to do about their 
dining rooms when the war is over. 

Silverware is, of course, a major item of dining room 
equipment, and the investigation, therefore, went into 
this particular topic extensively. 

One point that immediately stands out is the great 
desire for sterling flatware. Of the 8890 women who 
replied to the questions on sterling, 22.8 per cent said, 
“T must have it,”’ and 34.1 per cent were in the group of 
“T like it and may get it.” Almost all of those who did 
not fall into one or the other of those groups are the 
women who already have sets of sterling, 35.6 per cent 
being in this category, and only 7.5 per cent expressing 
themselves as not being interested in owning it. 

On the other hand, plated-ware arouses much less 
enthusiasm. Nearly a third of the women—31.8 ‘per 
cent—said, “I don’t like it.” Only 6.2 per cent said, “I 
must have it,” and 4.8 per cent, “I like it and may get it.” 
However, it must not be overlooked that 57.2 per cent 
already have plated flatware sets against a 35.6 per 
cent ownership of sterling. In other words, regardless 
of what they say they would like to have, the inescapable 


fact remains that up to now, at least, far more womeq 
have.actually bought plate than sterling. 


YOUNGER ONES KEEN FOR STERLING 


Also, McCall’s researchers are careful to point ¢ 
that it is the younger age groups who express the keened 
enthusiasm for sterling, with the peak of the propose 
buying activity among the 18-to-25-year-old bracket 
“This younger group,” as McCall’s comments, “have no 
yet faced the facts of family life. They are more im 
terested in buying sterling silver than in buying thé 
children shoes. « 

“In other words, although these young women wait 
sterling and will presumably buy it when they can afford 
it, probably a good part of them, when faced by the cold 
hard facts of making the family budget come out ever 
will wind up by actually buying plated-ware first.” 

Nevertheless, the strong and fundamental desire 
the finey things is clearly shown, and unquestionably 4 
large part of this desire will sooner or later express itsel 
in actual purchases. 

The continuing popularity of the flatware service fo 
eight is again demonstrated in this survey. More thai 
half of all the women expressed their preference for 
set of this size—51.4 per cent. Services for 12 wer 
second in, demand with 36.9 per cent, and only 11.7 pet 
cent chose a service for six. 

An especially interesting part of the study was a sur 
vey of pattern preferences. Each woman was show 
four sketches representing spoons in four different types, 
of flatware pattern and asked to state her choice. 





mZO0 ZNREN 




















Which design do you prefer? McCall's survey asked. The vote, left to right: 13.7 per cent; 17.9 
per cent; 19.7 per cent; 48.7 per cent. Shown only these four types, the women had no chance to 
vote on a moderately decorated or a Scandinavian modern pattern, which they might have liked best. 
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Sowing the Seed for Future Pusinedss 


These illustrations are taken from the ads which we have prepared 
for national magazines: VOGUE, HARPER’S BAZAAR, HOUSE & GARDEN, 
MADEMOISELLE, GLAMOUR and BRIDES ,.. and will appear in Septem- 
ber and October issues. LUNT advertising continues without inter- 
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ruption... helping you widen the market for fine Sterling in your 
community ... sowing the seed for future business. NOTE — Because 
of restrictions on Silver we are unable to establish any. additional 
outlets for LUNT STERLING until the return of normal conditions. 


GREENFIELD «© MASSACHUSETTS 














VOTING FOR FOUR TYPES 


One was the conventional, plain-tipped fiddle back, 
generally referred to as “Colonial,” and found in the 
lines of almost all the leading silversmiths. Number 2 
was an ornate-style typified by such examples as Wal- 
lace’s “Rosepoint” or “Sir Christopher,” Reed & Barton’s 
“Francis I.” Number 3 was a style that was dreamed 
up by McCall’s and which so far as we know is not in 
the line of any manufacturer at the present time. It 
was called “Curved Modern.” The fourth was a typical 
straight-line modern on the order of Towle’s “Crafts- 
man,’ Lunt’s “Modern Classic,’ and International’s 
“Continental.”’ All of the sketches are reproduced here- 
with. 

It is unfortunate that one of the four is purely imag- 
inary, and that no examples were shown of the mod- 
erately-decorated styles which have proved so popular, 
like Towle’s ‘“Candle-light,” “Gorham’s Greenbrier,” 
Reed & Barton’s “Cotillion,” and Wallace’s “Stradivari” 
—or the Scandinavian modern with decorative tip, like 
International’s ‘“‘Royal Danish” or Watson’s “Juliana.” 

Judging by past performance, there are many people 
whose preference is for such patterns as one of these 
_ two latter groups, but who, in this survey, were obliged 
to vote for some other style, because examples of their 
real choice were not shown. To that extent, the results 
of the study may be somewhat distorted. The conclu- 
sions would have been much more helpful to the jeweler 
in evaluating probable future trends in taste if these 
popular types had been included. Nevertheless, the fig- 
ures are rather interesting as an indication of the rela- 
tive popularity of at least some of the present-day styles. 


STRAIGHT-LINE MODERN LEADS 


The straight-line modern—type Number 4—led all the 

rest, being chosen by 48.7 per cent. The imaginary 

“eurved modern” was next with 19.7 per cent, but was 
closely followed by the ornate group with 17.9. 

It must be remembered, however, that some of those 
who chose the straight-line modern might have preferred 
it with the addition of the Scandinavian finial if that 
had been shown them, and that many votes for the 
curved modern, which was the only compromise between 
the highly ornate and the severely plain, might have 
gone to a moderately decorated type. 

The “Colonial” style was the choice of 13.7 per cent. 

The preference for the “modern” types is in keeping 
with the general trend. In another part of the survey, 
55.1 per cent of the voters signified their preference for 
“modern” furniture and decorations in their dining 
rooms, against 44.9 per cent who liked the traditional 
formal style. Choice in silver patterns naturally fol- 
lowed suit, but oddly enough, 42 per cent of the women 
who wanted a “formal” dining room swung over to 
“modern” in their selection of silver. Against this, only 
10.6 per cent of those who want “modern” furniture 
chose one of the two “traditional” silver patterns. 


“TRADITIONALISTS", TOO, LIKE MODERN 

“Frankly,” says McCall’s research bureau; “it is an 
odd state of affairs to find the Traditionalists who are so 
attached to their cherished familiar designs, showing 
heresy in silver—of all things—since no other product 
has built up a firmer legend of sentiment. . . . The swing 
cannot be based upon the ‘easier to polish’ argument, 
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for the Colonial spoon compares favorably with mode 
designs in this respect.” 3 

Perhaps the explanation lies at least partly n 
absence of examples of the real preference of y 
voters, as suggested above. a 

Rather surprisingly, it was the youngest age g 
who went most strongly for the ornate pattern, 4 
per cent of them selecting it as their preference, 
Colonial spoon gains in popularity as the age rises, ’ 
“curved modern” leads with women in their mid 
twenties, and the straight-line modern enjoys 
equal popularity in all age groups. 

Regional traditions and tastes are an important ff 
tor. The Colonial type finds its greatest popularity 
New England though it also shows up well in the Midg 
and South Atlantic States, at least among those won 
who like the “traditional” type dining room. 4 

The ornate is strongest in the South and in the mou 
tain States, while the two modern types find about eq 
favor in all parts of the country. 

Despite the criticisms expressed above, this survey 
an interesting and worthwhile contribution to the sty 
of post-war sales opportunities for the jeweler, and 
are pleased to be premitted to present to our read 
this summary of its findings. 


é 


A CHECK-LIST FOR THE POST-WAR PLANNER © 

A highly practical guide for the post-war planning 
the retail jeweler has just been completed and distr 
uted by Oneida, Ltd. It is put up in the form of a bo 
of 36 pages and is entitled “Post-war Planning for # 
Retail Jeweler.” 

The book does not attempt to do the jeweler’s thi 
ing for him, but rather is designed to act as a mem 
stimulant to help him review in his own mind just wh 
he should do personally to meet his own local post- 
competition. This is done by asking 92 specific questié 
covering all phases of jewelry store operation, which 
is suggested that the jeweler should consider, the ef 
tents being divided into six main topics: 

1. Your post-war store . . . fixtures, decoration, 
rangement, store front, lighting, windows, locati 
and other related subjects. 

. Your post-war sales people . . . covering such) 
points as, education, prizes, compensation ant 
morale. % 

. Your post-war products . . . market, inventory, 
surveys, with emphasis on “plan now.” 

. Your post-war displays and advertising . . . bud 
gets, special holidays, newspapers, radio, direct 
mail and related subjects. 

. Your post-war selling . . . covers such points 48 
customer service, follow-up plans, selling related 
items, credit and outside the store selling activities 

. Your post-war records .. . is devoted to sugges 
tions on bookkeeping and accounting procedure, 
mailing lists, etc. 

Under each of these headings are specific questions 
with spaces provided for the jeweler to check the 
answer, yes or no. 

The jeweler who will sit down with this book, ask 
himself the questions that it contains and check hif 
answers, can hardly fail to find himself stimulates 
toward better and more efficient operation. 
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t Aead of Steam for 


YOU SELL THIS if 
$0 YOUR CUSTOMERS AA : 


COME BACK FOR THESE - 


Planned to insure future sales as well 
as tO meet present metal restrictions 
and war-time conditions, Reed & 
Barton’s current production of ster- 
ling flatware is concentrated on place 
settings. This provides essential 
pieces for the greatest number of peo- 
ple to “start” their flatware services. 


Post-War Pay-Of/ 


The pressure of demand for addi- 
tional pieces, when Victory is won 
and the “production valves” are 
opened, will be tremendous. Your 
silver sales will boom, and, with 
anticipated lower taxes, you will be 
able to retain a greater percentage 
of your profits. 


THESE AND THESE /_/ 
y/, asd 


WHEN THE WAR IS OVER AND YOU 


Reed é Barton 
Yieling Yilver 


TAUNTON. MASSACHUSETTS 


CAN MAKE MORE NET PROFITS ($) 
ESTABLISHED 1824 
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Obsessed with the pos, 
war idea, JC-K Staff An. 
ist McGinn dove 20,099 
leagues into a coma and 
came up with this indis. 
pensable for the U. 5 
home. A Super-Chest for 
Silver, here's how it works: 
(1) Automatic 2.,, 

washer and distributor, 
Bathes and sorts flatware 
placing knives, forks, ote. 
in respective trays. (2) 
Jiffy electroplater fo, 
home use. Plates to A 
Al+, XX, XXX or XXxK 
quality. (3) Refinished 
silver. (4) Special Z-Ray 
attachment; banishes ¢or. 
nish in 30 seconds. A few 
sales territories still open! 
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Is There a Ready Market 


For That New Post-War Product ? 


by THE OBSERVER 


S we near the starting-time for new products to 

be introduced to old and new markets .. . new 

sales and service organizations to be trained and rebuilt 

. .. distribution channels revamped, we must remember 
such tasks will be severe ones. 

History has shown that the chances for a new or im- 
proved product to succeed are about one to three and 
the odds in this. post-war period may make ‘the gap 
wider. Many millions have been spent in developing 
and promoting new products that turned out to be flops. 
More will be. Even the shrewdest executives with long 
experience have sometime or other been obliged to chalk 
up failures. 

Much of this. has been caused by lack of thorough re- 
search on the product’s eventual acceptance being made 
prior to its production in vast quantities, Manufacturers 
have sometimes casually interrogated their salesmen, but 
all too frequently their opinions and constructive criti- 
cism have obviously been faken with a grain of salt . . . 
their viewpoints considered warped or too close. Too 
little comprehensive analysis of what the, product will 
do, cost and whether it will surely increase in acceptance 
often has been and will again be the major weakness. 
Too many top men think because a thing is new it will 
automatically attract sales to itself or mechanically 
manufacture its own demand. This short-sighted antici- 
pation has been frequently debunked but there are men 
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who will lay down their dollars on hunches and gambles 
in the business world just as the others do at dog and 
horse tracks, ball games, and prize fights. 

On the other hand, product development and improve- 
ment must keep pace with public thinking. Outside 
viewpoints must be brought in. If a new basic material 
comes forth suddenly you know what happens to the 
firm or fellow who “used to get all that business.” Natu- 
rally he gets caught holding the bag and somebody else 
gets it for ten cents on the dollar or he folds up alto 
gether. The acid test is consumer acceptance. 


A manufacturer’s distributors and dealers, and the 
sales promotion and advertising end of his business are 
today more and more brought in at the source of things. 
They should be. Having the better knowledge of the 
public and what the public will or will not accept en- 
ables them to guide the producers into more profitable 
channels before the costly experiment is made. Such 
action is in the right direction and is fast being recog- 
nized as the safest procedure to pursue. 

Complex and numerous problems face the production 
and sales directors in the immediate future and the re- 
conversion months now already started in some major 
industries. An unprecedented struggle is now taking 
place and will expand as time flies toward a peace-table 
conference of the Allied Powers. The department’ and 

(Please turn to page 208) 
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The new series of Wallace advertisements which is currently appearing in America’s foremost 
service and class magazines, has been reproduced on the following pages. The introduction of the 
looking-glass theme highlights the exclusive Wallace technique, Third Dimension Beauty — and 
emphasizes the mood that inspired each specific pattern. These advertisements, interpreted by a 
foremost fashion photographer, achieve a number of objectives. They enhance the prestige and 
desirability of Wallace Sterling Silver, promote greater pride of possession in women who already 
, own a Wallace Silver service, and prompt thousands of potential customers, unable to purchase 


silver today because of war priorities, to make Wallace the sterling silver of their post-war plans. 


® Many of the bands that have crafted 

Wallace Sterling are working for Victory today— 

but the beauty that Wallace Sterling Silver bas 
always symbolized in American homes is consistently 
brought to the attention of American homemakers 
through the pages of these widely read publications: 
Ladies’ Home Journal, McCall's, 

Woman's Home Companion, Good Housekeeping, 
House & Garden, House Beautiful, Vogue, 

Town and Country, Mademoiselle, Bride's Magazine, 
Cosmopolitan, Harper's Bazaar. 





WALLACE SILVERSMITHS e WALLINGFORD, CONN. 
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‘THROUGH THE LOOKING GLASS’’ oo BEHOLD ROSE POINT, BEAUTIFUL FROM EVERY ANGLE 


» Wj ¥ 
, \, , 00d of OVCCLICE’ .. woven into a 


Rose Point wedding veil, queen of laces ...sculptured into silver, 


lied Dimension Chaaily ™ Cleuling dp My ’ | queen of metals. Wallace Rose Point is sterling lacework 
q endowed with Third Dimension Beauty. This hand-wrought 
Wh | | i ( i ; quality, exclusively Wallace, is expressed in the 
} sculpture of the full-blown rose. 


Today, Wallace craftsmen dedicate their skills to Victory. But plan now for the post-war era when silve 
will again be available in larger quantities for gracious living. *% Ye Ye Send 10¢ for book, Wallace Beauty Moods in Silver, and read the fascinating history po 


Wallace sculptured patterns — Grand Colonial, Stradivari, Sir Christopher, Grande Baroque and Rose Point. ¥ YY WW WALLACE SILVERSMITHS, WALLINGFORD, CON® 





“THROUGH THE LOOKING GLASS” \\ BEHOLD GRAND COLONIAL, BEAUTIFUL FROM EVERY ANGLE 


Gnd Colm, fii, Wee Trp. en 


‘a '. B P 4 . +7: e ° 
Shivd Limendion Cheailty iin tiorling ly the soft music of the twilight hour...in the rhythmic beauty 


= of silver. Grand Colonial reflects the stately elegance of the 
, colonial motif, sculptured in the grand manner. This is 
Y j 


Third Dimension Beauty, exclusively Wallace. 


Today, Wallace craftsmen dedicate their skills to Victory. But plan now for the 
Post-war era when silver will again be available in larger quantities for gracious living. yx Send 10¢ for book, Wallace Beauty Moods in Silver, and read the fascinating 


story of ‘Wallace sculptured patterns —- Grand Colonial, Grande Baroque, Stradivari, Sir Christopher and Rose Point. yy WALLACE SILVERSMITHS, WALLINGFORD, CONN. 
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“THROUGH THE LOOKING GLASS” @® BEHOLD GRANDE BAROQUE, BEAUTIFUL FROM EVERY ANGI 
IMS “g 
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bewitching revelry of a moonlight rendezvous... in the 


Ohied Dimension Beauly in lelling My> joyous artistry of Grande Baroque. This, the most glorio 


sterling pattern of all time, proudly reveals its sculptured 
&: magnificence from every perspective ...radiates the 
‘ Third Dimension Beauty that is exclusively Wallace. 


Today, Wallace craftsmen dedicate their skills to Victory.-But plan now for the post-war era when si 


will again be available in larger quantities for gracious living. yy yx yx Send 10¢ for book, Wallace Beauty Moods in Silver, and read the fascinating history 


Wallace sculptured patterns —- Grande Baroque, Stradivari, Sir Christopher, Rose Point and Grand Colonial. yy yx yy WALLACE SILVERSMITHS, WALLINGFORD, © 
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| THIS PUBLICITY CAN HELP YOUR STORE 


lewel Accessories for Fall 1944,” title of a recent 

$1 per release by the Jewelry Industry Publicity 

td, points out lots of new ideas in jewelry. “Once 

e designs can be put to work,” the widely-distributed 

says, “there is certain to be a lot of surprises.” 
JIPB release continues: 

One of the new ideas in real jewels is achieved by 

roducing miniature jeeps, mobile guns, and trucks; 

de of gold studded with jewels but sparingly—with 

iny spring that releases the gunner or the driver from 

hidden post. The whole idea is ingenious and makes 

ety smart decoration for a classic beret. 

"Now that the big hat is really here, we may look 

‘a return of hat pins—a little rubber band just isn’t 

al to the job. 

“Hair will be worn high as a mooring post for a 

ally crafty hat. 

"We have talked about back-combs and side-combs in 

sl shell decorated in gold. It isn’t idle chatter. 

“They are functional and very handsome, and are all 

part of the big hat trappings. 

“Elegance in every detail will be the keynote of fall 

hion and a woman of taste will be as attentive to her 

ewels as she is to her hat. 

| “This is a good time to think about jewels in relation 

to the fall wardrobe. 

» “If your jewels have been carefully selected, be cer- 

tain that your clothes are right for them. 

“Although there will be more color than ever before 

in the fall fashion fabric picture, discretion is still the 


better part of valour—and for the real jewel types, a 
little goes a long way. 


“When you buy new jewelry, let it work for you. 


Beside being decorative and highly desirable from an 
aesthetic point of view, it should also be functional. 

“A watch may be hidden in a jeweled flower worn 
on an evening bracelet. 

“Clips make brooches and vice versa. 

“Some of the new softly draped over-blouses fasten 
at the side with real jeweled pins—and necklaces may 
be trained to hold up the low front of an evening gown 
by attaching the clip as a pendant. 

“This reminds me that pendant earrings are appear- 
ing in very smart places on very nifty ears. . 

“If you possess them bring them out into the open. 
If not, take a look at the new seed pearl earrings that 
are graceful, light and very feminine.” 


[Suggestion for maximum benefit from this and other 
JIPB releases: Find out whether your newspaper receives 
releases from the Bureau of Fashion Trends, on behalf of 
the Jewelry Industry Publicity Board, Find out whether it 
prints these releases, which are especially suitable for the 
women’s pages. If the answer is No to either of these ques- 
tions, visit the managing editor, the city editor—or the ad- 
vertising manager, if you’re closest to him. Form a committee, 
perhaps, with other jewelers. Tell the paper that JIPB re- 
leases are timely, newsworthy; that you and your fellow- 
jewelers would like to see them used. If you get a promise 
of aa tell the JIPB, 366 Fifth Ave., New York— 





Ir you HAVE ANY antique musical watches, be sure 
to display them when the new movie, “In Our Time,” 
comes to your town. 
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4, THE AMERICAN PLATINUM WORKS 


Precious Metals Since 1875 


N.J.R.R. AVE. AT OLIVER ST., NEWARK, N. J. 
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I'D ALWAYS THOUGHT of myself as the 
modern, practical type. 

I'd said that when J got married, ‘it would 
be in a tailored suit at City Hall, with no fuss 
and nonsense. 

Most brides, I declared, thought entirely too 
much about the things that go with a wedding 

But when Larry asked me if I'd marry him 
on his next leave, the strangest thing happened 
to me, 

I got to thinking that maybe a frilly after- 
noon dress would look better than the suit. Or 
perhaps a very simple white wedding gown... 
to give Larry a pictute he'd like to remember. 

And since a wedding gown wouldn't go 
very well at City Hall, perhaps we could have 
just a few people at the little white church. 


Right about then, I started feeling wonderful. 
I started really feeling like a bride. 


I'd begun to realize just how much the tra- 
ditions count for, these days, when people 
like Larry and me have so little else. 


When I went downtown to choose our 
Internaticnal Sterling, I guess there were as 
many stars in my eyes as in any other bride's. 
There’s something about sterling. . . particu- 
larly, the finest sterling like International. . . 
that stands for all we want in the home we'll 
have some day. . . all that’s fine and real. 


It didn’t matter that I could find only a few 
pieces in the pattern | wanted. Time enough 
later on to buy the rest... but for now, it's 
good just to have a promise of what “‘later’’ 
is going to be like. 


INTERNATIONAL is working full speed on w, 


production and making less sterling, so your 


jeweler may not have all the pieces you want 


So buy more War Bonds with your mo 
... hurry victory. ..and the day when the go 
things of life will again be plentiful. 


Your International Sterling 1s worth waiting 


for. International gives you the lifetime satisfact 
of knowing . .. 

—that your sterling was made by the world’ 
foremost silver house. . . 


—that your pattern was designed by Inte: 
national craftsmen whose predecessors wei 
creating spoons of coin silver 100 years ago... 


—that pieces created by these craftsmen ha 
been exhibited in leading art museums. 


Coprright 1944, Internationa! Bilver C 








International | 


Slerling 
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DETROIT H. S. TEACHES WATCHMAKING 


’ The manpower shortage may soon be somewhat re- 
“lieved for Detroit’s watch repairmen. 
' Seven men and women already have enrolled in a 
© course in watch and jewelry repair started a few weeks 
"ago at Case Technical High School. Before long, their 
instructor, Joseph Wyzykowski, predicts, they will be 
| able to take part-time apprentice jobs with local watch 
; repair firms. 
The watch repairmen, however, aren’t the only ones 
: who will benefit, for to most of the students the course 
His no leisure-time hobby. It means an opportunity to 
arn an art and make a living. 
' Three students in particular hail the repair set-up 
‘as a God-send. They are Paul Verhamme, Jack Mac- 
George and Stanley Deeks. 
» Verhamme, 30, is a discharged World War II veteran. 
/With the Army engineers for four months, he received 
leg injury and was hospitalized. Creeping paralysis 
developed and since his discharge nearly a year ago he 
“has been looking for some kind of work which would 
' not require the use of his legs. A former lathe operator, 
he had little hope until he heard about the watch repair 
| course through the Michigan State Rehabilitation Com- 
' mission. Having tinkered with watches, but never hav- 
ing a thought of making a business of it, he is now on 
) his way toward becoming an expert watch repairman. 
MacGeorge, 26, was a coal miner until he developed 
tuberculosis and had to be hospitalized for many months. 
While in the hospital, he took several watches apart, but 
sad to relate, couldn’t put them successfully together 


again. Unable to do strenuous work upon release, he 
was steered by his doctor to the watch repair course 
which was just getting started. Under Wyzykowski’s 
expert supervision, he now has little trouble assembling 
delicate watch parts. 

Deeks, a wheel chair patient because of a spinal in- 
jury, began a watch repair course by correspondence 
three years ago. However, he didn’t have the money to 
finish it. Then the Rehabilitation Commission heard 
about his plight. They bought equipment for him and 
started him off at the Technical School. 

There are two women in the class. One, an aircraft 
worker, a widow with one child, said she wanted to go 
into the watch repair business; her husband was a 
jeweler. The other, 18, works nights as a filer in a war 
plant; mechanically-minded, she enthusiastically en- 
rolled in the repair course. : 

At the request of watch repairmen, the Detroit. Retail 
Merchants Bureau is sponsoring the course with the co- 
operation of the Rehabilitation Commission. It is one 
of a group of classes in service trades, offered by the 
Detroit public schools. 

Watch repair firms have loaned some of the equipment. 
School officials visited the Elgin Watch College and other 
schools before setting up the course. 


Keep ir stmPLe but don’t fail to recognize it. Sunday, 
Sept. 24, is “Gold Star Mother’s Day.” Why not put a 
single gold-starred flag against a black background and 
nothing else in your window beyond a corner card nam- 
ing the day? 





The Seeing Eye and the Hearing Ear 


Your customers have eyes to see: 


Appealing ads like this one from International’s award- 


winning campaign in Life. 


Your customers have ears to hear: 


International’s top-flight radio show, Silver Theatre, 
with Hollywood’s most loved stars in original plays. 
Over CBS stations, Sundays, 6:00 P.M., EWT. 


Result: 


They think of International when they think of Sterling. 
Read the ad yourself ... tune in the program. . . and 


you'll understand why. 


INTERNATIONAL SILVER CO., Meriden, Conn. 
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Emerson P. Schmidt, economist 


ORMERLY we sought “prosperity.” Today the 
talk is in terms of “full employment” and “jobs 
for all.” 

This is more than just a change in terminology. The 
new emphasis arises from a deep-seated conviction that 
we are passing through (or into) one of the great social 
crises of history. This crisis began with the last World 
War and now is coming to its peak. The shift in termi- 
nology is associated with great social and political rest- 
lessness, the rise of new pressure groups and demands 
from the masses. 


SHORTAGE OF JOB-MAKERS 


Until recent years, we have assumed that, if business 
has incentive to produce and expand, jobs and mass 
incomes automatically follow. In the 1930's, for the 
first time in our history, we reversed this process and 
tried to correct the imbalance between the supply of 
labor and the demand for it by giving labor more power 
and shearing the job-creator of his prestige and power. 
Just at a time when we had a great surplus of job- 
seekers and a shortage of job-makers, we tried to create 
equilibrium by making the life of the job-maker tougher 
and more unpleasant and the life of the job-seeker easier 
and more pleasant. Little wonder that we ended the 
decade of the 1930’s with a surplus of job-seekers and 
a shortage of job-makers. 

Job-making must become recognized as a valuable 
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Post-War 


Business Needs 


Job-Makers 


by EMERSON P. SCHMIDT, 


Director of Economic Research, 
Chamber of Commerce of the U.S. 


and meritorious function. Otherwise, those of us de 
pending on jobs won’t have them in sufficient volume, 


FULL EMPLOYMENT? 


A free society in which the individual can spend or 


hoard his income, can hoard or invest his savings, is to 
some extent an unstable society precisely because it i 
a free society. We could have full employment and 
security by abolishing the free choices of labor, éonsum 


~ ers and investors. Will our demand for security and full 


employment drive us to adopt methods which will destroy 
this freedom? Europe is full of peoples who placed 
security above freedom. Our problem is to maximi 
both freedom and security without destroying one o 
the other. This is a much tougher assignment than if) 
commonly realized. 7 
Freedom of enterprise involves the right to succeed 
if one can and to fail if one cannot. Normally, 400,00) 
business concerns go out of business annually. Com 
petition, which we want, may liquidate a competitor 
and this involves job losses. The ebb and flow of the 
seasons means seasonal unemployment both because of 
nature and because of human nature. The volume @ 
crops changes from year to year. A dynamic, free s& 
ciety necessarily involves some insecurity for the worket, 
the investor and the businessman. ‘ 
It has been estimated that even if we had an average! 
of only two million unemployed at any one time, W 





ee, 


EDITOR’S NOTE—A few weeks ago we 
had the privilege of hearing an address 
by Dr. Schmidt on the subject of post- 
war employment. His searching analysis — 
of the problem and his clear, straight- © 
forward presentation of his thoughts so 
impressed us that we asked Dr. Schmidt 
to write an article for us on the same 
topic. The result is presented herewith. 
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Desire for SIENLIMG roforiect heon 


The first ripple of the post-war rush to furnish new Gorham is out-in the fall issues with a strong adver- 
homes, refurbish old ones, is already showing inthe _ tising campaign. A dozen designs are now avail- 
increased demand for Gorham Sterling Silver. able. As soon as Government releases more silver, 
it will again manufacture for wider civilian use. 
And that, as Churchill says, “may be sooner than we 


dare to say.” 


a 


E 


, 


Poa little post-war planning now on how you are 
going to get your share of this rising tide of sales 
gs the war moves closer to its probable ending. 











America’s leading silversmiths since 1831 . PROVIDENCE 7, R. L. 
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Job-making must become recognized as a valuable, meritorious function, 
says Economist Schmidt. There’s plenty of work to be done— 

and the problem is to get the economic machine off “dead center”’ 

by harnessing the incentives; a task for Government, business, labor 





would still have eight or nine million different persons 
who would not be fully employed throughout the entire 
year because of normal turnover, temporary layoffs, 
and the like, and that only 75 per cent or 80 per cent 
of our work force would have full employment through- 
out the whole year. 

Thus, if we insist on “full employment” for everyone 
at all times, we are setting up a goal that will only raise 
false hopes. A more reasonable demand would be the 
avoidance of mass unemployment but, to date, no mod- 
ern, free industrial society has continuously attained 
even this goal. Only primitive agricultural societies and 
modern dictatorships, such as Germany and Russia, 
have approached it. 

Are we prepared to abandon our present economic 
system in order to avoid all unemployment? This is one 
of the hard choices that will face us in the post-war 
world. 


FIFTY-SIX MILLION JOBS? 


In any event, we are repeatedly being told that we 
must provide 56 million jobs in the post-war era. This 
figure sets up a false objective. Some.10 million of 
these people are engaged in agriculture. We don’t have 
to find jobs for them. Many more millions are self- 
employed. Other millions are business executives. Mil- 
lions more are engaged in the government service. This 
clearly reduces the magnitude of our problem. 

But whether the figure is five million or 25 million 
jobs does not change the essentials of either the diag- 
nosis of the problem or the remedies to be found. So 
long as we have unemployed capital and unemployed 
workers and at the same time have not attained a de- 
sired standard of living, there cannot be any genuine 
shortage of jobs. If there is an apparent shortage, it 
merely means that ;we have not had the wit to furnish 
job-makers with the necessary incentives to bring to- 
gether the. surplus capital and the surplus labor or to 
create the necessary economic and political climate. 

Creating jobs is not the primary purpose of the 
businessman. Grandfather does not smoke a cigar to 
give the cigar-maker a job. Jim, the garage man, does 
not open a garage to provide jobs for mechanics. Busi- 
nessmen open a business just as a worker enters a steel 
mill—in order to make a living or secure a return on 
an investment. While there has been much loose talk 
with regard to the responsibility of businessmen to cre- 
ate jobs, this is a dangerous and spurious illusion. We 
are constantly urging businessmen to be more efficient, 
but greater efficiency means, among other things, doing 
the work with fewer workers unless at the same time we 
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have expanding markets to take up the slack and erg 
a need for more workers. No businessman hag 
sponsibility to create jobs merely for the sake ¢ 
jobs. That would be boondoggling in the private s¢ 
of the economy. 

To be sure, businessmen as citizens and as per 
interested in preserving our freedoms and liberties) 
concern themselves with the broad private and p 
policies which will encourage high levels of prodw : 
and employment, but this is quite different from 
popular and sometimes class-conscious attitude w 
puts a special onus of job-providing on the business 
The Government, the labor leader and the farm lea 
as well as the businessman, have a high and joint’ 
sponsibility for creating constitutional stability 4 
those tax, labor and price policies which will encour 
enterprise and expansion so that an abundance of j 
opportunities will flow as a by-product of the effee 
harnessing of incentives. A free enterprise system 
one under which free men show enterprise. But ent 
prise cannot flourish where extreme uncertainty and) 
stability prevail. : 


CREATING SELF-SUSTAINING JOBS 

Only the expectation of profits will put men to 
in self-sustaining, jobs. Most production is for’ 
expected or a hoped-for market. The businessman m 
sell his product and get his cost back if he is to stay 
business; if he is to grow he must recover more D 
his costs—he must make a profit. Profit expectatic 
the activator of our economy. Unreasonable Governm 
controls of business, unduly aggressive unions or 
cooperative workers, extreme and unsettled taxation p 
icy—any or all of these may destroy the hope of a pm 
and thereby destroy jobs and production. } 

The failure to earn a return on existing investmél 
inevitably means a stagnating economy partly becat 
existing job-providing facilities are under-utilized @ 
partly because current money savings are not conve 
into goods and payrolls and thus returned to the incol 
stream. 

Individual and business income each divide into 
streanis: (1) that used for current operations and li 
and (2) that which is destined for future use, savil 
or new capital. Unless the combined stream flows at 
even rate, unemployment results. If the outlook 
returns on existing investments is poor, current mon 
savings will be hoarded and will not be returned to | 
income stream promptly. Mass unemployment is ché 
acterized largely by the failure to convert money sa 
ings promptly into goods and services. Not high 
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low profits should be our goal, but we should do those 
things which will maintain profit expectations. So long 


as businessmen and investors expect to make profits, : 


they will keep their machinery and men employed and 
many of them will get into the expansionist mood. 

Business confidence, frequently the butt of cynical 
remarks by critics of our economic system, is essentially 
the conviction on the part of businessmen and investors 
that people generally will spend or invest their incomes 
promptly. Lack of confidence is the conviction that peo- 
ple generally will hold back. 


CONSTITUTIONAL MORALITY 

One of the great and insufficiently appreciated merits 
of our constitutional form of government was that the 
Constitution set down the basic rules of the economic 
game. Investors, businessmen and job-makers knew 
where they were at. They had no substantial doubts 
about their rights and prerogatives. Failures of business 
or losses of investors were largely the result of mis- 
management and competition and not political forces. 
Today, this same constitutional framework is wobbling. 

All organized societies must depend on certain basic 
rules of the game. The rise of dictatorship itself may 
be viewed as a search for authority and stability. Grote, 
in describing Athenian democracy, emphasized the neces- 
sity for a “perfect confidence in the bosom of every 
citizen, amidst the bitterness of party contest, that the 
forms of the constitution will be not less sacred in the 
eyes of his opponents than in his awn.” 

Every investment, including investment in raw mate- 
rials and payrolls, is an exercise in forecasting. If the 


rules of the game are shifting and wobbling the fyp. 
is clouded and:such investments simply won be 
This does not mean that we must go “back” 0 | 
Constitution, but it does mean that there must be 5 
eral agreement among substantially all groups in sogj 
as to the rules under which we will operate our syst 
of division of labor. How to restore (1) recogniti 
of the importance of this point and (2) the neceggs 
stability is the central problem facing all modern yq 
tile democracies. 7 
If we should be short of jobs in the post-war per 
the primary reason will be our failure to get wide-spre 
agreement on this central point of constitutional mo 
and stability. The Founding Fathers recognized cer 
inalienable rights as a bulwark of organized soci 
Apparently, we must relearn this lession. Once we; 
other programs, also of high importance—such a 
reasonable and settled labor policy and a tax poli 
which does not destroy incentives—will follow more 
less automatically. ” 
Scarcity of jobs is a symptom, not a cause. The J 
plenty of work to be done—the new technology, new & 
materials and new products and the unsatisfied human 
demands, the latter in terms of both deferred demap | 
and the low standard of living of many people. The 
problem is to get the economic machine off dead cent 
by harnessing the proper incentives. fi 


TAPPING ENERGY WHERE IT IS 
We havé 2,000,000 employers anxious to survive’ 
many anxious to grow. These are the job-makers—the 
have the know-how, the drive and the ambition to @ 
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Dirilyte 


“I want it for wedding gifts, 
Christmas, anniversaries .. .” 


writes a typical customer... 


A big postwar Dirilyte business is in the mak- 
ing: The reasons are easy to see. Dirilyte is 
beautiful, and extraordinarily serviceable. It i: 
a golden-colored alloy, polished to high bril- 
liance, very hard, very scratch-resistant. It is 
solid, not plated. Dirilyte is the only flatware 

_ that harmonizes with gold-decorated china and 
crystal. It is a luxurious addition to any color 
scheme. It is not expensive. People are learning 
all this—and are eager for veer Write for 
more information. 


‘ 


‘AMERICAN ART ALLOYS Inc., KOKOMO, IND. 
5 DIRILYTE~Reg. U.S. Pat. Off. 
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3, 4.34 copies of LIFE are sold each week, but 
is estimated that the world’s most popular mag- 
is READ by 22,000,000 people. 
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pand. Failure to expand means that obstacles have been 
thrown into the path. If we had 8,000,000 men unem- 
ployed and then would create the conditions which will 
induce each of these employers to put on the average 
only four men on his payroll, the problem of mass un- 
employment would disappear. 

The foregoing has been concerned with some of the 
essentials for attaining prosperity in the post-war and 
has not discussed the steps necessary to maintain it. 
Price inflation, excessive credit expansion, distortions 
in the price and cost structure and unsettled interna- 
tional conditions—any or all of these may bring pros- 
perity to an end. As we create expansion we must ever 
be on guard to prevent distortions and unsettling forces 
from coming into play. Both Government and business 
have important roles to fulfill in establishing the condi- 
tions for sustained prosperity. One of the greatest prob- 
lems is the difficulty of seeing these disturbing elements 
before they reach the critical stage. But we have reason 
to believe that even here progress is being made. 


IS THERE A MARKET FOR THAT PRODUCT? 
(From page 19%) 
chain store efforts to capture and hold the vastly in- 
creased mass market should and w'll cause many smaller 
independent dealer considerable concern. They, as usual, 
will put up a good fight for thei? warranted existence 
and the majority will succeed. But when the war ends 
for the men in uniform, it will be only the beginning of 


‘battle in the civilian ark which will assume Propo. 





a new war for customers . . . the commencing of a Sales 
tions never seen before. 

The post-war American householder—those 45 million 

“buying units’”—will want evolutionary, not revolution - 
ary merchandise. They’ll want things for their hom, 
cars, offices and personal use that work better, Jj 
better, last longer and are more easy to keep adjust 
and clean. They are definitely against mere gadg 
and “ersatz” materials. They will also demand » 
intelligent use of space . . . no wasted areas in the 
homes and offices and factories . . . no unusable drawe 
or spaces in their desks and closets: They will ga 
better designing and more beauty before they will pa 
with their bond-saved dollars. The demand will” 
gigantic for new conveniences added to good prew 
products . . . improvements that please, and increg 
comfort, relaxation by simplifying the job of keepj 
alive and healthy. Products that not merely catch | 
eye but save a step or a minute and function witho 
interruption and breakdown will get by fa: the great 
part of the call. a 

When you include such planning in your thinki 
whether you make or sell wares of wood, metal, clot 
glass or plastic makes little difference. But it must ha} 
been planned from white paper to do something for) 
to people. If you have not searchingly ascertained § 
yond all possible doubt that your postwar merchand 
possess these attributes file the idea and forget it. | 
it may put you in the hands of the receiver. . 
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WELL G TREE 
PLATTER 
7316 


HE demand for Household Hollow-ware at 

War’s End will be so great that we feel it 

necessary to do a little postwar planning of 
our own, in order to avoid the confusion that would 
otherwise ensue. 


Briefly, here is our Plan. You tell us what items 
you want first, and we'll have the materials, the 
designs and the machines all ready to roll the minute 

: the “green light” is flashed. From now on every 
DOUBLE SS eee order received goes on a list, and deliveries will be 


Beas 


war di made strictly according to it. For you this means 


7304 = preferential delivery, and a sounder basis for your 
own Postwar plans. Others who prefer to let things 
slide may have to wait months for the items they 
want, while the best opportunities go to those who 


were forehanded. 


So do not wait. Write today for full details of our 
plan, and description of items we intend to make 
available first. Do it today. 


BENEDICT wre. eo. 


EAST SYRACUSE, N. Y. 
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FAMED DIAMONDS—MAGNET FOR CROWDS. 


For stimulating diamond sales—and to get a prospect 
list for many more—~arrange for a loan exhibit of famous 
gems in your store. 

The sale of $4,000 and $2,000 diamonds, with scores 
of smaller sales, besides names and addresses of up- 
wards of 150 prospective buyers, were some of the ac- 
complishments of a $2,100,000 display which brought 
7,500 visitors to the jewelry store of Rudolph Bros., 
Rochester, N. Y., during three days it was there. 

This exhibit, borrowed from Harry Winston Inc., 
diamond importers of New York, included the famous 
Jonker diamond No. 1, set into a $1,000,000 necklace. 
The Jonker is a 125-carat gem, cut from the fourth 
largest diamond ever found. 

The Vargas which, in the rough, was the third largest 
diamond ever recorded and the largest ever to be found 
in Brazil, was represented in a ring valued at $125,000; 
another worth $100,000, and still another priced at 
$75,000. Then. there were many diamond-set rings, 
brooches, clips and bracelets ranging from $1,150 to 
$100,000. 


Five additional salespeople were on hand to greet the... 


visitors; two uniformed guards stood watch to protect 
the property. 

Advertisements in local newspapers said the display 
would be at the store July 19, 20, and 21. Crowds 
packed the sidewalk before the store opened on the first 
day. They found many costly gems in the window, but 
an announcement said the $1,000,000 necklace was in- 
side—visitors were welcome. 








mn. AMR a 
ae _— 


ERA WATCH £0.11. 
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All day people peered at the windows, talked aboy 


the gems to others nearby—and thousands went ingig, 


to glimpse the prize of the collection. 

‘Results were beyond our expectations,” said Gilbey 
Devendorf, manager of the store. “In the first p 
we found that many persons whom we had no iggy 
might be interested in diamonds were intensely ine. 
ested in them. 

“They looked long and earnestly at the ones in te 
display window, then came inside and talked and 
about the exhibit and other diamonds on sale. Diamond 
sales mounted during those three days. j 

“Certainly there will be many more sales from the 
list of prospects whose names and addresses were taken 
by members of our sales force. But more important thay 
either of these, I think, was the gain in store pr 
which this exhibit brought. When people think of ie 
monds hereafter, more of them are going to think of us, 

“We never before had such jams except on days pre 
ceding Christmas. Yet this was in mid-July, which is 
generally considered a dull season. Because of publig 
interest the ‘exhibit aroused, because of sales made and 
more expected, and. because of lasting. value in enhanced. 
reputation for the store, the display was very ne 
worth while.” 


ArE you poine anything about the alligator skir 
vases and other mementoes the boys are already sendij ; 
back from strange places they visit? Why not offer t 
mount or make something of whatever it is your local 
people are receiving? 
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“ERA WATCHES ON TIME THE WORLD OVER’ 


ARTHUR BAUER U. S. Representative 
48 West 48th Street, New York 19, N. Y. 
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“Now then, Grover C. Richards— 


E We'd be so good together. 


A natural, you might say. You, 
President of the Watson Company, 
and I, a typical Cosmopolitan reader. 

Typical, in this case, means that 
I'm young (under 35!)—married to 
a wonderful guy who says I set a 
better table than his mother! And 
I’ve got two little girls who’ve been 
eating off silver spoons since they 
were born! 

Getting interesting, eh? 
Onward,’then. I love good, rich liv- 
ing. You know, good clothes, a lovely 


home, and lots of amusing friends 
to show them off to. 


So, if you’re the shrewd man I think 
you are, you'll easily see that fine 
silver is practically synonymous with 
our way of living. 

Oh yes ... we can afford to live 
well. Cause there’s more money com- 
ing into our till than pours into most 
people’s. 

Do | add up? 


Add up? I pile up! The majority of 
us Cosmopolitan readers -is under 
35! And that’s a powerful. lot ‘of 
young folks all in one package. 
Cosmopolitan, I suspect, goes out 
to get us .. . and keep us. Has us 
plunking down 35¢ each month’ be- 


[‘osmopolitan 


GREAT WRITING MAKES GREAT READING! 
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how about teaming up with me e" 


cause the stories are so darn good. 
And so well-written. 


So you see... 
I could be mighty helpful to you... 
cashwise. 


Ask anyone who advertises in 
Cosmopolitan. 


i. 





Cosmopolitan Readers are YOUNG! 
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@ This all-metal compact for loose powder 
is charmingly decorated with an old-fash- 
joned scene in full-color cloisonne effect. Re- 
tail, about $1.75. Several styles offered by 
Brown, Gold Co., 110 S. 8th St., Phila., Pa. 


® Hand - carved 
mother of pearl 
lapel pin imported 
from Tahiti by M 
L. Ferrat, 5534 
Fernwood Avenue, 
Los Angeles 28. 
Due to infinite va- 
riety of color, no 
two fish of same 
design are exactly 


alike. $84 a doz. 





@ Toddle - Tot baby 
jewelry, fashioned in 
10-karat gold by 
Walter Lampl, 60 
Fifth Ave., New 
York. Heart pend- 
ant, baby ring, baby 
identification brace- 
let retail from about 


$3 to $4. each. 


e Persian Gy 
Oriental replicg 
pearls, hand-knotted, 
with 14-karat white 
gold clasp, sold ip 
Burgundy velvet box me 
Matching earrings if a: 
14-karat gold of 
gold-plated sterling, 
Betty Strahl, 305mm 
Fifth Ave. N. ¥ 


e@ From the "Tropical Masterpiece" [i 
made of garfish scales and sea shell 
tinted in five colors and finished 

pearl essence. Dozen assorted pins, 
matching earrings, $18. Offered by He 

of Gifts, Box 4550, Coral Gables, 


@ Mechanical charms in sterling silver, these 
are selected from a group of 36 subjects 
equipped with movable parts. From Du 
Boyes & Co., 396 Fifth Ave., New York. 


@ Highly-polished gold-plated earring & | = 


e For sumptuous effect, Jay Kel Jewelry and pin ensemble, set with stones, re- 


Co., 307 Fifth Ave., New York, softens the tailing for $2.98, complete. From Alpha 4 
brilliance of faceted stones with cloisonne Craft Co., 303 Fifth Ave., New York 16. ; 


flowers in harmonizing colors. $50 a dozen. 
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21 1M—$6.75 doz. 


4 


to Retail from $3 fo $10 


oe ‘soundest basis, for a successful 


6 A in the New York market. illustrated 
s ore but a few items — we invite 
you to see the entire line 
at our showrooms or when 


our salesmen call. 


2/221—-$48 


WN 


9/197 $42 doz. 


Showrooms (| p } : | CHICAGO + 36 South State St., 

W YORK + 377—5Sth Ave. ~ _- ; North American Bldg. — 
AN COMPANY 

‘AS + 1009 Commerce St. ae LOS ANGELES + 607 South Hill St. 


Factory, 17 Custom House St. Providenc: 


s 








@ A smart dahlia effect distinguishes 
this pin, with stone in choice of colors 
and “petals” of sterling or pink or yellow 
gold-plated sterling. Back is fully pol- 
ished. $5 retail. Offered by R. M. Jor- 
dan Co., 377 Fifth Ave., New York, 























@ "Lover's Knot" pin in two sizes, 
with earrings to match, made of 
porcelain hand painted in vari- 
ous color combinations. Pins re- 
tail at $2 and $1; earrings, $2. 
They are products of Dalsheim 
Accessories, 389 Fifth Ave., N. Y. 








@ "Freedom" pin with earrings to 
match, designed by Eddy 
Browner. Cabochon ornament in 
gold-plated sterling, with hand- 
made streamers, clusters of ma- 
chine-cut chatons and two large 
faceted stones. From  Bacton 
Jewelry Co., 353 Fifth Ave., N. Y. 


@ Graceful gold - plated 
sterling ribbon spray, 
studded with jewel - like 
stones, to retail for $16 
plus tax, from the Leading 
Jewelry Mfg. Co. collection, 
389 Fifth Ave., New York. 























THE JAY KEL 
CHATELAINE 
IMPERIALE 


To be featured in 


VOGUE — October 1st 


Magnificent pendant brooch, fashioned after 
a fabulous original. Brilliant, full-tint 
rhinestones, in assorted colors, 

a 7h. : set in gold-plated sterling. 
[mpertags aS, BG No. 4946K—$240 dos 
en Vogue display cards and mats supplied. 


oi. »ift-of-the- Month 


From our brilliant collection of stone-st 
j spray pins, earrings, bracelets and necklact, 
Cold- plated a Pest de to retail from $1 to $50... See the collection 
Sterling - A: i at our showrooms or write for brochure 9% 


JEWELRY CO. 


_307 Fifth Ave., New York 16 
Chicago: 36 South State . 
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York 16 





At fine store 
Avenue, New 





TAY KEL, 30? Fifth 
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WATCH FOR SHEAFFER’S 
NEW LINE! 


There's a new day coming—a great day for you when Sheaffer's new line makes 

its public bow! So watch your pen inventory! Buy on a “month-to-month” plan. Don't 
get caught with “duration White Elephants” that will handicap you from featuring 
Sheaffer as you'll want to when you see the line. As Sheaffer’s merchandise has te 
been—war or peace—this new line will conform to every high hl 

standard of Sheaffer workmanship, materials and ENGINEERING, 


No company in the industry has had more experience in precision war work 
than has Sheaffer. This “know how” will be reflected in the new line. 


Between now and the time of introduction, every Sheaffer dealer’s quota of 
current production is available for him. In ordinary times, improvements are generally 
introduced piecemeal to prevent obsolescence in dealers’ stocks. The new line, however, 
contains ALL the improvements developed by Sheaffer research in recent years, 
because under present conditions no substantial retail stocks are affected. Thus, 
the new line is truly years and years ahead. W. A. Sheaffer Pen Co., Fort Madison, lowa. 


SHEAFFERS — 
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des proof of the value of your Elgin deal- 
ership is this simple fact: More than 42 
million Elgin Watches have been sold in the 
United States . .. more than any other make 
of fine watches! 


So it’s just good business for you. . . and 
for us . . . to maintain this value while we are 
busy with war work and you are waiting for 

‘the day when you can get plenty of Elgin 
Watches again. 


To preserve this value is the aim of Elgin’s 
beautiful new advertising campaign, of which 
there is an example on the opposite page. Thé 
advertisements first appear in October issues 
of leading magazines... are scheduled for 
succeeding months in all the publications 
listed below. 


Of course this big magazine cam- 

paign is only part of Elgin’s current 

je advertising program. Remember, 

ww there’s the highly successful new 

_ radio program, “Keep Up With The 

World With Elgin,” which is heard 

_s every Sunday night, 10:30 to Il 

EWT over 132 Blue Network sta- 
tions from coast to coast. 






wee 

ae. 
F 
Read the first magazine’ advertisement ...and 
be sure to listen to the radio program. Both 
are designed to protect our mutual interests 
by keeping American-made Elgin Watches 
foremost in the minds of your customers. 


LOOK AT THE FALL LIST! 


COLLIER’S—full pages in the 
issues of October 14th, Novem- 
ber 11th and December 9th 
LIFE—full page advertisements 
in the issues of October 16th 
and December 11th 
LOOK — full pages in the issues 
of October 17th, November 
14th and December 12th 

THE SATURDAY EVENING 
POST—full pages in the issues 
of October 28th, November 


DDD DP DP DP DPD DDD DD ED DD 
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25th and December 9th 
NEWSWEEK — full page adver- 
tisements in the issues of Octo- 
ber 9th and December 11th 
TIME—full page advertisements 
in the issues of November 20th 
and December 4th 
ESQUIRE—full pages in No- 
vember and December issues 
AMERICAN WEEKLY—a full 
page advertisement in the issue 
of December 3rd 
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* Why are there so feu’ Elgin Watches in jewelers’ 
stores these days ...and so many watches with names 
that are strange to you? The answer is simply this: 

Elgin Watches. are the product of an American 
company which, even before Pearl Harbor, was called 
into the service of the nation. 

Elgin equipment and Elgin craftsmanship . . . the 
finest in the watchmaking world . . . have been whole- 
heartedly devoted to the production of timing devices 
and precision instruments needed by our fighting 


forces ... on land, on sea and in the air. 


Foreign-made watches are trying to take the place 
of the well-known American-made Elgins. But keep 
in your heart the desire for a truly fine watch. There 












FIRST AD! 
11,600,000 
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are still some Elgins available for civilians and it may 
be your good fortune to find one. 

If not, we promise you this: Someday—not too 
far away we hope, there will be Elgins again for all— 
more beautiful, more accurate than you've ever 
known! Then ... you'll be glad you waited for an Elgin! 
Elgin National Watch Company, Elgin, Illinois. 

"Keep Up With the World With Elgin" — every Sunday 
night, 10:30 to 11 EWT over the Blue Network 


ELGIN. 


* Americas own Dislinclive Walch Word ince 7865 








POST-WAR PROBLEMS VIEWED BY A RETAILER 
A digest of an address by Earl Puckett, 
president of Allied Stores, before the 
Sales Executive Club, New York. 
| N attempting to understand post-war problems, one 
must endeavor to analyze conditions out of which 
these problems will develop. If I possessed an economic 
radar which would enable me to look beyond present 
horizons and obtain a picture in the way of reefs, sand- 
bars, rocks, and shoals, which will constitute our hazards 
of the post-war period, I would gladly share my knowl- 
edge with you. I have no such equipment. 

Having started life as an accountant and ended up 
as a business man, perhaps my best approach would 
be to draw up a pro-forma balance sheet of the business- 
influencing factors for the post-war period as I, see 
them. What will be our environmental assets in the way 
of positive factors, advantages, and aids? Conversely, 
what will be our liabilities in the way of negative fac- 
tors, disadvantages and hindrances? 

As to assets of the post-war period we may list: 

1) Aceumulated purchasing power in the hands of the 
consumers of 100 billion dollars. 

2) Substantial liquidation of consumer debt. 

8) Large Social Security reserves. 

4) Substantial mustering-out benefits for the military 
personnel. 

5) Subsistent wage levels eliminated. 

6) Pent-up demand for consumer durable goods. 

7) Necessity of catching up on general maintenance 
and modernization deferred during the war. 


8). New methods, processes, and techniques of Pr "i 
duction. " 
9) New and improved materials. fe 
10) Greatly expanded force of highly skilled work cd 
11) Expanded plant facilities. = 

12) Renewed confidence in ourselves and our ingt 
tutions. 

The total of the asset side of this pro-forma balane 
sheet might show that business will enter the post- 
period with an adequate supply of the primary ing 
dients for a good business era. We shall have dem 
purchasing power, and ability to produce, and we gi 
have each of these in abundance. In the language gf” 
one of the current radio advertisers, ‘““These are facta 
not fiction.” : 

A balance. sheet, however, has two sides. No one 
would consider making a decision or formulating a policy 
by looking only at the asset side of a company’s balance” 
sheet. Any good credit man will tell you that the extent 
and nature of liabilities are as important, if not more” 
important, than assets. What are the liabilities which 
we must list on this pro-forma balance sheet? 

1) An annual federal, state, and local tax burden of 
from 30 to 40 billion dollars. 

2) A high cost base for all production. 

8) An enormous surplus property disposal problem, 

4) Economic and social maladjustments resultiag 
from reconversion or closing of war plants. 

5) Labor unrest when costs must be controlled, overs 
time pay eliminated, and workers down-graded or forced | 
back into lower paying service industry jobs. 
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ALWAYS BETTER VALUES DIRECT FROM PROVIDENCE] 
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A-Z-45 Hand made—two tone spray and earring set, boxed: . . .$60.00 dz. 
Also 24K Gold Plate on Sterling Silver Spray Pins $39.00—$54.00 dz. 


B-Z-46 Hand made—Three Tone Spray and Earring Set 
1/20th 12K on Sterling, boxed 
Also Spray Pins, 1/20 12K on Sterling 


C-S$-2 and D-S-2 Hand Engraved three toned lockets |/20.12K 
6 Assorted Designs, Exceptional Finish, boxed 
Other Lockets 


E-A-51 Sterling Silver—Extra Heavy Identification Bracelets 
Soldered Links, Extra Fine Finish, boxed . F 
Also’ other Identification Bracelets, boxed $24.00—$124.00 dz. 


F-A-43 Gold Filled Identification Bracelet, |/20th 12K 
Yellow or Pink, Soldered Links, boxed 


Also other Gold Filled Identificatjon Bracelets, 


; Waadaaaddaa4a“aeeee 
PR DG IZLIL ILIAD AA PIA AA Fm 


WATCH STRAPS xe NOVELTY PINS 
PIN STEMS 4 SAFETY CATCHES %& EARRING 
BACKS y& ALL MILITARY EMBLEMS 


Send for Samples and Latest Lists 


H.L. HIRSH & CO. 


185 EDDY ST. PROVIDENCE, R. | 
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TO BE TRREASURERBBOWN THROUG! 


SOLE DISTRIBUTORS: 


MORTON B. FARRELL CO. 
DETROIT NEW YORK 





MICHIGAN BUILDING 
DETROIT 26, MICHIGAN* 


MORTON B. FARRELL CO. 
Also Distributors of: 


Complete Line of 
Gold Filled Jewelry 


Watch Bracelets 
Identification Bracelets 
Gold Set Rings 
Baby Jewelry 
Compacts 
Men's Jewelry 


Diamond Rings 


Mountings 


Costume Tewelry 
Beautifully Boxed 


*LABORATORY-TESTED 
SIMULATED 
PEARLS 
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‘ Two lovely patterns ... both historically correct 
++.» authentic in detail— superb in execution 


FRANK W. SMITH, INC. GARDNER, MASS. 
SILVERSMITHS FOR OVER UALF A CENTURY 




















FOR HONEST RETURNS 
IN 


~ SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET, 


BROOKLYN, N. Y. NEW YORK CITY 
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-6) Unemployment resulting from inability of indys 
try to absorb immediately ten million additional worker, 

7) Lack of sufficient corporate working capital t, 
finance necessary expansion of production and distri. 
bution. 

8) Tax laws which paralyze industry. 

9) The possible extension of bureaucratic controls tp 
a point where they will stymie reconversion. 

10) Possible social turmoil due to an intensification 
of class, religious, and racial prejudice. 

11) Fiscal problems of handling a new, largely yp. 
digested, federal debt of three hundred billion dollars, 

12) The contingency that the political manipulation 
of demagogues will again substitute an economy of 
scarcity for one of abundance and will be able to reverse 
the present wave of confidence in the free enterprise 
system to one of distrust, or worse, one of apathy, 

You will note that so far my balance sheet balances 
as all good balance sheets should. I have 12 items on 
each side. You will note that the 12 asset items were 
largely factual or existent.. The liability items are less 
measurable and by nature more problematical. Some of 
them are more in the nature of contingent liabilities, 
While contingent as to nature they are great as to 
magnitude. 

Evaluating each of these 24 items—12 assets and 12 
liabilities—is much more difficult than enumerating them, 
If positive evaluations were possible, we could strike 
a balance and find our net position. All we can do is to 
appraise them in very general terms. We must each 
make our own definite evaluation according to our own 
judgment. Perhaps the composite judgments so arrived 
at will be reasonably accurate. 

To sum up our balance sheet, we shall have good 
prospects of unprecedented purchasing power, demand, 
and production capacity. On the other hand, we shall 
have heavy taxes, high costs, and many problems of a 
fiscal, economic, social, and political nature. It is hoped 
that eath of these problems can be solved. If so, the 
post-war period looks inviting. If these problems are 
not solved, due to mishandling in any one of a dozen 
different ways, the entire picture could deteriorate 
rapidly. 

As citizens, each of us has our responsibilities to do 
what we can to assure a proper environment for the 
development of free enterprise. Each must do our part, 
as we see it, in an endeavor to assure that problems of 
a general or political nature are handled by the best 
people available for the job. As sales executives we 
should make the selling of the free enterprise system 
and all that it means our number one job. If you can't 
sell that bill of goods and make the sale stick, what 
good will it do you to sell your other products? Your 
competitor’s product—planned economy under govern 
ment control—has many full-time salesmen. They are 
selling because they see their future in that produch 
Your future is in the free enterprise system. Who will 
prove to be the better salesmen? 

And now down to our day-to-day jobs. How must 
they be done in that post-war period? We have the 
general pattern. There are standards of achievement 
below which we cannot—below which we dare not—fall. 
Considering the picture from a purely statistical angle, 
we know that to support our post-war tax burden we 
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must have an annual national income of from 125 to 
150 billion dollars. An annual national income of such 
proportions can result only from a very high rate of 
business activity. When armament manufacturing no 
longer contributes to this activity, the slack must be 
taken up to a very substantial degree by the manufac- 
ture and distribution of consumer goods at unheard of, 
and seldom dreamed of, levels of production. We must 
produce and distribute tremendous quantities of such 
merchandise in the post-war period in order to carry 
our tax burden. 

Can this tax burden problem be met by manipulation 
of prices, and therefore, the buying power of the dollar? 
When we pose this question, we are impressed with the 
fact that we can’t divorce dollars from people in our 
thinking. We find that the fields of finance and economics 
overlap the social fields. Producing and distributing 
merchandise at prewar rates and simply marking up the 
prices cannot answer the problem. France discovered 
that in the last post-war era, but too late. 

In that post-war world we shall have more workers 
than ever before. Politically, socially, and economically, 
those workers must work if unemployment is to be held 
within reasonable bounds. Production must be greater, 
much greater, than any possible demand as judged by 
past standards. New standards of production, distribu- 
tion, and consumption must be evolved, and we must 
achieve those standards. To fail in this is to fail utterly. 
The alternative is chaos. 

Everyone has a contribution to make in meeting these 
obligations of the post-war world. Manufacturers must 


not only produce merchandise to satisfy existing de- 
mands. New items about which the present-day con- 
sumer has never heard must be developed and a desire 
for them created. New and improved materials must be 
so used as to create new needs, wants, and demands. 
Improved design must make the old obsolete. New and 
better styling must be so dynamic in character that the 
old will be scrapped long before the last grain of utility 
value has been squeezed from it. 

The manufacturer must exercise ingenuity and re- 
sourcefulness of planning his product. But manufac- 
tured products are useless and the whole effort futile 
unless these products flow into the hands of consumers 
at an equally high rate. This means that the tempo ot | 
distribution must be stepped up to keep pace with the | 
increased tempo of production. The impact of selling 
must be of sufficient strength to constitute a complete 
follow-through on the efforts of the producer. Just as 
the 1920 methods of production, merchandise specifica- — 
tions, or design and styling will not be. good: enough in 
the post-war period, neither will 1920 methods of dis- 
tribution, advertising, and selling suffice. The post-war | 
world cannot be built out of policies, practices, and tech- 
niques of the yesterday, regardless of how well they 
seemed to work in that period. 

It is to the sales executives of America that we must 
look for the dynamics which will assure the high rate 
of distribution, and therefore the production, which will 
make the post-war world a better world. 


War Bonds Speed V-Day! 




















A New Development in 
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198 BROADWAY 


Ear Clip Findings 


No Sawing-NoFitting- NoBending 


A practical Ear Clip that is easy to assemble. Simply solder 
post part to earring and snap the spring clip into position. 


1 Front view of post 
2 Side view of post with piercing 


3 Spring Clip pierced and shaped by die—no 
sawing or shaping required 


4 Spring Clip snapped into piercing of post after 
post has been soldered to earring 


5 Ear Clip completed with earring 


~ 


TRADB ¢ MARK 






JEWELRY COMPANY 


NEW YORK 7, N. Y. 
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Sell Schools, Clubs, Hospitals, Lodges, etc. 
Samples loaned. Write for illustrated folder. 
Thousands of designs. Ask for special folder on 
Service Star Pins, Rings, etc. Also Rings for 
Army, Navy, Air Corps, Marine, Coast Guard, 
etc. Mfrs. for over 30 years. 


METAL ARTS CO., Inc. 
740 Portland Ave., Rochester 5, N. Y. 














After taking stock you undoubtedly will 
find odds and ends in 


STERLING SILVER 


FLATWARE & HOLLOWWARE 


in either new, used, inactive or obsolete 
patterns 


_ We are in the market to pay you 


CASH 


for any amount you have on hand. 
Send them to us for our offer. 


We will pay express charges both ways, 
if necessary. 


References: Jewelers Board of Trade 


JULIUS GOODMAN & SON 


77 Madison Ave. 


Memphis 
Julius Goodman 


Tennessee 
Joseph A. Goodman 
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PLAN AHEAD FOR AIR-CONDITIONING 
(From page 139) 


The industry has devoted itself to the armed forces’ ga}. 
isfaction to producing long-tested air-conditioning sys- 
tems, their components unaltered from peacetime types, 
This situation will be reflected in the air conditioner, 
offered to civilians during the predictable future. 

Jewelers and all other prospective purchasers should 
take considerable satisfaction from that picture. It gives 
them a solid basis for present planning of an important 
part of their post-war improvements. That’s refresh- 
ingly more than can be said of many other aspects of 
their plans, sharply affected by wartime technological 
developments. 

Thus, jewelers can and should consult their architect 
and air-conditioning engineer right away, secure in the 
knowledge that the system blueprinted now will not be 
outmoded when the war’s end releases materials and 
gadgets developed since Pearl Harbor. Allowing for up- 
predictable changes in costs of labor and standard. con- 
struction materials, the budget for realizing the. air- 
conditioning system blueprinted now can be fairly accu- 
rately figured. 


Both the jeweler and his consulting technicians cap 
take adequate time to study the store’s long-range air- 


conditioning needs; then project a plan which will an- 


swer current requirements and anticipate future néeds 
with efficiency and economy. This sounds like a funda- 
mental and indispensable approach to equipping a store 
with air conditioning correctly. It is, but many buyers 
of air conditioning have neglected the engineering care 
fulness which the described approach calls for—in some 
cases because of their haste to acquire a new, profit- 
making service, in other cases because they had never 
before encountered a. situation in store management 
which necessitated the comprehensive and technical engi- 
neering that good air conditioning requires. A business 
man can no longer indulge himself with such offh 

consideration of the engineering side of an investment 
in air conditioning. 

Now that air conditioning is in such general use, it is 
no longer a competitive advantage alone. Post-war ti- 
valry will be between air-conditioned jewelry stores. The 
advantage will be held by the store which has the m 
efficient air-conditioning system. Air-conditioning 
ciency is the product of careful engineering—by the 
manufacturer and by the technicians the proprietor com 
sults. Hence our emphasis on getting busy now witl 
study and blueprinting. Their cost is low and pays 0 
powerfully. 

The amount of planning and engineering will vary 
with the size of the store to be air conditioned, althougl 
their importance is the same in each case. Small jewel 
stores will continue to obtain efficient air conditioning) 
from the use of the compaet self-contained units widel | 
sold before the war. Post-war models will be slimme 
and shorter than those of a few years ago. Their com 
ponents are unchanged, but designers have so organize 
them as to house them in smaller cabinets that occupy 
minimum of space in the sales area. 

Self-contained units, several types of which are showl 
here, include in a single cabinet the air handling ani 
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mechanical refrigeration used to supply summer com- 
fort. These cool, dehumidify, clean and circulate the 
ait. They also may be equipped to heat, humidify, clean 
and circulate the air in winter. Easily installed, they can 
be moved to a new location as readily as transferring 
counters and other fixtures. As a rule, no duct work is 
required with self-contained units, although ducts can be 
gsed when the store layout makes them advisable. Out- 
lets from which the air is discharged by self-contained 
nits are so arranged that the conditioned air can be de- 
livered from the back, front or side—a direct advantage 
jn choosing an effective location without using valuable 
sales space. Because self-contained units are generally 
located near or in the customer area, they are con- 
structed with close attention to quiet operation. 

Although the idea of buying a portable “‘air-condition- 
ing package” for every application is appealing, there is 
no rule of thumb for doing so—certainly not on the basis 
of store dimensions, for example. Two small shops of 
similar size may have very different air-conditioning re- 
quirements. One’s exposure to the sun may build up an 
internal heat load far greater than the other’s. If, in 
addition, it is narrow and deep, the high illumination 
necessary to light it properly will also increase the heat 
load. Hence, one shop may get an adequate supply of 
conditioned air from one or two self-contained units, 
while its fellow must, for economical and efficient results, 
install more elaborate equipment. This will be either 
(a) a unitary system, with apparatus located outside the 
sales area and ducts distributing the air, or (b) a central 
station system, tailored to the special requirements of 
large buildings such as department stores. 

For both of these more elaborate systems of air con- 
ditioning, careful and thorough engineering is a funda- 
mental. Proper engineering planning will assure the 
supply of conditioned air desired, will also integrate the 
ducts, outlets and apparatus into the store structure. The 
latter will be highly important in post-war construction 
and remodeling because store architecture and decoration 
is trending very decidedly toward smooth wall and ceil- 
ing surfaces, indirect lighting, built-in cabinets and other 
features of today’s interior design practice. “Unclut- 
tered modern” it’s often called because of its emphasis 
on clean lines and smooth surfaces. The sketches illus- 
trating the article on the post-war jewelry story in 
Jeweters’ Circuar-Krystone for July typify the 
trend. Obviously, where the design of a store is con- 
ceived and executed as a unit—a background to set off all 
of a jeweler’s stock like a single gem—there is no place 
for the exposed ducts and ill-placed, prominent outlets 
which have too often characterized jewelry shop air- 
conditioning installations in the past. 

Finally, the integration of the system into the store 
design as a result of competent engineering will provide 
a system that operates economically and satisfactorily. 
In most cases the system’s first cost will be less than 
when a system is imposed on an existing structure, since 


‘such faults as complicated piping—which means costly 


sheet-metal work—will be prevented. 





Nest month: Another useful article in JC-K’s series 
on “Planning Tomorrow's Jewelry Stores.” A complete 
store plan by Walter A. Gropius; another by Jose A. 
Fernandez, both noted, forward-looking architects. 
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Wanted 


FOR 


Permanent Position 
in San Francisco 


Supervisor-foreman for watch 
repair department, to assume full 
charge of all operations in large, 
modern, up-to-date shop. 
Excellent working conditions 
and postwar future, all applica- 


tions treated in strict confidence. 


Address 
Personnel Manager 


_Granat Bros. 


| 2390 Mission St. 
SAN FRANCISCO 10, CALIF. © 











ou 
Fighting 
Yourself ? 


You do if you pass up 


OLD GOLD 


Because people WILL sell their 
discarded jewelry—and it may 
get into the hands of undesir- 


able competition. 


Go after old gold business. It 
brings people into your store 
where you can sell profitable 
merchandise and at the same 


time—you build good will. 


Ship your old gold to us for 
prompt service and checks that 


always satisfy. 
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fadaie/ Metal 4 
REFINERS MANUFACTURERS 


55 E WASHINGTON STREET, CHICAGO = 





PLANNING POST-WAR SILVER STOCK 


The jeweler who is beginning to think about rebuij 
ing his silverware inventory for post-war selling q 


| find some helpful guidance in a booklet that hasil ay 


been issued by Interrational Silver Co. under the tj, 
“How Shall We Plan Our Post-War Silver Stock”, 

Flatware inventories in most stores are at or pep 
the vanishing point today, which means that inventorig 
will have to be completely re-built from scratch; ayy 
because the jeweler is starting with a clean sla city 
has never had so favorable an opportunity to really pig 
his stock to fit sales potentialities, without being jp 
fluenced or hampered by having to consider what] 
already has on hand. 4 

International’s booklet points out some of the fae 
tors that should influence the jeweler’s thinking on this 
important subject. Reviewing the findings of the sip 
vey of ownership of silverware by consumers which wa 
made by and published in Tue Jewexers’ Circvde 
Krysrone in 1940, the text shows how the proportiong 
family units in the various income groups has alte) 
in the past four years, and projects the figures to] v7, 

Because the grade of silverware purchased is la ge 
determined by family income, this breakdown is a7 
to the probable future market for each of the vari 
classes of flatware. On this basis, International exped 
that the number of potential owners of sterling } 
jump from 21% million to 8 million and the buyers) 
top quality plate from 4 million to 13 million. On4 
other hand, the market for popular-price plated 
is expected to show only a relatively small increase, 
cause the number of ‘people advancing to the incol 
brackets that buys most of the popular price plate 
lines will be nearly balanced by the number moving 
upward from that group and becoming prospects 
the better qualities. 

The buyers of second-grade plate are expected t 
increase from 814 to 12 millions, and those who would 
purchase the low-priced lines are expected to drop 
from 13 million to 11 million. 

The significance of these findings is summed up ‘ 
follows: 

1) The market for sterling will be greater than 
before, due to the expansion in the high-income grow 
and the increase in spending power in that group, ai 
further due to these same conditions in the upper-middle 
group, which has rapidly been developing a taste 
sterling. 1 

2) There will be a very marked increase in the n 
ket for high-quality silver-plated lines. 7 

3) There will also be an increase, though a smal 
one, in the demand for the medium-priced lines of sil¥ 
plate due to the increased spending power and lag 
number of families in the lower-middle income group 
$2,000 to $3,000. 

4) There will probably be less demand for the lows 
price lines of plated and unplated flatware due to & 
shrinkage in the number of families in the lowestat 
come groups and the general tendency to trade up. — 

Each store may make its choice within the mark 
and select its silverware lines accordingly, but this « 
servation is worth consideration—even though a 8 
decided to appeal only to high-income families, it we 
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VICTORY IS NOW 


ASSURED! 





AMERICAN INDUSTRY 
HAD WHAT IT TAKES! 


Over two hundred of our em- 
ployees are already in the 
Armed Services of this Country. 
We want those boys back with 
us just as soon as possible and 
on the job again. That is one of 
the post-war:plans we are think- 
ing of! 

It is our purpose to keep our 
friends in the trade posted as 
conditions change or develop. 


{LOCK (CO. 


NEW HAVEN, CONN. 














be necessary to stock adequate quantities of first-q 
plated flatware to realize the full possibilities of thiy 
market, for many families of high income purchase both 
sterling and plate. 

Conversely, a store appealing to middle-income 
families cannot afford to overlook the gales possibilities — 
of sterling flatware, as a large part of the upper-middle 
income group and even some of the lower-middle jp. 
come families will purchase sterling. 

Many of the higher type jewelry stores before the 
war felt it “beneath their dignity” to develop adequate 
assortments of good-quality plated flatware for their 
customers. By not doing so, they undoubtedly sent 
their sterling customers to other stores for this mer- 
chandise. On the other hand, many a volume-priced 
jewelry and department store, appealing chiefly to the 
families of middle income before the war, carried ster- 
ling only to dress up the store with inadequate sterling 
flatware assortments, even though sterling offered de 
tinctly worthwhile sale possibilities. 

The right balance for sterling and plated flatware 
stocks is difficult to determine except by actual trial 
and error, but it would seem important that every store 
fully realize the possibilities of both types of silver- 
ware and that adequate assortments of each in price 
lines and patterns be carried in support of any market- 
ing policy decided upon. 


FOR WATCH AND CLOCK COLLECTORS 

Something that will be of interest to every collector 
of watches and clocks is the new bulletin put out by 
the National Association of Watch and Clock Collectors, 
the first issue of which was distributed last month. 

Titled “The Time Keeper,” it comprises eight pages 
of text and two full pages of illustrations (plus cover) 
—devoted entirely to interesting data for everyone who 
follows the absorbing hobby of old or unusual tmiepieces, 
This first number contains a description of the various 
forms of escapements, a page of pictures of the types 
of clock hands used by English makers during the 18th 
century, a description and pictures of the famous ‘“‘Whis- 
keybury” watch, and two pages of items “wanted” of 
“for sale” by collectors, plus the conventional news and 
announcements of association activities. , 

The “wanted” and “for sale” listings are free to 
members and should be of especial value to collectors a§ 
a medium of exchange, since they are the only clearing 
house of this nature where prospective buyers and “1 
ers can readily get in touch with each other. | 

The bulletin ‘is to be issued at regular and frequent 
intervals—every six weeks for the present, but with the 
probability that it will appear once each month after 
the first few issues. 

Secretary and treasurer of the association is L. D. 
Stallcup, 1813 Beechwood Ave., Nashville 4, Tenn, 
Mr. Stallcup will be remembered by JC-K readers a 
the author of “The ABC of Watch Repairing,” which 
was published serially last year in this magazine. 
















































Oct. 1 is’: moving day in many communities. It’s # 
good day on which to launch your “Re-Use-It” service 
which discusses with customers repairs, remodeling, te 
claiming valuables which people check over at moving 
time as at no other time in their lives. 
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DON'T FORGET . . . the aim of General Electric Lamp 


Research is to make G-E Lamps Stay Srighter Longer 





G-‘E MAZDA LAMPS 


| GENERAL G3) ELECTRIC 


F Hear the General Electric radio programs: “The G-E All-Girl Orchestra”, Sunday 
10 p.m. EWT, NBC;“The World Today’ news, every weekday 6:45 p. m. EWT, CBS. BUY WAR BONDS AND HOLD THEM 
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A STANDARD OF ACCURACY 
SINCE 1886 


Your customers may appreciate 
these two facts : 


1. No, Chelsea clock has ever 
worn out. 


2. The art of fine clock-mak- 
ing has been uninterrupted 
at Chelsea. 


BUY 
WAR BONDS 


Chelsea’s craftsmen have been en- 
gaged exclusively throughout this 
war in making for the Armed Serv- 
ices the same clock movements you 
can offer your customers after the 
war. 


CHELSEA CLOCK COMPANY 


340 EVERETT AVENUE, CHELSEA 50, MASSACHUSETTS 








R. P. GALLIEN 


220 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


TOOLS AND SUPPLIES 
COMPLETE LINE 
PLASTIC JEWELRY — DISPLAY FIXTURES 


Write for Free Catalog 








This newest book is com- 


JUST PUBLISHED prehensive and is arranged 
A PRACTICAL COURSE j;, three parts: General 
IN HOROLOGY Principles; Practical Re- 
oe pairing and Adjusting. 
HAR 190 Pages — 40 Itustrations 
- qiupioeners tani or vockeiow Price $2.75 Postage Prepaid 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd Street New York 17, N. Y. 








HONOR ROLL PLAQUES 


A War-Time Active Money-Maker 
These distinctive Honor Rolls are cast in a 
non-critical substitute for Bronze, they look 
like Bronze. Low trade prices allow good 


“TESTIMONIALS: 
Send for illustrated lterature. 
UNITED STATES BRONZE SIGN CO., INC. 


“BRONZE TABLET HEADQUARTERS” 
570 Broadway New York 12, N. Y. 














_ CHINESE ORDER JADE FROM WYOMING 
(From page 154) 2 
“black jade’ is found, though the Pioneers wouldy 
have known what to do with the stuff if they had 
alized it was under foot. The Continental Divide 
30 miles to the west. 

Allan Branham, Lander cutter and dealer who has solq 
5890 pounds of nephrite to be shipped to China after 
the war, says that he and other local lapidists -haye 
$5000 worth of back-orders for hearts, crosses, cabo 
chons. He adds: “By the way orders are rolling in and 
if we can continue to find good stones, Wyoming jade hag 
a wonderful future.” : 

Rough currently sells at $1 to $10 a pound, depending 
upon color, quality and size. 

Bert A. Rhoads, whose hobby of hunting and cutting! 
jade has grown to such volume that last spring he sold 
his furniture and hardware store and organized the 
Rocky Mountain Jade Shop at Lander, says: 

“Jade hunting is both fascinating and tiresome. You) 
may walk for miles covering ridges and draws, find ng 
no jade at all; then run into a small or large boulder or) 
several boulders, all in the same locality. : 

“Some of the nephrite stones are rounded, others’ 
blocky and sharp. Most are oxidized, reddish, brown 
or gray and grown over with moss, looking like agates, 
schists and granites, except perhaps a spot on the side 
or top where the green may be exposed. Nearly every 
rock must be examined and chipped with a hammer, 
Even careful hunting can miss, for I have gone over a. 
certain ridge, I thought very thoroughly, and then the 
next time found jade that was in such plain sight I 
wondered if I had really looked there before. 

“Just as soon as the snow’s off the ground is the 
best jade-hunting season, before the grasses grow too) 
high and the ticks cover the sage brush.” | 

The lighter green nephrite is scattered across an area 
50 miles long and 10 to 15 miles wide, according to Mr. 
Rhoads, and ranges in size from pebbles the size of a 
walnut to a 3866-pound boulder (see photo) found by: 
Verla Rhoads. No vein or bed of this hue has been! 
found. : 

However, 30 miles to the west, dark green and black) 
material is reported to occur both as boulders and i 
vein, which causes geologists to assume that the bouldll 
ers throughout the district and of the various colors, 
are erosional remnants, instead of glacial wanderers.) 

Between them, geology and the international market 
for gemstones will govern the future of Arizona’s ne 
jade industry. Qualified mineralogists need to examine, 
the territory to discover whether the material can be- 
mined profitably, or at all, once the supply of surface) 
boulders is exhausted. China, where carving both 
nephrite and jadeite varieties of jade is an age-old art, 
may be Arizona’s customer as long as the jade supply 
holds out. i 

But whether this nephrite will be cut commercially) 
in the U. S. depends on cutting cost and public ac 
ceptance. Perhaps the “black” jade—sable-hued by 
nature—may prove an attractive substitute for labora- 
tory-dyed onyx for school and fraternal jewelry. Per- 
haps advertising can build friends for green nephrite’ 
jewelry as a native American product, even though simi- 
lar material from New Zealand had only slight demand. 
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SIX SHOOTER 
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OTHER CHARMS AVAILABLE " ae : f f el NS; 

in Sterling Silver “XO ) 
Indian Loom Sailor : — 


French Telephone Huarache 
Fencer Gold Miner 


Dr tr seal Aechat VOGUE MANUFACTURING CO. 


Dru 

Anti-Aircraft Gun B-29 Bomber 

M ne Gun PBY Flying Boat OF CALIFORNIA 
Statue of Liberty Tank 
S 
c 
Te) 
Pe 


te ma Designers and Manufacturers 
aphone Tom Tom Beater of 

eace Pipe Branding tron : 

Fashion Jewelry 


Also Sterling Silver Charm 


Bracelet Chains 6.75 and 12.00 Doz 219 W. AFH STREET « LOS ANGELES 14, CALIF. 
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The Chinese symbol of good luck, surrounded 
by the four seasons, appears as the center 
motif for this design, the “Fitzhugh,” in Spode's 
Lowestoft. It is stocked by Copeland & Thomp- 
son, Inc., 206 Fifth Ave., New York 10, N. Y. 


Well - modeled ceramic 
figures, made in Cali- 
fornia and hand deco- 
rated in natural colors. 
The 8!/,"*duck may be 
retailed for $13; the 


g & 
Reuss Co., Philadelphia. 


These liqueur and perfume bottles, hand decorated in 
gay colors, are particularly suitable for the giftware 
section. Priced from $36 to $73 the dozen. Olive 
Read Creations, 859 N. La Cienega Bivd., Los Angeles. 


Framed in crystal-clear Lucite is this swirl-stand mirror 
(No. 115), with a regulation mirror on one side and 
a@ magnifying mirror on the other, priced at $30 a 
‘dozen. Plastic Star Co. of Hollywood, 225 5th Ave., N. Y. 


Typically American in style is the muc 
“Cape Cod" design in pressed crystal 
appears in these cruets. They may 

for about $2.50 for the pair. Manufactured. 
the Imperial Glass Corp. of Bellaire, 


Hand painted in wine-red and green is 
"Bacchus" design, one of Wedgwood's earlied 
patterns, dating back to 1770 and applied 
the "Shell Edge" shape which originated # 
1790. Carried in stock by Josiah Wedgwood 
Sons, Inc., 162 Fifth Ave., New York 10, N. 
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No.36C ROMANCE No. 50DSC HOSTESS 


ct ae Things to Monogram ¥ 


Every package'shown is exclusive. Every item has a compelling counter appeal. Each 
individually boxed to sell itself, showing excellent profit ‘margin. 
@ ALL ARE ATTRACTIVE VALUES WHEN SOLD WITHOUT A MONOGRAM @ 


ADDITIONAL MERCHANDISE AVAILABLE 


@ FINER LEATHER GOODS e@ @ FINER PURE LUCITE ACCESSORIES @ @ FINER PAPER SOCIAL SPECIALTIES @ 


Men's—Morocco Secretary Folders. Heavy Lucite—Photograph Book Ends, Exquisite—Acetate Boxed—Book Matches. 

Men's English Morocco Custom Tailored Wallets. Heavy Lucite—Candlestick Holders. . Exquisite—Acetate Boxed—Sheer Paper Linen Napkins. 
Men's—Fine Morocco—Photo Folders All Sizes. Heavy Lucite Single—Post Photograph -Frames. Beautifully Boxed—Social Stationery. 

Men'’s—Genuine Leather Writing Cases. (All with Indestructible Lucite Photo Panels) Unusually Boxed—Coaster Sets. 


MANY OTHER ITEMS EQUALLY AS PRACTICAL AND ATTRACTIVE 
WRITE TODAY FOR FULL DEALERS’ PRICES AND DETAILS. 


Immediate Delivery 


FRED ALBERT SQUIRES 


* finer Shing» bo Abe pogiam 
200 FIFTH AVE. ORCHARD 4-2804 NEW YORK 10, N. Y. 
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Acetate ensemble drum, 7!/2" by 434", tied with ribbon 
and containing 100 match books, 100 paper napkins, 6 
printed paper cork coasters. Variety of maiched colors. 
May retail for $6.75, plain; $7.75, monogrammed. From 
Fred Albert Squires, 200 Fifth Avenue, New York. 


Made of crystal-clear Lucite and mirror, this 10" by 14" 
tray is useful either for perfume or for serving. Priced at 
$66 a dozen; without mirror, $60 per dozen. Exclusive 
by Relly of Hollywood, 1398 Sunset Blvd., Los Angeles. 


“Pin-Up” girls in hand-painted ceramic modelled on wire. 
Nine inches in height, the figures cost $12 a dozen. Copy- 
righted by Ricks, 3806 Brooklyn Ave., Los Angeles, Calif. 


232 


Exquisite craftsmanship characterizes these pieces from 
a collection of Georgian silver. The ink stand is priced 
at $125; the tea pot, $82.50; and the tankard, $62.50. 
From showrooms of Fanny Morse, 225 Fifth Ave., N. Y. 


Fine-quality mar- 
ble and Brazilian 
onyx desk sets 
from the Hen- 
ning onyx line, 
available for de- 
livery in time for 
holiday business. 
Wholesale prices 
range from $1.50 
to $18.50. From 
A. Stanley Brus- 
sel, 225 Fifth 
Ave.,; New York, 


ie 
é 


One in a wall 


of four new 
figurines, 
in natural 


and ranging | 


height from 
to 15". } 
priced from | 
to $60 a de 
Distributed ~ 
the Leo Kaul 
porting Ager 
Inc., 115 S. 
ket St., Chie 
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Buy CHARMS from the World’s Largest Stock 
WE NOW SELL que DIRECT TO 
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We fone CHARMS bier ATUE OF SOLD. PAN ; - Money Back Guaran- 


: . If desired, your 
With each order we send tee f ,y 
our latest Catalog list- money will be refunded 


ing hundreds of i vt 7 “AY y eal within 10 days, 
CHARMS and FREE ©) “ye hd @ » veil or CHARMS ex- 
booklet entitled ‘The “No. 131 / 1 eal changed within 20 
Secret of Selling age ogi } a | acti days, for others in same 


Charms.” price range. { 
3 


*. "REMEMBER! Our CHARMS are “exactly as 
mon Sie pictured-- photographed actual size. 
*Guaranteed sterling silver! “Original 
California creations! *Expertly hand 






t 
Y 





No. 90 ox 
UNCLE SAM _ 92 
A N 
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oy nano me fashioned! *Highly polished! *Real 
alt, Gir miniature jewels! “Proven pace setters! 
- er) No Order Accepted for Less Than % Dozen of Any One Number 


a es SPECIAL OFFER 
4 “3 A TIMELY-TERRIFIC SELLER! 


No. 164--President Roosevelt CHARM 


# HOUSE OF CHARMS Notte Nelivwena: Calif. Dept. CK-9 


FOR SEPTEMBER, 1944 233 















LUSTROUS CRYSTAL 


ETCHED WITH 


“JUNE NIGHT” 


ONE OF AMERICA’S 
BEST-KNOWN DESIGNS 


Serving Pieces and 
Table Decorations 


UNITED STATES GLASS CO. 


Ohio 








Showrooms 
1107 Broadway, New York 
1573 Merchandise. Mart, Chicago 
712 South Olive Street, Los Angeles 



















END-OF-WAR CONTEST BY RETAIL JEWELER, fP 
“When will the war end with Germany? Three } q 
dred and fifty dollars will be awarded in cash! Figs 
prize, $125; second prize, $100; third prize, $75; foun 
prize, $50.” 
These headlines, from advertisements in the Ambridge, 
Pa., newspaper, told the story of a clever, vale 
contest sponsored by Phillip S. Krauss, jeweler, 

Said Jeweler Krauss: “I never realized that a thi 
like this would create such excitement and co 
Even children 8 years old, men in barber shops, 
in restaurants are talking about it. People at bus 
are asking one another, ‘What’s your guess? When 7 
you think the war with Germany will end?’ ” 

Here are the rules, as advertised in newspaper space 
measuring two columns wide, 10 inches deep: 

(1) Contestants must be 16 years of age or over, 

(2) All you have to do is guess correctly or as neg 
as possible, the year, month and hour (E.W.T.) the a 
with Germany will end. Y 

(3) No essays to write; no box tops or pictaaaly | 
send in; and no purchase of any kind required to entg 
this contest. ; 

(4) Only one entry permitted from each person. — 

(5) Contests starts today, Aug. 11, and closes { 
weeks later, Friday, Aug. 25, at 6 P. M. Ill entri 
must be postmarked or deposited in the sealed be 
that time to be counted. - 

(6) Should the war end before Aug. 25, prizes will} 
awarded upon the basis of entries received up to the tin 
that war ends. 7. 

(7) The judges will be Ralph Aye, president of the 
Ambridge National Bank; Burgess P. J. Caul, Attorney 
Harold Roth and Vaughn Arnold, publisher of 
Daily Citizen. 

(8) The sealed contest box and prize money will 
deposited in the vaults of the Ambridge National Bat 
until the war ends. 

The ads contained an entry blank with lines for writ 
ing the name and address of the contestant and the y 
month and hour that the war will end. Filled-in blankt 
could either be mailed or deposited in a sealed box # t 
the store. # 


HALL MARK RECORD—UP TO DATE 


Latest in the series of useful little booklets on jewelff’ 
topics by Arthur Tremayne, editor of the Goldsmith 
Journal, London, England, is “HaH Marks and Dal 
Letters,” which has just come from the press. a | 

In 88 pages of simply written non-technical text, Mf 
Tremayne explains for the layman the British system 
of marking silver by which the maker, the city of origi) 
the quality of the silver and its date of manufactutt 
can all be recognized from an inspection of the pict 
under consideration. While all of this information } 
been published previously, this fresh presentation” 
compact form and readable and understandable manm 
will undoubtedly appeal to the amateur collector. 

Especially useful is the fact that the book brings # 
list of date marks right up to 1944, thus making it & 
only up-to-date listing in existence. Copies will 2 
doubt be-available shortly.in this country.. We have 
been informed of the price, but presumably it wil 
only a nominal one. 

































" 

































THE JEWELERS’ CIRCULAR-KEYSTON 








































WHITE GIFT BOXES pa 
7 POR Ymediate Delivery! Fae 


12” x 5” x 4” 
14” x 8” x 2%” 


4" x 2” 


' 
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Well made, white 
alligator stock 
boxes, suitable for 
display and gift 
packaging. 





Attractive, sturdy, white alligator boxes for sil- 
verware, dresser sets, music boxes, statuettes, ; 
a picture frames and larger gift items. This assort- —— 
ment will provide a ser- 50 BOXES a 











. viceable box for almost 
i G vicea ' 
Y NEW = any gift item you sell. $7 a 
+e . 
OFF THE PRESS! One lot of 50 boxes, assorted sizes $7.50 ASSORTED 
ge eagle ONE DOZEN OF ANY ONE SIZE, $2.00. SIZES 








Omer 


5 North Wabash Avenue Chicago 2, Illinois 











Spode 


THE FINE ENGLISH DINNERWARE 








Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


so 2y 


Fine English Earthenware 
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tl 

q comrtAncs Crna English Bone China 
m Lowestoft Stone China 14” Platter—Turkey in nature’s own 

sas) bs a colors, border in gold lacey design $18.00 

ure Made by 9%” Dinner Plate—to match ........... 9.00 dz. 
ie t W.T. COPELAND & SONS, LTD. 9” Dessert or Luncheon Plates, fruit 

group in colose 7. .6 2.0. ee. 6.60. dz. 

‘ England : 
Y 
mn e Available from STOCK in New York 

Sole agents and wholesale distributors 
7 _ COPELAND & THOMPSON, INC. 

. Al TWENTY-SIXTH STREET 
7 ; ee oe NEW YORK CITY 
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By MADELINE LOVE 


AUTIOUS is the word for the giftware buyers 

these days, judging by reports from the various 
shows. Gone is the tendency to accept with glad cries 
everything and anything offered in the showrooms, and 
to order in quantities far beyond their capacity to han- 
dle—if all of the merchandise were delivered! Much 
has happened since the spring shows and merchants, 
big and little, have decided to be merchants once more. 
They've had their fingers burnt on merchandise that 
wasn't so hot (if no one minds a pretty badly mixed 
metaphor) and they are being a good bit more careful 
about what they buy, and how much. What they want 
now is merchandise whose quality will make friends for 
the store, and the gift shows are reflecting that policy. 

* * & 


Peaey Ryan, who contributes so much charm and 
know-how to the running of the Buyers’ Lounge at 225 
Fifth avenue, New. York, went out to the show at Chica- 
go. And Vincent Lippe, who used to hold down this 
giftware editorial chair, was there, too, in his new asso- 
ciation with Sun Glo Studios: 

* # *% 


More spout. sHows:, The Pittsburgh china and glass 


show will not be held next January unless conditions gy) 


drastically changed during the coming few weeks. Eventy 
across both oceans are moving so fast nowadays that no 
one can make definite plans too far in the future. By 

it is possible that by late October, when the Associate 
Glass & Pottery Manufacturers meets again, the si 
tion will be sufficiently clarified to permit scheduling th 
show. e 


Aas 
Ce 


A wine of fine accessories in Concorde gold china i 
being shown by Herman C. Kupper, Inc., New York, i 
three different styles. One is the “Dore”, all gold with 
an encrusted gold decoration. Another is the “Antique” 
showing panels of gold alternating with clusters of pink 
And the third is “Bluefield,” alternating gold 
A generous assort 


flowers. 
panels with groups of blue flowers. 
ment of pieces is included in the line. 
Another interesting new line is a group of jewelry 
boxes, cigar humidors, cigarette boxes, ash trays, 2 
waste baskets in plain, high-grade leathers from the 
Essway Mfg. Co., New York. ) 
greeny if 8 
Newsettes: Alfred Auerbach, chief of durable goods 
pricing of the Office of Price Administration, has 
signed to open his own offices in New York as consultal 
in merchandising and sales in these fields . . , George § 
Ujlaki,, who also resigned recently from. OPA;" ha 
opened his own offices at 1133 Broadway, New Yor 
and will bring otit his own lines of china, glass, a 
housewares . . . Albert Kornfeld has been named dire 
tor of publicity for Conde Nast Publications, Ite. a 


OF Om MOmen wt - 

GOLD CHINA 

Designs of distinction, with 
mat gold decorations 


Some in sclid go!d, others encrusted— 
many of them are further beautified 
by pink or blue florals. 


SPECIAL ASSORTMENT C 


21 diversitied pieces 
$57.50 wholesale. 


as illustrated for 


Numerous other pieces available. 


HAN LP 


en. 
3 


> A " ¢ " 
19.4 West 2 3 ot U 
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...NO “METAL TASTE” 
—brewing coffee by CORY 
Glass Vacuum Method 


ate C Oo R \ on 





Among the CORY Selling Advantages 





Outstanding beauty. Completely equipped with 
the CORY deluxe accessories, including the CORY 
all-glass Filter ROD. Continuous consumer adver- 
tising. Quality assured. Prices maintained. 


CORY GLASS COFFEE BREWER CO. 


325 North Wells Street Chicago 10, Illinois 


WE OFFER FOR IMMEDIATE DELIVERY 


a fast selling line of gold encrusted and (non tarnish- 


able) sterling silver deposit glassware in a variety of 
items to retail for $5.00. 


We also stock a large selection of glass decorated cock- 
tail sets, lucite dresser sets, men’s leather dressing cases, 
leather bill folds, cutlery and attractive giftware mer- 
chandise. 


TANZ & GURWITT 


IMPORTERS AND WHOLESALE DISTRIBUTORS 
253 5TH AVE. (COR 28th ST.). NEW YORK 16, N. Y. 
Te. Lex. 2-7758 


GUARDIAN 
WALLETS 
7.20 TO 144.00 DOZ. 


ZIPPER FITTED DRESSING CASES 


SES PICTURE FRAMES 

E CASES EMPTY UTILITY CASES 
CASES NAVY WALLETS 

NGE & BILLFOLDS TOBACCO POUCHES 


Guardian Leather & Novelty Co. 


358 Fifth Avenue, New York 1, N. Y. 
Tel.: WIsconsin 7-1267, 7-1259 
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ENRICH YOUR GIFT DEPARTMENT WITH 
BETHWOOD GIFTS AND ACCESSORIES 


Hand-painted accessories in fine china and delicate milk 
glass. Candy boxes—vases—cornucopias—baskets—per- 
fume sets with trays to match—cigarette boxes. 

Katherine Zipper, 


712 So. Olive St., 
Los Angeles, Calif. 


Rose & Bertha Glebard 
1298 Mdse. Mart, Chicago, Ill. 


—And many other outstanding gifts by 








Creators & Manufacturers 


BETH WEISSMAN | 45 we 23rd St. New York 


Gis 
; FIRST 


BILLFOLD 


















These authoritative and interest- in your name and address, a 
ingly written books on a wide range your check, and send it to us. 


of subjects about your business will will send them postage prepaid a 
be a iho help to ae where in the United States. Remi 


tance must accompany all orden 
Just put a circle around the books No books sent on approval. Pricg 
you want on the coupon below, write subject to change without notice, § 


15 WATCH AND CLOCKMAKERS’ HANDBOOK, 
For the Gem Expert, Connoisseur and Student fetta ay Marys Agee 


of Gemology F. J. Britten 
16 CURIOUS HISTORY OF MUSIC BOXES 


1 DIAMONDS . Frank B. Wade $2.00 Rev Mecoriah 
2 PRECIOUS AND SEMI PRECIOUS STONES 17 SIX QUAKER CLOCKMAKERS 
aifetael. He Dinatete $3.00 Edward EB. Chandlee 
3 GEM ee oe eee i8 TIME AND TIMEKEEPERS W. 1. Mitham 
° . naerson . N H ROLOGY 
4 GEMS AND GEM MATERIALS 3 we aie itera 2% 
Drs. Kraus & Slawson $3. 20 PRACTICAL BALANCE AND HAIRSPRING 
5 GETTING ACQUAINTED WITH MINERALS WORK W. J. Kleinlein 39) 
George L. English $2.50 21 RULES & PRACTICE FOR ADJUSTING WATCH 
6 HANDBOOK FOR THE AMATEUR LAPIDARY W. J. Kleinlein 
J. H. Howard $2.00 22 PRACTICAL BENCHWORK FOR HOROLOGIST 


7 STORY OF THE GEMS UH. P. Whitlock $4.00 Louis and Samuel Levin 5 
8 TEXT BOOK OF PRECIOUS STONES 23 MODERN WATCH REPAIRING & ADJUSTMEN ENT 


CAL GEMO wea 24 IT’S ABOUT TIME ham 
9 PRACTICAL GEMOLOGY Paul M. Chamberlain 
Robert Webster, F.G.A. $2.00 25 KEYSTONE WATCH REPAIR RECORD BOOK § 
26 SCIENCE OF WATCH REPAIRING SIMPLIFIED 


On Silver for the Jeweler, Collector and Anti- a: Tae 3. 
quarian For the Jewelry Repairer, Engraver, Plater 


10 THE STERLING FLATWARE PATTERN INDEX Enameler 


With Binder $15.00 “Sania reed? ds ’ 
Without Binder $10.00 27 ne ae HANDBOOK 


$ 
11 MARKS OF EARLY AMERICAN SILVERSMITHS 
WITH NOTES ON SILVER SPOON TYPES AND 28 er + ayer ondhye abi AND METALCRAFT 
RK SILVERSMITHS 
(1815-1841) By the late Ernest M. Currier $16.50 sas Sohn nxt stipe’ 4 gaya aortas 
12 ENGLISH SILVER (1675-1825) 30 JEWELRY MAKING & DESIGN 
Stephen G, C. Ensko and Edward Wenham $2.50 . Rose & Cirino 


13 OLD SILVER, ENGLISH, AMERICAN AND 31 REFINING PRECIOUS METAL WASTES 
FOREIGN _ 5S. B. Wyler $3.00 C. M. Hoke , 
32 ART MONOGRAMS AND LETTERING PAPER e 

For the Skilled Watch and Clock Maker, the oh gee amy eon -elcem ; 


- Emil F. Kronquist 


14 PRACTICAL COURSE IN HOROLOGY 34 A B C OF MODERN ENGRAVING 
Harold C. Kelly $2.75 William Kassel 


35 TRADEMARKS OF JEWELRY AND KINDRED TRADES $7.50 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42ND ST., NEW YORK 17, N. Y. 


Please send the following books: 


1—2—3—4—5—_6—7—8—9— | 0O—| | —12-— 13— 141 5— 161 7— 1 8—19 
20—2 1 —22—23—24—25—26—27—28—29— 30—3 | —32—-33—_34—35 


O CHECK [] MONEY ORDER () For $......is attached. 
Address 
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ce Attention... 
SALESMEN! 


N OT just the ordinary kind that is willing to take it 
, easy and drift along. What we want is a few men with 
"a that extra something — men with guts, brains and 
35 AMBITION. Not just salesmen — but men who can 
earn jobs as sales managers and be responsible for train- 
ing and supervising a sales force of their own. Who not 
only want good earnings, but above all, want a sound 
future, permanence and security. 








\ E are an old, well-established watch house with a 


product that is widely known and regarded as tops in its 
price range, and a reputation for fair treatment of our 
dealers. 


Warre us giving full details as follows: Age; educa- 
. tion; family status; past experience including product 
y handled and past employers, giving specific details of 
, names, addresses and period of employment; territories 
handled; experience in handling men. 


: MOST IMPORTANT —vwby do you think 


you are the man for the job? 


Address Box “A., 5881” 


d CARE JEWELERS’ CIRCULAR-KEYSTONE 
i 100 EAST 42nd STREET e NEW YORK 17, N. Y. 

















eeememeeenl - eterno 





FOR SEPTEMBER, 1944 239 





, HIGH ROAD|, 


O BETTER WATCH CRYSTAL FIT: 
o TING. The easy way in today’s market ig | 
v a short cut here—another there—sacrificing — 
¥ quality to the demand for quantity, © 
% But not WATCH - CRAFT! WATCH. 
CRAFT takes the high road to the same finer — 
quality, expert workmanship, and painstaking [7 
attention to precise details of crystal fitting. Not 


3. UU S.PATENT OFFICE .No 348436 


with WATCH.- every store or repair shop has WATCH-CRAFT 
H-CRAFT Crystals. But thousands of the BETTER jewelry 


WATCH CRYSTALS stores and watch repair shops throughout the United a 


States use WATCH-CRAFT and ROCK-CRAFT .., 


You Get exclusively. 
\. 


A LIFETIME OF FREE SERVICE 


Don’t waste money on obsolete crystals. Don’t clutter up you 
cabinet with dead stock. Here is a stock control service that y 
keep your cabinet up-to-date for a lifetime. This stock control | 
vice—offered only by C. & E. Marshall—informs you when new nut 
bers come out. The best, the very best numbers are sent to you ii 
individual labeled boxes with instructions telling you in wh 
drawer to place them. You are informed immediately which cryst 
are becoming less popular and where they are. You simply remove 
sell, and do not re-order them. All you do is lift the old boxes ow 
and place the new ones in. Your system is up-to-date with only 
the best sellers. 7 


FINEST QUALITY CLEAR GLASS 


Sparkling glass that has toughness and 
elasticity and gives flawless vision. 


ACCURATE SIZES 1, 
. CORRECT SHAPES|é 


“TAILOR-MADE” | to os the watch manufacturer’s original bezel, 
these crystals will snap in and fit perfectly. Each crystal is prop- 
erly domed and allows plenty of hand space. The edges are perm § P 
fectly finished . . . you need not grind or polish! HERE IS A tr 
CRYSTAL THAT IS SIZED TO FIT ACCURATELY. F lo 


PERFECTION OF _ |" 
CABINET SYSTEM]: 


In a 12 or 18 drawer Cabinet System that will satisfy the most§ © 
exacting watchmaker. Each size of crystal has its own movable com § ;, 
partment. And each crystal is labeled with size and case manufac) 














tsar 














turer’s name. You find the exact crystal instantly. Compartments) o 

can be easily placed in proper positions when new numbers arég , 

added. FZ in 

: . . | 36 

x ; ® fo 

Par 6) : 

Monee D lhe ap) =: Box 7737, ;” 

Largest and Foremost | Chicago 80 in 
Supply House and fo 
in the World Principal Cities : 
ds 
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TRIM MARGINS, Mr. Manufacturer, Mr. Wholesaler and—especially—Mr. Retailer, counseled Charles J. Michaels. Result, in the com- 


petitive post-war market, 


9600 Atten 


Josephson Is President; 
Everts Named Treasurer 
At New York Convention 


Two needs pulled close to 10,000 
people, doubtless the biggest concen- 
tration of jewelers anywhere in the 
long while that gold, silver and gems 
have appealed to man, to New York’s 
Waldorf-Astoria Hotel last week. 


Magnet No. 1, at the American Na- 
tional Retail Jewelers’ third wartime 
convention, was the industry’s need for 
Planning its way through the reconver- 
sion period that will follow the defeat 
of Germany. Magnet No. 2 was its need 
for things to sell this holiday season. 

Judging by appearances, the conven- 
tion sueceeded on both scores. Twelve 
hours of discussion, spread through the 
four days, drew crowds; meanwhile and 
in between, the exhibitors in the ball 
toom, the ball room mezzanine, the east 
foyer and in private rooms upstairs filled 
Maaty of order books. 

RJA’s officers, chosen at the clos- 
ing session, Thursday, Aug. 24, are new 
for ‘the most part. C. I. Josephson, of 
Moline, Ill., moves up from vice-presi- 
dent to president, succeeding Charles J. 
Michaels, of Hartford, Conn. In an- 
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other major change, Myron Everts, oi 
Arthur A. Everts Co., Dallas, is treas- 
urer, instead of A. W. Anderson, of 
Neenah, Wis., who had been an ANRJA 
officer for 33 years. 

As vice-presidents, H. T. Purvis, 
Jonesboro, Ark., replaces Robert J. 
Slagle, Houston; Durward Howes, Los 
Angeles, replaces Arthur N. Slavick, 
same city; Kenneth I. Van Cott, Bing- 
hamton, N. Y., replaces Arthur J. Sund- 
lun, Washington, D. C., and Maurice 


| 
| 
| 
| 


“more profit to everyone concerned." Picture shows President Michaels talking at the opening session. Executives 
of various other jewelry organizations are seated on dais. 


dance Sets. Record 


Adelsheim, Minneapolis, replaces Mr. 
Josephson. 

Frank Pfeiffer, Parsons, Kan., and 
Alvin J. Magnon, Tampa, continue as 
vice-presidents; so do Charles T. Evans 
and Boyd Evans as secretary and as- 
sistant secretary. 

Registration, 70 per cent ahead of last 
year’s, hit 8719 at the end of. the third 
day. The 4568 in the retail category 
came from 40 different states and the 


District of Columbia, with a few from 


CROWDED SESSIONS, all four days, helped make this convention different from most years. 
Trouble was finding a seat, not finding an audience. 
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Canada, Cuba, Panama and Curacao, 
N.W.I. 


100 OFFICERS IN CONFAB 


That interest in association activities 
is at a high level was indicated both by 
the size of the attendance and the 
earnestness of the discussion of associa- 


tion problems at. Monday’s luncheon fer. 


national and state officers and com- 
mitteemen, more than 100 of whom were 
on hand. 

President Charles J. Michaels, in 
opening the forum, stressed the im- 
portance of the state organizations, and 


emphasized that the retailer is the most ~ 


important element in the entire jewelry 
industry because of the fact that he is 
the funnel through which all sales by the 
industry must flow. Therefore it is of 
the utmost interest to all elements of 
the industry that the retailer be strong, 
capable, and well organized. 

Sturman F. Dyson, past president of 
the Connecticut RJA, dwelt on need for 
education and exchange of information 
by retail jewelers, and told how the 
Connecticut association has been work- 
ing toward this end, with particular 
reference to the study of post-war 
problems. 

Leonard Helfer, live-wire head of the 
active Western Pennsylvania RJA, 
pointed out the importance of district 


and local groups as a sound foundatiun 
for a strong national body, and ex- 
plained how all sections of the trade—- 
retailer and wholesaler—cash and credit 
—big store and small—have pooled their 
interests in Western Pennsylvania and 
work together for the common good. 

John Peterson of the Massachusetts 
RJA painted the other side of the pic- 
ture, telling how the national association, 
with «its. greater: jfacilities, : personnel, 
and finances, can help the state and local 
bodies. 

Noram Leach, secretary of the Cana- 
dian Jewelers Association, described 
some of the current activities of our 
northern neighbors in such things as 
rehabilitation and training of war vete- 
rans, and the formation of a Jewelers 
Institute to certify jewelers, watch- 
makers and engravers. 

The question-and-answer period that 
followed resolved into a discussion of 
the merits and demerits of watchmaker 
licensing, with President Michaels tak- 
ing the negative side on the ground of 
being opposed to licensing and Govern- 
ment regulation of business on_prin- 
ciple. 

Other participants, however—espe- 
cially those from states where watch- 
maker licensing is in effect—heartily 
disagreed, stating that actual experi- 
ence has disclosed no valid reasons for 
objection and has produced many 
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positive benefits to watchmaker and 
jeweler alike. . 


LOWER MARGINS—BIGGER VOLUME 


Next to prompt and lasting victory, 
concern over their place in post-war 
America was uppermost in jewelers’ 
minds. President Charles J. Michaels’ 
address, at the opening session Monday 
night, Aug. 21, gave them plenty to 
think about. 

Mr. Michaels sees eye-to-eye with the 
principle that private enterprise must 
provide employment for 10,000,000 vet- 
erans, plus civilians, or else Government 
will. Here is his view of jewelry’s part 
of the job: 


Inside the Waldorf 
Ball Reom, with 
JC-K’s cameraman . 


Left and right—Corners of the ball 
room, glimpsed from the balcony, 
which also housed exhibits. Directly 
above, Bulova's dramatic treatment 
of the big stage, where 500 jewelers 
pledged to hire disabled veterans 
after they graduate from Bulova's 
new School of Watchmaking. 


“Our industry, and all others, faces 
the problem of producing in volume, at 
prices low enough to permit everyone to 
buy—and everyone to work. 

“The important thing is that we can’t 
wait for production volume before we 
lower our prices. The starting point 
must be reversed. In past years, we 
reduced our prices only after sales were 
large enough to guarantee our profit. 


| “iy 4% 


SOME OF THE 9600, as they lined up to register. As usual, Pinkerton detectives stood ] 








From now on, if»we hope to PYOSper, 
we must anticipate and start ‘from thy 
other end. Not just the manufacty 
but the wholesalers too, and, even 
important, the retailers. Profits, 
on a percentage basis, are going to 
smaller whether we like it or not 
volume of business alone can give 
increased net income. j bf 
“The consumer of jewelry produch 
like all other goods, must get two j 
for little more than he now pays for 
The manufacturer who makes these 
items must be. satisfied with appro; 
mately the same or slightly more p 
as he now’makes on one. And that cap. 
ries right on down. the line. Assuming 


* 


that this is done, production is tripled, 
and more people work. It’s the Ford 
story all over again. Half price to the 
consumer. Three times the production 
Higher wages to labor. And more profit 
for everyone concerned.” 


A $6 BILLION JEWELRY MARKET? 

If jewelers meet this challenge, Mr 
Michaels predicted, they’ll be selling 
three or four times the 1943 volame— 
not $1% billions, but $444 or $6 bil 
lions. 

Examples of how jewelers’ market ea 
expand: 10,000,000 low-priced — good 
watches and millions of sets of good sik 
verplate at low price, besides more ee 
pensive watches and fine silverplate than 
ever before. Mr. Michaels added: 

“Sterling, too, can be made in good 
quality at far lower prices, with an in 
creasing sale of luxury lines. And sy, 
too, with clocks, rings and everything 
else we handle. Extend this theory to 
all other types of merchandise and ser 
vices, and the method by which our pre 
duction can be moved into the channel 
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of trade becomes plain.” 
“Parlier in his talk, Mr. Michaels gave 
: facts, figures and prognostications 
‘about ANRJA. Three years ago, he said, 
rship was about 3500; now it’s 
pearly 7000—“and at the present rate of 
wth it will not be long before our 
jnitial objective of 10,000 will be a 
starting point for further expansion.” 


FLMO ROPER LOOKS AHEAD 


Elmo Roper, marketing and research 
specialist; Dr. Lewis A. Wilson, deputy 
rintendent of education of New 
York State, and John E. Hamm, econo- 
mist of the Biow Co., were speakers 
Tuesday morning, Aug. 22. These ad- 
dresses were preceded by a series of 
‘brief reports given by regional vice- 
ppessidents. 
“> Mr. Roper, whose surveys on public 
" on in Fortune Magazine have 
‘created interest, prefaced his talk by 
saying that he “was once in the jeweiry 
_business,” himself. He then launched 


% 
? 


into his discussion of “Some Problems 
“the Public Is Thinking About Now,” be- 


ns with an assertion that public 
ng has undergone a_ definite 
change under the impact of recent 
»events. 

With victory certain and not too far 
away, the trend of public thinking is 
heading toward post-war security, both 
national and personal, Mr. Roper de- 
clared. “The majority of the people,” 
he said, “is demanding that something 
be done about unemployment, and if 
private enterprise wants to prove itself, 
it must find the way. Any system of 
private enterprise or any Government 
which ignores this cannot stay long in 
power. Property rights can’t be put 
above human rights, dividends can’t be 
more sacred than wages.” 


TRAINING IN RETAIL ARTS 


“Part of the post-war plans of the 
New York State Board of Regents is 
the establishment of an Institute of Re- 
tail Business Management that will 
offer a two-year course for high school 





graduates wishing to prepare for em- 
ployment in the field of. retail distri- 
bution,” said Dr. Lewis A. Wilson, 
Deputy Superintendent of Education, 
New York State. The institute will be 
situated in Utica, N. Y., and enrollment 
will not be merely confined to residents 
of the Empire State but open also to 
those living in other States. 

John E. Hamm, economist of the 
Biow Co., New York, said there are too 
many uncertainties to justify long-range 
projections of economic trends. How- 
ever, beyond 1946 the speaker sees a 
period of unparalleled peacetime pros- 
perity in this country to the extent that 
spending on behalf of both business and 
individuals would be resumed, taking 
the gross national product to a high 
level never known before. 


GREAT PROSPERITY—AFTER ‘46 


“In terms of what we know, however, 
and of some reasonable guesses,” Mr. 
Hamm indicated a possible course of 
economic activity over the next few 
years. The speaker made these assump- 
tions: 

—The war in Europe will be over the 
last half of 1944 and the conflict in the 
Pacific will end before the close of 
1945. 

—Military expenditures will be cut to 
as low as ten billion dollars after the 
collapse of Japan. 

—A_ split-Congress will delay the 
enactment of an over-all recovery pro- 
gram.—Despite unprecedented savings 
and accumulated needs, consumers will 
limit their purchases to essentials until 
confidence in the future is established. 

In terms of these assumptions, Mr. 
Hamm indicated the possibility of a 
marked drop in the gross national prod- 
uct between mid-1944 and the end of 
1946 and an alarming rise in unemploy- 
ment during the same period. 


POW-WOW ON CREDIT SELLING 


Tuesday afternoon was given over to 
all open forum discussion of credit sell- 
ing problems. 

First topic considered was contract 








WHAT THE RESOLUTIONS SAY—IN BRIEF 


Regulation W—Should be rescinded as soon after the completion of the European 
hostilities as the technical and administrative problem of repeal can be solved. 
ANRJA looks forward to “a healthy and prosperous expansion of consumer credit” 
and pledges itself to guidance and leadership in assisting merchants throughout the 
country in extending credit on an economic, moral and ethical basis." 

* * 


OPA—Praised for its many successful victories in the war against inflation. However, it 
n't force retailers to disclose excise taxes "in a negative and unnecessary manner.” 
* * 


Watchmakin Licensing—Because action by one state influences others, study should 
iven "to long-term effects of regulation which may become bureaucratic and 


result in future evils." 
* 


Veteran Rehabilitation—Further jewelry making, engraving and watch repairing school 
Promised for the benefit of wounded soldiers and sailors. eee ay P 
eS +6," 


Gold-Palladium Order Repeal—Asked at ANRJA's 1943 convention, repeal was seen 


due to the help of many organizations and 


persons, "particularly the Jewelry Manu- 


facturers Advisory Committee of WPB and its outstanding chairman, Gus Niemeyer.” 


* 


WPB Chairman Donald Nelson—Lauded as a 4-star general on the home front and 
pledged full cooperation in the gradual and orderly resumption of the supply of civilian 


$. 
* 


* 


Post-War Problems—To be studied with "a particular emphasis upon the production 
and development of ethical competition, fair to the consumer and to the established 


economy." 
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A RICH EXPERIENCE, that convention. 
Especially for Jerry Grant of Swank, Inc., 
left, and Clarence Olsen of Olsen & Ebann 
Jewelry Co., Chicago. They won a $50 and 
a $100 War Bond, respectively. Four other 
Bonds were handed lucky winners in a draw- 
ing at the opening session. 


forms, on which it appeared to be the 
unanimous opinion that a short, simple 
contract printed in fairly large for 
quick and easy readifig is by all odds 
the most desirable, No dissenting 
opinions were voiced, though it was 
pointed out that requirements might 
differ somewhat from state to state be- 
cause*of differences in laws. 

The basis on which credit should be 

granted likewise evoked no debate. 
Vice-President Slavick, who presided 
over the meeting, summed up the gen- 
eral view with the statement that get- 
ting adequate information about the 
customer, and having a clear and definite 
understanding with him is far more im- 
portant than the amount of the down 
payment. 
’ Myron Everts, Dallas, expressed the 
view that the best way to assure prompt 
collection is to have a thorough under- 
standing of terms with the customer at 
the time the sale is made. Re 

Eliot Hirschberg of Finlay-Strauss, 
New York, summed it up by saying 
that credit jewelers should observe the 
10 commandments, and suggested that 
ANRJA, might draw up and adopt a 
voluntary code of credit selling prac- 
tices which credit jewelers could pledge 
themselves to observe in order to fore- 
stall enforced regulation by bureau- 
cratic authority. 

The problem of increasing the volume 
of accounts receivable on credit jewelers’ 
books in the post-war era will largely 
solve itself, believes ANRJA President 
Michaels. As conditions get back to- 
ward a more normal status, he said, 
people will naturally be less inclined to 
pay cash in full, and will use their credit 
more, so that the volume of sales on 
credit will automatically rise. The real 
thing to consider, he continued, is how 
to give the public greater values—better 
goods at even lower prices and a nar- 


rower percentage of profit so that total © 


volume will grow and total volume of 
profits along with it. 

As to Regulation W, Mr. Slavick 
summed up sentiment when he declared: 
“As long as it serves a useful purpose 
in winning the war, our industry is all 
in favor of continuing Regulation W. 
But as soon as that purpose is no longer 
needed, I favor elimination of the curbs 
on credit selling.” 


PLATED FLATWARE PROSPECTS 


The current situation in all branches 
of the industry and a glimpse into the 
post-war era was the theme of promi- 
nent figures in the trade who addressed 
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WHETHER A $500,000 DIAMOND NECKLACE—or a 75c. chromo of Elsie the Cow, that 
shines in the dark—you'd find it among the 170 exhibits. Both classes of seller seemed well 
yr are pat they totaled sales figures. All photos in this section by JC-K Staffman 
. E. McGinn. 


the Wednesday morning session, Aug. 23. 

Frederic W. Roedel, Utica, N. Y., 
opening with a talk on “Plated Silver 
and Post War Plans,” outlined limita- 
tions placed on the manufacturer of 
platedware and expressed the belief 
that there will be no let-un in these 
restrictions until the invasions in Europe 
are well on the road to a definite con- 
clusion. 


SILVER SUPPLY SHORT 


Additional silver for the industry is 
not in prospect, in the opinion of Wil- 
liam G. Thurber, Tilden-Thurber Corp., 
Providence, and chairman of the Silver 
Committee of the ANRJA. 


“When more metal is available and 
the manpower situation is eased,” re- 
marked Mr. Thurber, “the speed of con- 
version by the manufacturer will vary 
with different firms. Those whose ca- 
pacity has not been greatly interferred 
with by war contracts will get into pro- 
duction rapidly, while it will take others 
perhaps six months or more before be- 
ing mc to reasonably supply retailers’ 
needs and to build up some sort of in- 
ventories. 

“House-to-house selling will un- 
doubtedly be a factor in the post-war 
period, particularly so if the price of 
silver is low. Retailers will do well to 
give this some thought, and should be 
prepared to meet such competition if 
it develops in their locality.” 
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“CLEAN OUT BRANDLESS JEWELRY” 


The recent revocation of Order L-45, 
restricting the use of gold and palla- 
dium for jewelry, and the beneficial 
effects it will have on the jewelry trade, 
was stressed by W. Waters Schwab, 
president of J..R. Wood & Sons, New 
York, and president of Jewelry Crafts 
Association, who spoke on the subject 
of “Gold Jewelry.” In the speaker’s 
opinion, this newest Government move 
“will knock out black market opera- 
tions.” 

“While no one knows for a certainty 
how far black market transactions ex- 
tended, it is safe to say they involved 
millions of dollars. For another thing, 
the government’s latest action will re- 
move the pressure to overbuy which de- 
veloped because merchants were so 
anxious to be sure of obtaining badly 
needed merchandise. 

“But, I don’t think this is the time to 
be over-optimistic about the situation. 
True there are no longer restrictions on 
the use of gold. But there are definite 
restrictions on the use of labor. That 
picture hasn’t changedisince July 1, when 
the War Manpower Commission issued 
a directive governing the unrestricted 
or loose labor market. The directive 
orders that all manufacturers of non- 
essential industries may not hire any 
male worker between the ages of 18 and 
45 unless the worker presents a referral 
card from the U. S. Employment Ser- 








vice. But here’s the catch:—the y $, 
E. S. will not refer a worker to g Non. 
essential plant—but only to plants e. 
gaged in war production—unless he cay 
prove that his is a hardship case, 

“In other words, all the trained labor 
that went into the Black Market bh» 
cause of the illegally high wages, im 
not be able to come back into the legit. 
mate field even if it wants to. We ar 
faced, possibly, with the necessity of 
training new labor—if we can find ap 

“There ‘are certain other prob ; 
aftermaths of the L-45 ruling, which ye 
must face frankly. What, for ing 
was the effect of that order upon th 
trade? We know that the retail jew- 
elers had their biggest year in Joa 
Yet, the manufacturers were restricted 
to the use of only 50 per cent of thei 
1941 gold production during most of 
that year. And, after that big year, the 
January, 1944, inventories were vastly 
larger than they had been in January, 
1943, 

“Why? Let’s not be naive. It must 
have meant that considerable merchap. 
dise was being purchased from the 
Black Market. When a manufacturer 
disobeys one law or one rule it is not 
inconceivable that he will break another 
law or rule if it suits his convenience, 
And that may explain why we find man 
pieces of gold jewelry being stamped 
14-Karat but containing no trademark 
whatever. 

“It seems to me, that it behooves the 
jeweler to dispose of these goods as 
quickly as possible and to see to it that 
he purchases no more of them. His ex- 
cuse that he must ‘stock up’ because of 
shortages will no longer be valid.” 


THE WHOLESALERS' JOB 


The task of distribution will be a 
problem during the reconversion period, 
in the opinion of Harold Alberts, presi- 
dent NWJA, who maintained that only 
the wholesaler, through planned _ allot 
ments to the retailer, can do this job 
equitably and thoroughly. 

“The wholesaler,” said -Mr. Alberts, § 
“has been the only possible source from 
which the great majority of the cour 
try’s retailers could procure the merd 
andise to continue in business and it & 
no exaggeration to say that wholesales 
have played a decidedly important role 
in these abnormal years. 

“Most jewelers recognize these wr 
usual war years as a passing phase ant 
look forward to the war’s end; to the 
quick re-establishment of sound business 
principles; the return of the old familiar 
names and products, and to the advent 
of a new era divested of the old, trade 
abuses and inequalities. In this coming 
post-war era the wholesaler will be 
called upon to play a most important 
part. His work may well spell the dif 
ference between an orderly, construe 
tive return to normal business and # 
period of hit-or-miss scrambling fo 
individual advantage—with a transient 
gain for the few, but ultimate harm @ 
our entire industry.” 


WATCHES; U. S. AND SWISS 


Conflict of opinions developed whet 
the watch situation was discussed, will 
Roland Gsell, New York, president @ 
the American Watch Assemblers’ Ass® 
ciation, arguing for the Swiss produt 
and-T. Albert Potter, president, Elgit 
National Watch Co., fighting for th 
American manufacturers. 
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And Socially Speaking .. . 


The four days’ deliberations got off to 
a good start on Monday night with a 
reception in the Sert Room. 

On Tuesday night, International Silver 
Co. was host in the Wedgwood Room. 
Visitors met band leader Ozzie Nelson 
and his charming wife, Harriet Hilliard 
headlined singer with the Nelson orches- 
tra. The couple are to be starred in a 
new radio program sponsored by Inter- 
national. 

De Beers Consolidated Diamond Mines, 
Ltd., in codperation with its advertising 
agency N. W. Ayer & Son, Inc., enter- 


tained the visiting jewelers Wednesday 
afternoon at the opening of “A Gallery 
of Diamonds and Dolls" depicting the 
200-year history of diamond engage- 
ment rings and bridal fashions, in the 
Park Lane Hotel. 

Coming at the close of the convention, 
the dinner, floor show and dancing on 
Thursday night afforded pleasant re- 
laxation to the weary minded delegates 
and physically exhausted exhibitors. The 
usual reception in the East Foyer, pre- 
ceded the evening's activities which 
ended close to midnight. 





OT 
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If the war continues to progress 
favorably “there is a chance” in the 
opinion of Mr. Gsell, “that transporta- 
tion from Switzerland to the United 
States can be resumed sometime this 
Fall—perhaps even early enough for the 
shipments (of watches it is presumed) 
now accumulating at the border in 
Geneva, to reach us before Christmas.” 

There is no likelihood that the in- 
creased cost of producing watches in 
Switzerland will drop quickly after the 
war, in the opinion of the speaker. True, 
some cheap watches did reach’ this mar- 
ket, but “by far the largest part of im- 
ports consist of very soundly designed 
lever watch movements,” said Mr. Gsell, 
who also emphasized that “most im- 
ported watches have been sold in this 
country at a fair price.” It was de- 
vulged by the speaker that our armed 
forces requisitioned a considerable part 
of watch imports, taking more than 1,- 
000,000 watches a yer. 


ASKS "MORATORIUM" ON IMPORTS 


Arguing “that there is a real danger 
from some of the foreign merchandise 
that has been pouring into this country.” 
T. Albert Potter told the jewelers “a 
moratorium on Swiss watch imports can 
be helpful to you and an equalization 
of imports would stabilize the watch 
market for you and for the American 
watch industry when it is able to pro- 
duce again for civilian consumption.” 

“There have been lulls in Government 
orders since the end of 1942 which gave 
us the hope that we could start civilian 
production,” he said. “In February, 
March and April of 1944 few orders 
were received, but in June, July and 
August large orders have been placed 
to meet new Army demands. These 
orders are mostly for special watches 
which are not suitable for civilian busi- 
ness, which means starting from 
scratch.” 

He went on to say that “we have 
some of the necessarv materials for the 
manufacture of civilian watches when 
the demand for government watches 
tapers off. Our facilities are in better 
shape than they were when the war first 
started, and we are raring to go when 
war requirements are met.” The speaker 
warned against overstocking and ex- 
pressed the belief that for a while jew- 
elers can afford ‘to be conservative in 


their purchases, 


DIAMOND CAMPAIGN ENLARGED 


“A Gallery of Diamonds and Dolls,” 
depicting the 200-year-history of dia 
mond engagement rings and bridal 
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fashions, made its debut at the Park 
Lane Hotel during the week of the con- 
vention and at the end of its New York 
showing, Charles R. Hogen, N. W. 
Ayer & Son, Inc., New York, talking 
on the diamond advertising, publicity 
and promotional program of DeBeers 
Consolidated Mines, Ltd., told the jew- 
elers that the exhibit will be available 
for rental by them and that“dates for 
bookings can be arranged through the 
concern. 

Reviewing the success of the DeBeers 
campaign which is about to enter its 
sixth year, Mr. Hogen attributed the 
all-time record sales of diamonds in 
1943 to a combination of factors but 








warned the jewelers that it would be a 
mistake to close their eyes to the fact 
that their business has been enormously 
aided by conditions which will not con- 
tinue. He also mentioned that the De- 
Beers campaign will be materially in- 


- creased and that the advertising will run 


in a list of national publications whose 
circulation totals eighteen and one-half 
million. 


MERCHANDISE NEEDS “GLORIFYING” 


“Merchandise cannot talk, you must 
glorify or dramatize it,” said W. L. 
Stensgaard, head of W. L. Stensgaard 
& Associates, Inc., Chicago. “A poor 
display,” he pointed out, “utilizes valu- 
able space, takes time, sells less and 
gives your competition the advantage.” 


Mr. Stensgaard presented these 10 
practical rules to guide jewelers in 
achieving better displays: Decide the 
kind of store you are and make that 
evident in your displays; don’t use your 
windows for a stock room; have a good 
idea for every window; change windows 
often; don’t try to impress the public 
with your bargains; assure displays 
with timely interest and never neglect 
the human interest element; feature well 
known brands; check and recheck re- 
sults from displays and change only to 
improve; plan each display in advance 
and have the best display in your com- 
munity directed toward helping every 
worthy cause in our national interest. 


HOW MANY CAN YOU NAME, in these pictures and those on facing page? Sorry, no 
prizes for best answers. But whoever identifies the greatest number will get a verbal bouquet 


in next month's JC-K. 
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PRICE-GOUGING FOR REPAIRS? 


One of the highlights of the convention 
sessions was the retail clinic staged 
Wednesday afternoon with Myron Ev- 
erts, Dallas, Tex., and past-president of 
the national association, presiding. 


What sounded like a blunt warning - 


can be found in remarks by O. M. Sher- 
man, price attorney, New York office of 
OPA, when he told -retailers that “it is 
no secret that both the national office of 
OPA and field offices throughout the 
country have received a great many com- 
plaints about watch pe jewelry repair 
prices. The repair industry, for the 
most part, is presently subject only to 
voluntary control. I say ‘presently’ not 
with the idea of presenting a tacit threat 
or promise of price control to come, for 
I know of no such projected plan at this 
time. However, I can say that if self- 
regulation or control is not successful, 
regulation by the OPA will inevitably 
follow. 

“It is a universal human failing to 
make hay while the sun shines, but don’t 
kill the goose that lays the golden eggs. 
I think it is incumbent upon you retailers 
to review your situation in this respect 
and to use all the moral suasion neces- 
sary on the backsliders.” 


“VANITY” AND "SENTIMENT" 


In spite of all of the changes which 
will confront the jewelry business after 
the war and the new problems to be faced, 
there are two basic conditions which will 
always bring customers to the jewelry 
store, said Alfred J. Silberstein, presi- 
dent of Alfred J. Silberstein, Bert Gold- 
smith, Inc. “Human vanity and human 
sentiment . . . will never desert you. They 
are as fixed as stars in human nature. 
You can count on them when every other 
buying motive fails.” 

re is no commodity, Mr. Silberstein 
went on, in which these elements in 
human nature so appropriately find ex- 
pression as in jewelry. “You need only 
to stimulate them, cultivate them by ap- 
pealing merchandise and effective pub- 
licity, to make them continuously, re- 
gardless of the times, the ever-present 
primary forces of the jewelry trade.” 

Mr. Silberstein expressed confidence in 
the gm wigse of the jeweler after the 
war. ‘ retail jeweler has benefited 
from wartime spending and the pent-up 
desire to possess jewelry,” he stated. 
“But there is still a great reservoir of 
accumulated savings and _ unsatisfied 
wants. The conservative element has not 
yet made itself felt in the market. It 
has been waiting for a brighter outlook 
before releasing its planned spending.” 


HOW’RE YOUR PUBLIC RELATIONS? 


Durward Howes, of Los Angles, be- 
lieves few jewelers have given thought 
to public relations. He urged jewelers 
to treat every customer as if he were 
going to “buy your store out.” “Walk 
into your own store as if you were a 
potential customer,” he suggested. “Was 
your first impression good? Was the 
salesman friendly and courteous?” Mr. 
Howes also brought up the behind-the- 
scenes to the customer, asking the jew- 
elers if their bookkeeping and ship- 
ping departments are efficient and accu- 
rate, and the repair department willing 
to serve even if the merchandise were 
bought elsewhere. 

“Nerve, brass and a complete lack of 
modesty” were offered as the best ways 
of obtaining publicity by Walter R. 
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Thomas, of Atlanta, Ga. Taking an ac- 
tive part in all local activity, he asserted, 
is the best way of obtaining publicity, 
and he cited his policy of making his 
store always the donor of the top prize 
in any contest in his area, pointing out 
that the greatest amount of publicity 
falls to the leading award. 

Tying in the all-important need for the 
rehabilitation of the returned service 
man with the shortage of trained watch- 
makers, Harold T. Partridge, Boston, 
told of the Arthur A. Hensen Trade 
School at Waltham, Mass., the watch- 
making school sponsored by the retail 
jewelers, the Massachusetts Department 
of Education, the City of Waltham and 
the Waltham Watch Co., under state su- 
pervision. Twenty-eight students are now 
attending the school, Mr. Partridge said, 
and 10 more are on the waiting list, an 
excellent showing, he pointed out, for an 
institution which is still less than one 
year old. 


CHINA'S PULLING POWER 


Woman’s love for fine china should be 
used to draw her into the jewelry store, 
said S. P. Elam, of Austin, Minn., in his 
talk on Thursday afternoon. Mr. Elam 
told of his own testing of his theory dur- 
ing his relatively brief experience in the 
jewelry field, and assured the jewelers 
that he has found it successful to offer 
his customer not only the silverware for 
her table, but the china, glass and linen 
that go with it. “We sell the engagement 
ring and the wedding ring,” he went on. 
“Why not follow through with the mer- 
chandise that will help the bride to set a 
really beautiful table? Is it good busi- 
ness to sell her only the silverware and 
let her go to the department store for the 
other ‘ingredients’ for her table setting?” 


VICTORIAN FASHIONS—AND JEWELS 


Coming: heights of elegance in femi- 
nine dress unseen since 1900—said June 
Hamilton Rhodes, at the jam-packed 
style clinic after Tuesday afternoon’s 
convention session. This was presented 
for the Jewelry Industry Publicity 
Board and was introduced "by Myron 
Everts, Dallas, past-president of 
ANRJA, who remarked: — 

“With tremendous ‘buy pressure’ from 
cars, washing machines, vacuum cleaners 
and other durable goods not ordinarily 
sold by jewelers, we’re heading towards 
plenty of competition. 

“Publicity for jewelry should be the 
basis for our post-war plans. The Jew- 
elry Industry Publicity Board has 
power value 100 per cent—and then 
some!” 

In connection with a magnificent 
fashion show of Fall and Winter styles 
from Miss 1-Year-Old to her grand- 
mother, Mrs. Rhodes said: “Women willl 
be ‘gracious’; colors feminine, designs 
Victorian. There will be call far pen- 
dant earrings, combs for upswept hair, 
chokers, long necklaces and lavallieres, 
besides other jewelry.” 

Highspots in Mrs. Rhodes’ presenta- 


tion: 


—Don’t let department stores’ volume 
in compacts, handbags, costume jewelry 
give them the advantage. Pool your 
buying with other jewelers; get manu- 
facturers to sell you lines for jewelers 
only. 

—There’ll soon be millions of new 
homes. Center promotions around fine 
silverware, crystal, china. 

—Native jewelry and silver interest 


. mittee, 








G. I. Joe overseas. 


He'll be a better 
customer for U. S. jewels and sly, 
when. he gets back. me 


—The girl now buys her fiance’ 


“engagement gift.” Typical present. 
A stone-set or signet ring. Five. jewelers 
who pioneered this idea say it works, 


Exhibitors’ "One Show" 
Group Votes to Disband; 
Will Pay Back Money 


Surprise. event of convention Week 
was the sudden decision by the directors 
of the Jewelry & Allied Trades Aggo. 
ciation to dissolve the organization. 

This is the group that has been repre. 
senting the jewelry show exhibitors who 
have been agitating for only one show 
a year. Apparently the board believed 
that since so many of the members of 
the group have indicated by their par. 
ticipation in this year’s ANRJA dis 
play that they will not continue to hold 
to the one show idea, the J. & A.TA, 
could no longer expect to accom 
its purpose, and the directors therefore 
unanimously voted to disband in the 
interests of trade harmony. Also by 
action of the board, all money which 
has been paid in by members for reser- 
vation of space in the proposed post- 
war show ‘under the exhibtors’ own spon- 
sorship, will be returned in full to such 
members. None of it will be deducted 
for any expenses that have been in- 
curred by the Association, the directors 
having voted to assume among them- 
selves all financial obligations. 

The one-show idea is officially dead. 

Also dead is the rather startling pro- 
posal by NACJ Secretary William 
Wagner that the Jewelry and Allied 
Trades Association turn over its tre 
to NACJ. (Page 260 of this issue.) : 








Security Alliance Has Luncheon 


Among the extra-curricular activities 
of the convention was the luncheon 
tendered by the executive committee of 
the Jewelers Security Alliance to the 
out-of-town members of the advisory 
board on Tuesday, which was attended 
by approximately 30 men. 

Police Commissioner Valentine of New 
York, a guest, discussed the possibility 
of a large crime wave following the ces 
sation of the war, expressing the opinion 
that conditions would depend largely 
upon the manner demobilization is 
handled and the general economic con- 


' ditions. He particularly recommended 


that jewelers take precaution to protect 
their windows on Armistice Day be 
cause of the probability of huge and 
over-enthusiastic crowds in which actk 
dents, as well as crimes, might 
occur. 

Chairmen of the various committees 
reported on current activities, including 
William Ogush of the insurance commit 
tee,. Otto Wormser of the crime com 
W. Waters Schwab of the 
publicity committee, and Victor Lambert 
of the membership committee. Capt 
Mosher, supt. of the Pinkerton Detet 
tive Agency, the final speaker, stressel 
the need for jewelers being able to ider 
tify stolen goods. He urged that note 
be kept of serial numbers and that’ ead 
jeweler adopt and use a_ persona 
scratch mark on all jewelry. to enable 
him to identify lost or. stolen items. 
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Order L-45, revoked Aug. 14, was re- 
ported to be the first regulation com- 
pletely repealed by WPB. Credit for 
| obtaining the repeal chiefly belongs to 
'P. Irving Grinberg, who left his New 
York jewelry business to administer the 
|order, who strove for amendments to 
|make an “unworkable order work,” and 
' whose growing conviction that it accom- 
| plished more evil than good now leaves 
| him without a job. 





GRINBERG TO RESIGN 


Long-time pearl importer, former 
president of the Jewelers 24 Karat Club 
of New York, Mr. Grinberg said he 
would soon resign from WPB. He did 
not reveal his personal plans, except de- 
sire to return to the jewelry industry. 

Text of the revocation follows: 

“War Production Board (Part 3291, 
Conswmers Durable Goods). General 
Limitation Order L-45 Revocation. 

“Section 3291.195. (General Limita- 
tion Order L-45) restricting the use of 
karat gold and palladium in the manu- 
facture of jewelry is hereby revoked. 

“This revocation does not affect any 
liabilities. accrued under the order. 
Manufacture and production of jewelry 
remains subject to all other applicable 
regulations and orders of the War Pro- 
duction Board. 

“Issued this 14th day of August, 1944. 
War Production Board. By J. Joseph 
Whelan, recording secretary.” 





OTHER METALS STILL RESTRICTED 


As the good news spread, enthusiasm 
was shared by everybody except the 
wildcat blackmarket operators. A dozen 
other WPB orders still limit metals for 
jewelry (irridium, platinum, rhodium, 
silver, copper, nickel, tin and lead), but 
the least defensible of the regulations— 
the open door to bootleg production of 
brandless, sub-standard jewelry—was 
closed. 

On second thought, though, the pic- 
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WPB Ends Gold-Palladium Limitation; 
Black Market Hit, but Evils Linger 


In a death blow to black market manufacturers, who with gangster-like 
scorn for law have flooded the country with shoddy, brandless, high-priced 
gold jewelry during the last 16 months, the War Production Board has re- 
pealed the gold and palladium limitation order. 
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ture—at least for the next few months— 
wasn’t all rosy by any means. Here’s 
a digest of trade opinion: 


SOME DARKER ANGLES 

Scalawags’ Future—Half the black 
market producers will go the way of all 
flesh, unmourned and unsung. The rest, 
suddenly claiming they’ve got religion, 
will stab at a permanent place in the 
jewelry trade. Their judges: the whole- 
saler and retailer. 

Today’s Market—Because many whole- 
salers and retailers are heavily stocked 
with brandless gold goods, often as 
highly priced as poorly made, they’ll try 
to unload. 

It may not be till the end of the holi- 
day season that distributors will place 
substantial orders for honestly made, 
legally marked gold jewelry. 


OLD FEAR GONE 

Sellers who in the past took full quota 
allocations from old-line manufacturers, 
at the first of each quarter, under L-45, 
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no longer have this spur to buy. With 
an unlimited supply of gold, manufac- 
turers can fill unlimited orders, subject 
only to restrictions on manpower. The 
old fear, “If I don’t order my full quota 
this quarter, I won’t ‘get it” is gone. 

Legitimate Manufacturers — Penalized 
by L-45 limitations, since April 15, 1948, 
honorable manufacturers continue to suf- 
fer lost markets after the order’s re- 
peal. Some expect to make heavier- 
weight jewelry, instead of the light sub- 
stitutes developed, under L-45 to stretch 
out'the supply of gold. They’re not wor- 
ried over manpower, except in the tight 
Newark area; could fill larger orders By 
additional overtime. The present work- 
week in New York is 35 hours, plus five 
hours’ overtime. 
' More karat gold jewelry may be made 
in the Providence area, as makers take 
advantage of the new access to gold. 

During its year and a third of opera- 
tion, L-45 was amended on May 6, 1943, 
June 23, 1948, and Jan. 15, 1944, in three 
tries to plug loopholes and ¢orrect in- 
equalities. Until the last change, use of 
gold and palladium was held to 50 per 
cent of 1941 production, plus a quota 
based on the amount of platinum used 
in 1941. After Jan. 15, the quotas were 
raised to 75. per cent of the 1941 con- 
sumption of gold and palladium, beside 
once and a half times the weight in 
those metals based on the weight of the 
platinum used in 1941. 

Summing up trade opinions—Dead 
L-45 is like dead Caesar: The evil that it 
did lives after. 





Many New York Melee Cutting Factories Reported Shut, 
As Allied Armies Promise to Liberate the Low Countries 


New York manufacturers of diamond 
melee worked fewer hours last month 
and at least 30 shut down—with hopes, 
of course, of reopening—as Allied armies 
drove the Nazis back towards the Rhine 
and prospects for reestablishing the cut- 
ting industry in the Low: Countries 
seemed less remote. 

With refugee dealers reported running 
about in an attempt to sell advantage- 
ously before trekking back home, most 
of the New York cutting plants—sizes 
as well as melee—were closed during the 
first half of August. This holiday in 
production was intended to help sta- 
bilize the market. For the workers, one 
week was vacation with pay; the second 
week was lay-off. 





Naturally, most of the unemployment 
at the end of August was among the 
melee cutters, chiefly young women. No 
more than 50 to 70 members of the Dia- 
mond Workers’ Protective Association of 
America, the operators who work on 
goods weighing half a carat and up, fin- 
ished weight, were said to be idle. 

The whole trade looked for a pick-up 
in the market after Labor Day, when the 
fall buying season gets under way. Top 
quality goods in all sizes continued in 
strong hands; prices held at the high 
levels indicated by the. Diamond Cor- 
poration’s recent 7 per cent boost in 
the price of rough “crinkles” and “crys- 
tals.” 
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Niemeyer, Shinn Speak 
At Bureau Conference, 
Stress Mutual Aid 


The Better Business Bureaus of 
the country are waging a good fight 
against misrepresentation and false 
advertising of jewelry, and closer 
cooperation between the Bureaus and 
the Jewelers’ Vigilance Committee 
can work to advantage in stamping 
out unethical elements in the jewelry 
trade, G. H. Niemeyer, chairman of 
the JVC, told representatives of the 
BBBs_at the annual conference of 
the National Association of Better 
Business Bureaus on June 29 in 
Cleveland, Ohio. 


“I know of no trade in which the in- 
tegrity and reputation of the retailer 
is more. important to the consumer than 
it is in the jewelry business. The con- 
sumer is, and naturally must remain, 
ignorant of the true or comparative value 
of such things as diamonds, other 
precious stones and watches. The con- 
sumer can compare values on such things 
as shirts, shoes, and suits but on very 
few if any of the things found in a 
jewelry store,” said Mr.. Niemeyer. 

The jewelry industry is conscious of 
its obligation to the public, Mr. Nie- 
meyer declared, but in the past several 
years has been burdened with unethical 
newcomers who try to capitalize on the 
industry’s reputation. 


HELPED BY WAR 


“The opportunity, that these new ele- 
ments had, has been greatly enhanced 
by the demands created by the war. 
Our armed forces needed watches, our 
American manufacturers had to con- 
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vert 100 per cent to vital war produc- 
tion, so more of them came from 
Switzerland—many good ones but also 
a terrific lot of junk often called by 
good American names . ok 

“New methods of expanding trade 
are being used by these newcomers in 
all branches in our trade without re- 
gard for the ethics or traditions of our 
industry. In passing, it should be noted 
that in the past reputations were estab- 
lished through the basic fundamentals 
of fair dealing over many years; today 
through radio and other more modern 
means: of propaganda and advertising 
we see business and consumer accept- 
ance established almost over night. I 
believe that the war will bring a further 
letdown in business morals; the Lord 
knows it has already brought us a fine 
crop of black marketeers, chislers, and 
just plain crooks.” 


GIVES JVC HISTORY 

Mr. Niemeyer briefly outlined the his- 
tory of the JVC, and described its work. 
“While I am proud of our accomplish- 
ments—I am dissatisfied with the phy- 
sical limitations of our effort—precisely 
why I am here. We think that if we 
can bring our organizations closer to- 
gether we can accomplish a great deal. 





First of 10 Regional NACJ Meetings, Subs for Convention, 
To Be Held in New York.on Aug. 30 at Hotel Commodore 


The first of a series of about 10 re- 
gional meetings for members of the Na- 
tional Association of Credit Jewelers in 
place of their annual convention, which 
was called off because of wartime re- 
strictions, was scheduled for Wednesday, 
Aug. 80, at the Hotel Commodore in 
New York. : ¥ 

At the same time, NACJ Executive 
Secretary William Wagner announced 
that most of the meetings would be held 
in September and October. The program 
for each meeting will be the same, cover- 
ing the chief problems credit jewelers 
will have to face after the war. Meetings 
will be of two types—one-day confer- 
ences, or evening sessions. 

Following is the: program for the New 
York meeting on Aug. 30: 

1) President B. G. Rudolph’s address. 

2) Report on activities of NACJ dur- 
ing the past year. 

3) Hugh M. Bennett, attorney, will 
speak on “What Can Be Done About the 
20 Per Cent Excise Tax?” 

4) Arthur G. Warner, former en- 
forcement attorney for the OPA in New 
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York, will talk on “Retail Jewelers and 
the Price Control Law.” 

5) Luncheon. 

6) “What Can Be Done to Get Rid of 
Regulation W?” by NACJ Executive 
Secretary William Wagner. 

7) Seymour Greenberg, president of 
the Associated Credit Jewelers of New 
York and New Jersey, will talk about 
“Adequate and Sound Trade Practice 
Rules for Instalment Jewelry Business.” 

8) Balloting for NACJ directors for 
the coming year. 

The meeting will be held with the co- 
operation of the Associated Credit 
Jewelers of New York and New Jersey, 
and it is expected that about 200 credit 
jewelers in the New York and New 
Jersey area will attend. 


The Dreifus Jewelry Co. of Memphis, 
Tenn., formerly. under the sole owner- 
ship of Fred B. Dreifus, is now a part- 
nership under the same name. Part- 
ners are Fred B. Dreifus, Myra F. 
Dreifus and Joseph Newman. 





ae 

We should like to have you take 
more jewelry work in your community” 
Mr. Niemeyer emphasized. “Bring more | 
jewelers into your advisory committ 4 
Get the jewelers in your section to give 
you better financial support.” a 
Byron L. Shinn, counsel for the Jy¢ 
then told the conference how the Co, d 
mittee did its work, stressing proper 
quality marks and advertising in ga =| 
ing the confidence of the public. “jf 
the public loses confidence in the marks. 
appearing on the goods or in the adyem 
tisements from which they are offered, 
all jewelers suffer. We are interested 
in all false marking or advertising, and| 
we do not care where the ax falls.” ~ | 
There are hundreds of borderline cages 
that do not fall under the various 
statutes, Mr. Shinn said, and the JV@ 

strives to build up precedents t 

such situations. , 
“To secure these precedents, we }j 
proceeded along several lines. We ha 
taken specific cases and presented 


, to the Federal Trade Commission 


rulings, worked with other associatig 
within the trade; we have gone befe 
the Federal Trade Commission and had 
Trade Practice Rules established com 
demning improper marking and ad 
tising practices. We have also work 
(Please turn to page 264) 


AGS Members Vote to Droz 
The Term "Blue White" 


In Describing Diamonds 


“Yes” was on 95 per cent of the ballots 
cast in a recent poll by the America 
Gem Society, asking whether its mem 
bers favored discontinuance of the term 
“blue white” in advertising diamond 
And 90 per cent of the voters also asked! 
that the term be discontinued in market# 
ing, recording or describing diamond 
jewelry! 

AGS said that in September a formal 
recommendation to drop the term “blue 
white” to describe diamonds will be pul 
lished in Guilds. However, it is exp 
that at least 90 per cent of AGS mem 
bership will have dropped the term bf 
then. AGS said that it would not be 
obligatory to drop the term for one yeah 
however. “This period is deemed nece® 
sary for many jewelers in whose vocabie 
larly the term became deeply rooted be 
fore it became meaningless by misuse” 

Members also voted to prohibit the ust 
of superlatives by members in describ 
ing merchandise, and to aid Better Busr 
ness Bureaus in discouraging the adver 
tising of rough diamonds or diamond) 
chips, set in jewelry, as “diamond jewer 
ry.” Members voted a ruling defining) 
diamond jewelry as that “whic 
a diamond symmetrically cut with 
least 16 facets.” | a 

AGS has recommended for some time 
that its members drop the term “Pp 
fect” in favor of the word “flawless.” ~ 





Theron O. Sowers, treasurer of the 
Horological Association of Virginia, anf! 
for the past two years employed as 9) 
chronometer maker at the U. S. Na 
Observatory, Washington, D. C., 1 
accepted a position as instructor for W® 
watchmaking school at San Jose Stalt) 
College, San Jose, Calif. ‘ 
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30 GRAND IN JEWELRY GONE—VIA SKYLIGHT 





Richmond Independent 


Thieves broke, into the Woulf & Ury jewelry store at 602 MacDonald Ave., Richmond, Cal., 
recently and swept the show cases clean of high-priced items. About $30,000 in jewelry, 
including didmond rings valued at $600 and up and $30 wrist watches, held a special appeal 
to the burglar, or burglars. Police said the store was entered by cutting a piece of glass 


out of a skylight window, then unlocking the ventilator, and that the: burglary had appar- 
ently been carefully planned. No attempt was made to enter the safe. In the photo detec- 
tives examine empty jewelry boxes which were tossed on the floor. 





|} UHA;Pats Stamp of Approval on Schools 





Which Pass Examination by Committee 


Nine U. S. watchmaking schools, by 
compl with a school curriculum 
mappéd out by the United Horological 

ssociation, have passed a stiff exaritina- 
tion by a UHA committee and now hold 
the title of Accredited School, UHA. 

UHA spokesmen emphasized that the 
list below was not final. Several excel- 


; lent schools in the country have not ap- 
| plied for examination by the accrediting 
- bes yt and not all the schools which 

we already applied, passed the exami- 


Spékesmen for UHA said that the 
organization has been working for sev- 
eral’ years on a plan to bring U. S. 
schools of horology up to’a certain mini- 
tum standard” of schooling.f“About six 
years ago the association, after extensive 


|} research, set down a basic school curricu- 


lum, presented it to leading watchmak- 
ing schools in the country. The purpose, 
“to bring about a greater standardiza- 
tion in the teaching of horology.” 

Next step—UHA ‘established a school 
accrediting committee. The committee 
“excludes the heads of schools as mem- 
bers inorder to do away with any pos- 
sible adverse criticism from the trade 
after accrediting has been accomplished.” 

A school which applies for accrediting 
pays no charge, but must pay the travel 
expenses of two members who come to 
the school and examine its study pro- 
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gram, equipment, etc. If these two mem- 
bers, okay the school, its name is then 
passed to the rest of the committee, who 
decide whether it shall be accredited 
by UHA. 

The following schools are those which 
at this time hold the title of Accredited 
School, UHA: ‘ 

American Academy of Horology, Den- 
ver, Colo.; American School of Watch- 
making, Glendale, Cal.; Bowman ‘/Tech- 
nical School, Lancaster, Pa.; Bradley 
Polytechnic Institute, Peoria, Ill.; Cali- 
fornia School of Precision Instruments, 
Los Angeles, Cal.; Elgin Watchmakers 
College, Elgin, Ill.; Kansas City School 
of ‘ Watchmaking, Kansas City, Mo.; 
Milwaukee Vocational School, Milwau- 
kee, Wis.; St. Paul Vocational School, 
St. Paul, Minn. 

Members of the committee are: 
Emanuel Seibel, chairman; the president 
of the UHA;; the executive secretary of 
the UHA; one member of the licensing 
board of each state that now has a li- 
censing law, with members to be added 
from each additional state that passes 
licensing legislation; Fred Lund, Chi- 
cago; Charles Braun, ~Idaho; J. S. 
Beimal, Pennsylvania; H. Sabro, Ore- 
gon; W. C. Westphal, Minnesota. 





Ask: “How many War Stamps with 
your change?” | 





| OPA Demands Compliance From Jewelry Trade 


Manufacturers Are Told 
Agency Is Getting Tough; 
“Period of Grace" Is Over 


Jewelry manufacturers who have 
failed to set up the proper records 
under the Maximum Price Regula- 
tion were warned at a meeting in 
New York, on Thursday, Aug. 10, 
that they are in danger of investiga- 
tion and prosecution in the very near 
future, unless they take immediate 
steps to rendér full compliance with 


the order. 

The meeting was called by the Jew- 
elers Vigilance Committee at the request 
of the Office of Price Administration to 
make sure that manufacturers would be 
thoroughly acquainted with the situation 
and penalties facing them in the event 
of failure to comply at once with the pro- 
visions of the order. Approximately 300 
manufacturing jewelers from the New- 
ark and New: York areas attended, 


TRADE RECORD "POOR" 


Peter Ripps, regional chief of OPA’s 
Consumers Durable Goods Division, 
sounded the keynote. “The general level 
of compliance with OPA regulations in 
the jewelry manufacturing industry has 
been poor,” he said, “and the industry 
must recognize and assume its obliga- 
tions under these regulations which have 
the force of law. 

“OPA has relied largely on moral 
suasion up to the present time,” he con- 
tinued, “but now it is about to embark 
on.a policy of rigorous enforcement 
under which any necessary legal steps 
will be resorted to. The jewelry indus- 
try has simply been fortunate enough to 
enjoy a period of grace because of the 
fact that OPA has necessarily had to 
deal with the problem, industry by in- 
dustry, and has felt that as a matter of 
public protection those trades which have 
to do with the cost of living must have 
its first attention. That first part of 
the program is now well in hand,” Mr. 
Ripps stated, “and OPA is now starting 
to move in on less essential industries, 
of which jewelry is one. The period of 
grace is now over. Jewelers must com- 
ply immediately and fully with the OPA 
regulation—or else.” 

Mr. Ripps was followed by Noel fine 
price enforcement attorney for the Con- 
sumers Durable Goods Division in the 
New York area, who explained in detail 
just what steps the manufacturers must 
take in order to comply with OPA re- 
quirements. 


BASE PERIOD PRICES 


First, he explained, records must be 
established, if this has not already been 
done, setting forth the prices at 
each item that the manufacturer had in 
his line in March, 1942, was sold during 
that month. Information which must be 
shown on this record includes: 

1. A description of the article stated 
in terms which will enable the customer 
to recognize the article from the descrip- 
tion. 

(Please turn to page 271) 
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Manufacturers Say They 
Can't Produce Civilian 
Items Till Nazis Licked 


»'»The much-heralded “spot. au- 
thorigation” reconversion — order, 
Priorities Reg. 25, which was issued 
by the War Production Board Aug. 
14 and, allows-manufacture of about 
250. peacetime civilian items (pro- 
viding several big “ifs” are hurdled), 


won't do much for jewelers. 
Reading the list of permitted items in 
their newspapers last month, jewelers 
may have felt a rosy glow when they saw 
these jewelry store items: watches, 
clocks, flatware and hollowware, cutlery, 
electric irons, church goods, some home 
appliances. 


TOO MANY IFS 


Manufacturers of the jewelers’ big 

three—watches, flatware and hollowware 
—dashed any hopes of these items reach- 
ing jewelry store shelves for many 
months. The “ifs” will prevent it. Manu- 
facturers are allowed to go ahead with 
production of the listed items only if it 
won’t interfere with war production, 
manpower supplies or essential civilian 
production. 
’ Collective opinion of the manufactur- 
ers queried was that they won’t be al- 
lowed or won’t be able to get into pro- 
duction of civilian goods until there are 
really heavy cutbacks in war orders. 
That day will probably come when Ger- 
many capitulates. WPB Chief Donald 
M. Nelson has predicted that the Nazis’ 
fall will bring the output of peacetime 
goods up 30 per cent, to the production 
level of 1939. 


THE PROSPECTS ARE... 


Here’s what some of the top manufac- 
turers had to say about it all: 

Flatware: There will be no production 
of high-grade flatware for the trade. The 
order makes no provision for a good 
grade of flatware—manufacturers are 
still only allowed to make a thinly- 
plated, awkwardly designed model. The 
big producers have been making this 
type only for institutions and restau- 
rants—have refused to make it for their 
customers because of its poor quality. 
Only two firms.are making it for regular 
civilian distribution, and they are prob- 
ably already doing all the work they can 
handle. 

Watches: No production of watches, 
either jeweled or non-jeweled. Manu- 
facturers are loaded with war work. 
Even with cutbacks in their individual 
plants, most of them would probably not 
be allowed to turn to peacetime goods. 
In labor-shortage areas, as long as there 
is war work to be done and war workers 
needed in the area, civilian goods come 
last. 

Clocks: The order calls for the pro- 
duction only of alarm clocks. This 
doesn’t meah much, however, because the 
industry was already turning out all the 
Victory model spring and electric alarms 
it could when the order was issued. Ac- 
cording to WPB, about 1% million 
spring alarms and 125,000 electric alarms 
were made in the second quarter of this 
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No Flood of Goods Coming From WPB Spot Orde 
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year. Production is being taken care of 
by only two or three firms—war con- 
tracts will prevent any substantial in- 
crease in output. 


MANPOWER AGAIN 


The “if” that seems most likely to 
spike the whole affair is manpower. The 
nation’s labor supply is stretched thin. 

To produce the listed items, manufac- 
turers must get the permission of their 
local WPB office. And... 

Instructions have been issued to WPB 
field offices that increased civilian pro- 
duction may not be authorized until such 
time as labor checks have been made and 
the area representative of the War Man- 
power Commission has certified in writ- 
ing that the increased manufacture of 
civilian goods will not interfere with 
either local or inter-regional recruitment 
of labor for war production. 


WHAT CAN HAPPEN 


For example, if “A” company has fin- 
ished its war contracts and has adequate 
facilities, manpower and materials avail- 
able for the manufacture of any items 
now permitted under the “spot authori- 
zation” :order and his application for 
such production has been approved by 
WPB, it still might be impossible for the 
company to follow through with actual 
production of the civilian article. If “B” 
company in the same community requires 
the manpower that has become available 
by means of the termination of war con- 
tracts held by “A,” the local WMC office 
can veto “A’s” application. 


THE CHIEFS SAY... 
Donald M. Nelson, WPB chairman, 
and Paul V. McNutt, chairman of WMC, 


issued a joint statement on manpower 
the day after the order was issued, The 


BE yee ne 


~ jectives.” 





i 


statement said, that the two agency 
heads were “agreed” on the following 
points: 

“1) That war production has the fig 
claim on the nation’s manpower and th 
there must be no diversion of manpower 
needed for war production and essentig 
civilian production. , 

“2) That there should be the may. 
mum resumption of civilian productig, 
consistent with war production needs, 

“3) That therefore, wherever labor and 
materials are available which are no} 
needed in, or cannot be made available 
for war production, they should be em. 
ployed in civilian production. 


JOBS MUST BE READY 


“4) That planning for reconversion of 
the soundest and most thorough charag. 
ter should go forward with the utmog 
diligence and intelligence so that, as em. 
ployment in war production ends, jobs jy 
civilian production can be readily found 

“5) That there is and must be at al 
levels, the closest cooperation betwee 
the representatives of the WPB and th 
WMC to accomplish these common ob. 


Goods that have been out of produ. 
tion and will reappear under the spot 
duthorization procedure will obviously 
create price problems. As this issue gog 
to press, OPA has made no definite 
statement of policy on reconversion pric. 
ing. However, OPA officials have prom- 
ised that individual prices will be se 
rapidly enough so as not to delay the 
conversion program. 


HOLD THAT LINE 
OPA is expected to take into conside 
ation any increased costs for labor o 
materials that may have been incurreé 
(Please turn to page 260) 




























BOY, OH BOY! A BONANZA! 





























































































These are only a few of the—now brace 
yourself—5000 alarm clocks now in the 
hands of The Richter & Phillips Co., Cincin- 
nati, Ohio. That is, they were in the hands 





, Cincinnati PO 
of Richter & Phillips a couple of days age 
thé firm is selling them on the basis of 
come, first served. Swiss made, the ¢ 
were ordered ‘way before Christmas, ! 
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$208 Million Jewelry Sales by Department Stores 





ES 
GENERAL AVERAGE DEPARTMENT STORE STATISTICS, 1943 

Gross Average Number Sales Y% Operating Results 
Margin Gross Sale of Stock to Total pense Profit 
% to Sales Fall ‘43 Turns Store % to Sales Or Loss 
Silverware and clocks...... 40.3 $5.11 2.6 0.5 30.2 10.1 
Costume jewelry ......... 43.2 2.50 4.3 1.3 26.8 16.4 
Fine jewelry and watches... 43.1 15.97 3.2 0.8 25.3 17.8 
Lamps and shades ....... 44.3 6.24 2.7 0.6 33.9 10.4 
China and glassware ..... 42.2 3.63 2.3 1.2 35.2 7.0 
MONOD. 0.05 ecco nine 43.2 2.89 3.1 0.6 36.6 6.6 





Resumed Trade With Swiss Hinges 
On Success of Southern France Invasion 


Jewelers have a double interest in the 
new invasion of Southern France. Far 
out in front in importance is, of course, 
the eagerness which they share with all 
Americans that success shall crown. the 
campaign and help to speed the day 
when Germany must bow in defeat. But 
beside this, jewelers can hardly avoid 
wondering just how this new military 
operation is going to affect their ability 
to continue to obtain Swiss watches 
which have been coming out of Switzer- 
land through Southern France. 

Presumably the invasion will prolong 
the complete stoppage of all shipments 
of Swiss watches to this country until 
such time as the Allied Armies reach 
the Swiss border, after which the flow of 
goods is likely to be resumed. In fact, 
assuming that demand continues, it is 
probable that shipments of watches to 
America thereafter will even show an in- 
crease over the volume of the past couple 
of years. 

So long as Southern France between 
the Swiss border and the Mediterranean 
remains a fighting zone, the overland 
passage of merchandise is, of course, out 
of the question, and according to in- 


Plan Now for Wild Crowds on V-Day, 
NRDGA Advises Retail Stores; 
Suggests Uniform Closing Schedule 


Remembering the wild scenes of cele- 
bration on Nov. 11, 1918—Armistice Day 
of World War I—the National Retail 
Dry Goods Association is urging re- 
tailers to plan now for V-Day. Plans 
are already made in such cities as Bos- 
ton, Detroit, Baltimore, St. Louis, etc., 
NRDGA said. “The problem involves 
besically policy on store closing, proper 
notification of all parties, evacuation of 





stores, and protective measures to be 
taken.” 


Uniform closing policies should and 
ate being determined on a local basis, 
NRDGA said. Following is what 
NRDGA said is a typical closing sched- 
ule planned in various communities. 

If news is received during store open 
hours, stores will close as promptly as 
Possible. Before noon, while stores are 
open, close promptly and reopen follow- 
ing day unless Sunday or legal holiday. 
After noon on business day, close at 
once and many will remain closed the 
following day. * 

f news is received after regular clos- 
ing and before next day opening, stores 
will not open that day. Saturday night, 
‘or up to 2 p.m. Sunday, stores will open 
on Monday as usual. If Victory is an- 
nounced late Sunday afternoon, stores 
Will remain closed Monday. 
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formed sources, there is no likelihood 
whatever of watches coming out of 
Switzerland by airplane over the war 
zone. 

But when the fighting front moves suf- 
ficiently north to leave a clear path be- 
hind the lines for transit from Switzer- 
land to Mediterranean ports, informed 
authorities believe shipments should be 
resumed in whatever quantity the Ameri- 
can market can order and absorb. 

In view of the weak opposition that 
has been encountered by the Allied 
Armies up to the time that this is writ- 
ten (Aug. 17), and the fact that the pas- 
sage of the Allied Forces is likely to 
be greatly aided by the French patriots 
who are especially active in the moun- 
tainous country of southeastern France, 
it seems probable that while there will 
be a period when no watches whatever 
will be coming through, the trade can 
expect to start receiving ample supplies 
in the reasonably near future. 

Meanwhile, of course, every American, 
jeweler or otherwise, will be far more 
concerned with the successful prosecu- 
tion of the war than with the receipt of 
merchandise. 


(Please turn to page 264) | 





TING-A-LING 





Dallas Morning News 


A new type ef Victory alarm is the work of 
Trajano Herrera, Dallas watchmaker, who 
pops a pocket watch, a transformer and a 
dime store door bell into a little box and 
comes up with an elarm clock. T'ain't 
nothin’ to look at, but it works! He plans to 
work overtime for free, tufning out as many 
as he can for Dalles folks who have the 
greatest need for them. 


= . 





Fine Jewelry and Watches 
Second Most Profitable 
Among 80 Departments 


In selling $208 million worth of 
jewelry, clocks, watches and silver 
last year, U. S. department stores 
accounted for about one-fifth as 
much business as jewelry stores got 


' in the same lines. 


This measure of the big share of the 
“jewelry market” that now goes to de- 
partment stores comes from (1) the lat- 
est study of department stores’ merchan- 
dising and operating results copyrighted 
by the Controllers’ Congress of the Na- 
tional Retail Dry Goods Association, 
which showed jewelry, watch, clock and 
silverware departments selling 2.6 per 
cent of department stores’ total volume, 
and (2) an estimate, from another re- 
liable source, that department stores’ 
grand total volume last year came to $8 
billion. 


SALES BY DEPARTMENTS 

Applying department percentages, as 
reported by NRDGA, to this $8 billion 
total, the following impressive figures 
appear: Department store sales of cos- 
tume jewelry—$104 million; department 
store sales of fine jewelry and watches 
—$64 million; department store sales of 
silver and clocks—$40 million. 

Operating statistics for lines of spe- 
cial concern to jewelers are shown in 
the accompanying table, published here 
by permission of the Controllers’ Con- 
gress, 101 W. 3lst St., New York. The 
entire 56-page work showing these and 
other details for all departments, and 
for all sizes of store, can be obtained at 
$5 a copy. 

High spots of jeweler interest, from 
the Controllers’ Congress report: 

—Fine jewelry and watches were the 
second most profitable department in the 
whole list of 80 different departments. 
Profit of 17.8 per cent, before, taxes, 
was just below the 18 per cent shown 
for corsets and brassieres. Total main 
store profit was 10.6 per cent. 

—Gross margins were usually some- 
what higher than the store-wide average 
(89.2 per cent), but lower than most 
jewelers’ margins. 


QUICK TURNOVER 

—Costume jewelry turns four and one- 
third times a year; fine jewelry and 
watches oftener than three times a year. 
These are solid goals for jewelers! 

—Fine jewelry and watches produced 
$287 a year per square foot of selling 
space; costume jewelry, $139; silverware 
and clocks, $69. Store average, $53. Fine 


- jewelry and watches topped the. list. 


—Newspaper advertising, including 
costs of cuts, mats, drawings, etc., 
equaled. 1.7 per cent of sales for cos- 
tume jewelry, 1.5 per cent for silverware 


‘and clocks, 1.4 per cent for-fine jewelry 


and watches. Another 1 per cent for 
each was spent for billboards, broadcast- 
isg, direct mail, display and promotional 
and advertising office payroll and costs. 





Martin Perel, jeweler of Washington, 
Ind., has moved his retail business to @ 
new store at 409 E. Main St. 


251 






























NOT BRAGGING 
ABOUT IT—NOT 
USING IT AS AN 





WHY SHOULD WE BRAG of the war 
production that occupies Gilbert’s 
manufacturing facilities? Such 
work is a source of pleasure and 
profit just as of pride and we real- 
ize, in all humility, that we are but 
one small cog in the vast mech- 
anism helping bring Victory. 


NOT ALIBIS BUT HONEST REGRETS 
are extended to Gilbert customers 
during this trying period. There’s 
no need to alibi—you are too well- 
informed on current events to need 
eur explanation on how these 
events affect the manufacture and 
distribution of such civilian goods 
as clocks. 










* 


THE SILVER LINING in this cloud of 
wartime shortages is evident, how- 
ever. Producing highly precise in- 
struments of war has given Gilbert 
new precision methods and new 
standards of. workmanship that 
will mean vastly improved quality 
at minimum production costs when 
“Gilbert Clocks” return to the 
peacetime market for which we 
are all longing. 






THe Won. L. Gitsert Crock Core. 
clock makers to the nation since 1807 


WINSTED, Conn. 
Keep Your Postwar Eye on 


GILBERT) 
alarm 


Crocks 

















WPB Hits Three Providence Companies 
For Alleged Violations of M-199 


WPB last month fell into step with 
the OPA’s actions against some manu- 
facturers accused of buying and selling 
silver in violation of wartime regula- 
tions by breaking out with a suspen- 
sion order against a Providence firm— 
announcing that two others had had their 
silver quota cut. 

The firm of, Joseph A. Smith and 
Harry Chatkin, doing business as the 
Reliance Mfg. Co., 159 Pine St.,- was 
prohibited from purchasing or process- 
ing silver for any purpose for four 
months, and from using silver to make 
expansion watch bracelets unless spe- 
cifically authorized. 

WPB said that during the first six 
months of this year the company pur- 
chased 15,000 fine ounces of treasury sil- 
ver and 6515 fine ounces of domestic 
silver. Later the firm returned 13843 
ounces of domestic silver to the sup- 
plier, but retained the rest of the do- 
mestic and the treasury silver and used 
most of it to manufacture expansion 
bracelets, WPB said. 

The use of silver in watch bracelets is 
specifically limited by Order M-199, 
and an appeal by the company for a 
quota to use silver for this purpose had 
been denied, WPB said. 

The suspension order stated that the 
company had knowledge of M-199 and 
that the violations were wilful. 

The WPB also announced that Harry 
D. Hedison, doing business as Hedison 
Mfg. Co., 116 Chestnut St., Providence, 
has been forbidden to purchase or proc- 
ess silver, except on toll agreement for 
others, until Dec. 31. 


“This restriction follows violations of 
Order M-199,” WPB said. 

According to WPB, Hedison pur- 
chased 16,000 oz. of silver in excess of 
the established quota between Feb. 25 
and Dee. 31, 1943, and further processed 
14,000 oz. in excess of quota. 

WPB also said that the firm admitted 
the violations and agreed to the issuance 
of *the order. 

‘For. allegedly -exceeding its silver 
quota, the Foster Jewelry Co., of Provi- 
dence, had its silver quota cut down for 
the rest of, the year. 


~. WPB atleged that the firm exceeded 


its silver quota last year by 5872.25 oz. 





Newark Feels Labor Pinch . 


Newark, N. J., where many, jewelry 
factories are located, has been moved 
inte group one of the War Manpower 
Gommission’s. labor classification for 
various: -areas. Group one means an 
area» “in -which acute labor shortages 
exist; Or are anticipated, that will endan- 
ger essential: production.” cs 

WME said that there is a need for 
25,900 workers in the Newark area, and 
a supply of only 11,500, leaving a short- 
age of 14,400.: Of the 25,900 workers, 
14,500 males are needed. 

Philadelphia, Pa., has also been moved 
into group one. — 





George C.. Champagne’ has opened a 
jewelry store and repair shop at 547 
Jefferson St. in Lafayette,. La. 





fine and by 1406 oz. fine during the firg 
two quarters of 1944. 

The order, to which the company cop. 
sented, limits its quota to 5000 oz, 
than its quota for the third quota ¢ 
1944, leaving 1297 oz. available for tha 
period, and to 1778.25 oz. less than jj 
normal quota for the fourth quarter, y 
total of 4518.75 oz., unless otherwise al. 
thorized by WPB. 


OPA Wants Reg. W Eased 
When Reconversion Come; 


Officials of the Office of Price Adminis. 
tration are now in pow-wow with the 
higherups of the Federal Reserve Board 
—object, an easing of Regulation W a 
soon as civilian production gets under 
way. One of the reasons OPA wants 4 
modification of credit restrictions is to 
keep a buying public from liquidating 
War Bonds to obtain ready cash, accord. 
ing to a report of the Journal of Com 
merce. 

The plan isn’t to throw out Regule 
tion W all at once. But it is said that 
OPA wants to bring the ruling into the 
closest possible conformity with prewar 
credit practices as soon as reconversion 
is large-scale. 

In Administration circles it is hoped 
that loosening up on credit restrictions 
will help stimulate a ready market for 
postwar goods and aid volume produce 
tion and full employment, the Journal of 
Commerce said. 

However, another line of Administra 
tion thought is to hold the framework 
of Regulation W as a permanent curb 
on consumer credit purchases. 


































Department Store, Mail Order House 
Swing Into Line With Jewelers; 
Quote Jewelry Prices "Tax Included’ 


Evidently, merchants in other fields 
are gradually coming to realize that the 
retail jewelry trade was correct in it 
belief that the best way to handle the 
collection of the jewelry excise tax is 
include it in the over-all price. 

Department stores and mail ordet 
houses at first, unlike the jeweler, showel 
the tax as a separate item but now tw 
of the biggest merchandisers in thot 
fields have swung around to the jeweb 
er’s point of view. 

Last month, Marshall Field & 
Chicago, began quoting jewelry and sh 
verware prices on a tax-included b 
in their advertising, and, according & 
store executives, find that they are && 
countering much less sales resistance # 
a result. y 

Latest example to swing into line? 
the mammoth mail order house of Mont 
gomery Ward & Co., whose current cath 
log just distributed quotes tax-include 
prices on all jewelry, watches and silve 
ware. 























































So far, no retail jewelers, to | 
knowledge, have switched over to ¥ 
department store technique of qué 
net prices and showing the tax as @ 
additional charge. 
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va Watchmaking School Model 
Shown at Rehabilitation Meeting; 
Jewelers Pledge to Hire Trainees 


A complete model of the projected 
Bulova School of Watchmaking was 
highspot of an industrialists’ conference 
in New York Aug. 21. Topic of the 
meeting, held at the Waldorf-Astoria, 
was veteran rehabilitation. 

Arde Bulova, chairman of the board 
of the Bulova Watch Co., explained his 
company’s project, which will train dis- 
abled veterans in watch repairing so that 
they can be employed by jewelers in 
their home communities. 

The project, chartered by the New 
York State Board of Regents, is located 


on 62nd St. near Woodside Ave., in | 


eens, and none other than Mayor | 


Fiorello H. La Guardia laid its corner- | 


stone Aug. 23, two days after the Wal- 
dorf conference. Queens Borough Presi- 
dent James Burke and Maj. Omer W. 
Clark, representing Gen. Frank T. Hines, 
veteran’s administrator, spoke at the 
cornerstone ceremonies. 


During the showing of the scale model | 


at the hotel, veterans’ administration 
people obtained pledges of employment 
from jewelers all over the country, at- 
tending the ANRJA convention. 

Participating in the rehabilitation con- 
ference and interested in. the Bulova 
project were such top industrialists as 
Thomas J. Watson, of International 
Business Machines Co.; Thomas Morgan, 
of Sperry Gyroscope Corp.; Clarence 
Stoll, of Western Electric Co., and J. F. 
Egenolf, of Continental Can Co. 





Conference to Stabilize Silver 
ls Proposed by Mexican Official 


Mexico is all in favor of stabilizing 
silver prices. 

Secretary of Finance Eduardo Suarez 
last month plumped for a conference of 
silver producers and consumers of. the 
U. S., Mexico and other nations to regu- 
late silver’s pricing. 

Said Suarez: “If U. S. silver stocks 
were used to regulate commerce in the 
metal, the U. S. as well as other nations 
that use silver in their transactions and 
savings would benefit.” 

Opposition to the purchasing acts, held 
by some dealers and financial interests, 
would disappear if the Treasury could 
sell as well as purchase silver, the 
Mexican minister was quoted. 





Jewelry Design Class Opens Soon 


There’s still opportunity for 10 more 
students to sign up for free instruction 
in jewelry designing at the Mechanics 
Institute, New York, whose 1944-45 sea- 
son opens Sept. 25. 

Christian A. Jakobb, who has taught 
the class for a number of years and 
numbers many successful designers 
among his one-time pupils, again will be 
the instructor. 

Twenty-five students were registered 
last month for the course, a considerably 
larger enrollment than at this time last 
year. 

An analysis of instalment buying by 
city consumers in 1941 has been prepared 
by Reavis Cox, director of Research for 
the Retail Credit Institute of America. 
The work, U. S. Labor Dept. bulletin 
178, is sold at 10 cents a copy by the 
Government Printing Office. 
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into smaller units 


Ts handling, loading, and unloading of air ExPREsS shipments is a speedy 
operation. Crews are well-trained and skillful. They know and appreciate 
the importance of making connections, quick delivery. That is why a 
big bulky shipment that could have been broken into smaller units 
is a disservice to shipper and receiver alike. It simply cannot 
be handled with the same speed given to ordinary shipments. 
So to expedite your own shipments be sure they’re made 
up in easily-handled units whenever possible. 


A Money-Saving, High-Speed 
Wartime Tool For Every Business 


As a result of increased efficiency developed to meet wartime demands, rates 
have been reduced. Shippers nationwide are now saving an average of more 
than 10% on Air Express charges. And Air Express schedules are based on 
“hours”’, not days and weeks — with 3-mile-a-minute service direct to hundreds 
of U.S. cities and scores of foreign countries. 


WRITE TODAY for “North, East, South, West” —an informative booklet that will 
stimulate the thinking of every executive. Dept. PR-9, Railway Express Agency, 
230 Park Avenue, New York 17, N. Y., or ask for it at any local office. 


ry 
Gets there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 


















BLACK ONYX 


ALL SIZES 


* 


SYNTHETIC 
RUBIES 


ROUND & SQUARE 


* 
MAX SCHUSTER 


10 WEST 47th STREET 
NEW YORK 


BUY MORE WAR BONDS 











Earrings in varioux patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—i4 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our’ comprehensive line ef 
Gold, Platinum and Enam- 
eled Novelties, tnoludé 
Vantty, Cigarette and Ca 
Cases are distinctive and 
have sales appeal, 


CLIFFORD A. MILLER & CO.., Inc. 
Manufacturers 
64 West 48th Street 
» New York 




















STRANGELY ENOUGH 


by Walter Gay 
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ONE DOLLAR WILL BE 
PAIO FOR EACH UNUSUAL 
FACT ABOUT JEWELRY 
ACCEPTED FOR THIS 
LUMN «++ ADORESS 





WALTER GALLI -- 
THE JEWELERS'- CIRCULAR 
KEYSTONE +-+++- 




















> COLLECTING WIVES 


WASN'T THE SOLE HOBBY OF 


s | 
FINGERS WERE ALWAYS LOADED | 
, DOWN WITH THEM.... 


ENCIDENTALLY, He 
WAS THE FIRST king 
_ OF BRITAIN To Be 
§- ADDRESSED AS 
. “YOUR MAJESTY*f 
E PRIOR To THAT Timé 
RESSED 
YOUR HIGHNESS®, 











AA PROFOUND FAITH IN THE 
HEALING POWERS OF CERTAIN 
GEMS STILL EXISTS AMONG 
MANY PEOPLE THROUGH-, 
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THE WARS OF MANKIND HAVE 
BEEN FINANCED BY THE SALE 





relied | “li i 
ON ANCIENT TIMES, WARRIORS 
CARRIED THEIR COMPLETE STORE OF 
JEWELS WITH THEM INTO BATTLE 





How Many Appliances Can You Sell 
After Victory? OCR Reveals 
Many Are Old, Out of Order 


How many households will be in the 
market for a new radio, an electric 
toaster, or/and an electric iron after the 
war is over and these items again go 
into mass production? 

Way back in April the Office of Civ- 
ilian Requirements of the War Produc- 


tion Board made a survey. Included in. 


the survey were some questions on how 
many people owned certain household 
appliances, and were these appliances in 
working order? Now OCR has completed 
its report, made it public. Here are some 
of the facts: 

Radios came first on the list on two 
counts. More families had radios than 
any of the other appliances included on 
the OCR survey (examples: cooking 
stoves, washing machines, oil burners). 
And 15 per cent of these radios—6,941,- 
829 radios—were out of order. OCR 
didn’t say just what was needed in the 
way of repairs, but what’s to stop a 


little pleasant speculation that many of 
them will be replaced by new m 











JEWELRY BUYER} 


Able to merchandise popular 
price chain credit jewelry 


stores in Detroit, Mich.; must 





have excellent contacts and 
of all 


types of merchandise; top sal- 






thorough knowledge 















ary with employment contract; 






state age and experience last 






ten years. 






Address Box “A., 5880”, care 
JEWELERS’ ‘CiRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. % 
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after the war? More than 52 per cent of 
the radios in U. S. homes are over five 

old! 

“About 1,550,600 of the electric toasters 
on American breakfast tables aren’t pro- 
ducing any toast. They are out of order. 
Probably many of these will be replaced 
as soon aS new ones appear on the coun- 
ter—57 per cent of the toasters in U. S. 
homes are more than five years old. 

About 1,976,360 of the nation’s electric 
jrons are on the blink. Will they be re- 
paired instead of replaced? Well, 62 per 
cent of the women in the U. S. are wield- 
ing electric irons that are five years old 
or older, and those postwar, light-weight, 
streamlined models, with automatic heat 
adjustment and what have you, are going 
to look pretty good to them. 

During that heat wave last month, 7 
per cent of the families who owned an 
electric fan found that it was out of 
order. In figures, that was 975,000 elec- 
tric fans that needed repairs or replace- 
ment. 

True, many of these out-of-order items 
may just need a little thingumabob to 
put them back in A-1 working shape. 
However, the above figures would seem 
very conservative as an indication of 
what the postwar market for these ap- 
pliances will be. OCR’s survey revealed 
that not more than 12 per cent of any 
of these items in U. S. homes was under 
two years old! In each case, at least 50 
per cent of the appliances were five years 
old or older. 


Companies Honored with "E" 
For War Work Production Records 


Jewelry industry firms now knee-deep 
in war work received recognition for a 
job well done by winning the coveted 
Army-Navy “E” award during the past 
few weeks—two of them were repeats. 

Handy & Harman got its fifth “E” on 
July 26 for production of silver brazing 
alloys and fine silver anodes for plating 
airplane engine bearings. Handy & 
Harman’s “E” pennant is now decorated 
with four stars. 

In a letter to the firm Adm. C. C. 
Bloch, chairman of the Navy Board for 
Production Awards, said: “Each and 
every man and woman of Handy & 
Harman is to be heartily congratulated 
for the splendid production record that 

been established and maintained 
since the time the original Army-Navy 
‘f’ was granted. . . . In view of your 
excellent record, the Army and Navy 
have decided that your company may 
retain the flags for one year before being 
considered for the next renewal.” 

The Hamilton Watch Co., Lancaster, 
Pa., only U. S. producer of marine chro- 
nometers, got its second Army-Navy “E” 
renewal (the “EK” award for the third 
time) on July 16. 

More than 500 new Hamilton em- 
ployees who have joined the company 
since the last star was added to the 
flag, participated in the ceremony. 

I. Stern & Co., Inc. refiners, New 
York, won their “E” award for a record 
of excellence in war production on Jul 
25. The “E” banner, together wit 
workers’ “E” pins, were presented at a 
Special ceremony at the Hotel Astor, in 

ew York, on that date. 

H. J. Stern accepted the “E” banner, 
while Miss Ottilie A. Freyberg, who has 
been with the firm for 40 years, and 
Samuel Newman, with the company for 
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GIA Will Check Stones 
For the Layman, to See 
If They Are Genuine 


. The Gemological Institute of America 
is setting up a service whereby its 
laboratories will scientifically identify 
stones for the layman, through certain 
retail jewelry stores, for a small fee. 

Under the system, stones would be 
accepted for identification by GIA 
laboratories through all retail AGS 
members, and in cities where there is 
no AGS member through firms to be 
selected by the AGS. 

The GIA will furnish a signed identi- 
fication describing the stone’s physical 
properties and the laboratory’s opinion 
as to its identity. The laboratory will 
make a $5 charge for each stone. 


If for some reason it requires an un- 
usual amount of work to identify a 
stone, the laboratory will make an extra 
charge, but will notify the retailer be- 
fore going ahead with the work. 

“It is presumed and recommended that 
the jeweler charge the layman $5 plus 
an adequate amount for his time and 
handling of the stones,” the GIA said. 

In announcing the service, the GIA 
said: “The decision was prompted, or 
at least hastened, by the increasing de- 
mand from families or sweethearts of 
servicemen in North Africa, Italy, In- 
dia, Burma and islands of the South 
Pacific, who have purchased what they 
believe to be genuine stones.” 

Many servicemen are shoveling out 
a good chunk of their pay for syn- 
thetics and imitations that have been 
sold to them as genuine stones, the 
GIA said, and “as in most cases when 
jewelers are canvassed as to the stone’s 
genuineness the public almost always 
receiyes differing opinions from _ the 
local jewelers, and almost always pre- 
fers to accept the opinion that it is 
genuine. There is a more than usual 
need for accurate scientific determina- 
tions on which they can rely—determina- 
tions regarding which there can be no 
difference of opinion.” 

Retailer will be furnished with forms 
for accepting stones from customers and 
forwarding them to GIA laboratories. 





47 years, accepted token 
the employees. 

Adolf Meller Co. of Providence, now 
making instrument jewel bearings, has 
been awarded the white star to add to 
the Army-Navy production award flag. 

The Meller firm was awarded the “E” 
flag last winter for its production record 
at turning out jeweled hearings. 


“E” pins for 





DIAMONDS IN CANADA 


The Canadian Wartime Prices and 
Trade Board has announced a readjust- 
ment in the ceiling prices of diamonds of 
.50 carats or more. The readjustment 
permits a markup of 20 per cent. Un- 
der the previous order the markup per- 
mitted was 15 per cent. 





Max Mark, wholesale jeweler since 
1896, is opening new offices in rooms 607- 
608 Empire building, Des Moines, Lowa. 





Ask: “How many War Stamps with 
your change?” Back the attack—sell 
War Bonds! 
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| 








BRAXTON BELTS 






» AOL UR G7 Ne ae ES 


ON THESE HEMS 


Dependable ‘'before-the-war'' 
quality items your customers will 
go for in a big way. Priced for 
excellent mark-ups. 


Cavalier 
sterling silver 
and gold 
decorated 
buckles with 
assorted 
shields for 


monograms. 





Beautiful designs in 1/10 and 1/20 
Gold Filled Buckles 


FOR REASONABLE 
DELIVERY DATE 











Fin- 


U. S. Patent America’s 

ra. Pease est GENUINE 
LEATHER Belt. 
The ONLY belt 
in the world 
with the pa- 
tented 
DOUBLE 


COMFORT feature which prevents slid- 
ing and slipping. 


BLACK OR BROWN ei 
on Belts 


GENUINE PIGSKIN 


BRACELETS 


GENUINE STERLING 






Forget-Me-Not Sweetheart 


A gift for all occasions, one of the most 
beautiful on the market. 


In either heavy-weight sterling or 
1/20 yellow gold-filled 
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THE BEST. 


1s dlaays worl 
LUMI for... 





if aca the Manning-Bowman 
Smokeless Table Broiler, -for ex- 
ample. This great favorite, together 
with all the other appliances in the 
M-B. quality line, will be back one 
of these days (soon, we hope). And 
like the whole line, it’s well worth 
waiting for. 

The picture ahead for Manning- 
Bowman dealers is mighty pretty. 
More homes needing more electrical 
appliances than ever before. More 
money to spend. More desire for top 
quality in everything. 

That’s why we're reminding all 
our dealers that the Manning-Bow- 
man line is really made to order for 
those extra-profit, quality sales in 
the days ahead. Remember, the best 
is always worth waiting for and... 


Mauming 
Yl 


Means Bes’ 


|MERIDEN, CONNECTICUT 
KEEP ON BUYING WAR BONDS 
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At Camp, Base, Fighting Front 








q Lieut. Robert K. Swartchild, of Swart- 
child & Co., Boston, has been transferred 
from Grenier Field, Manchester, N. H., 
to duties elsewhere—probably overseas. 


q Lt. Thomas Wigglesworth, son of Dr. 
Edward Wigglesworth, head of the Bos- 
ton laboratory of the Gemological In- 
stitute, returned from England recently 
for a short stay in Boston, but has re- 
turned to duty. 

q Maj. Floyd R. Frazee, in civilian life 
the operator of a chain of jewelry stores 
in Pennsylvania and West Virginia and 
president of the West Virginia RJA, has 
just returned from 21 months of service 
in China-Burma-India. He is now on 
duty in Washington, D. C. 

q Sidney Schiffman, in civilian life a 
partner in the diamond firm of M. W. 
Schiffman & Co., 22 W. 48th St., New 
York, is now a U. S. Army Corporal. 
In the Army since December 1943, he 
is now stationed at Fort Riley, Kans., 
where he spends his time with jeeps 
and tanks. 


q ist Lt. Eugene Colletti, member of the 
Bulova Watch Co. advertising depart- 
ment before he entered the armed forces 
two years ago, had a front row seat 
at the invasion. Lieutenant Colletti is 
pilot of a Liberator bomber, and flew 
his ship over the invasion coast on 
D-Day. He recently received the Air 
Medal. 

q William F. Hullsiek, head of the watch 
department of S. Jacobs Co. Minne- 
apolis, is entitled to wear a pin with 
four service stars on it. He has four 
children in the armed forces—Capt. 
Robert E. Hullsiek, Corp. Donald Hull- 
siek, in the Military Police, WAC 
Pvt. Marjorie Hullsiek, and Willianf, Jr., 
with the Air Force in the South Pacific. 
Cap. Robert Hullsiek, who is pilot of 
a P-38 fighter, received his double bars 
in June when he returned to active duty 
on the Italian front, after. a 30-day 
furlough to this country. At the same 
time he received the Distinguished Fly- 
ing Cross, and he also wears the Air 
Medal with 11 Oak Leaf Clusters. 


4 





ROBERT HULLSIEK JAMES WORRALL 


q James Worrall, formerly representa- 
tive for the Longines-Wittnauer Watch 
Co., Inc., in the Southwest, is now wear- 
ing the uniform’ of Uncle Sam and is 
stationed in New Guinea. 

q Employees at D. C. Percival & Co., 
Boston, were interested to hear recently 
from a former associate, Richard - C. 
Arnold, now with the field artillery in 
France. Mr. Arnold was formerly a 
salesman in the jewelry department. An- 
other former Percival employee recently 











Perched atop of that blasting good gift for 
Tojo is Lt. Victor Strasburger, formerly ¢ 
salesman for J. Engel & Co., Inc., Baltimore, 
and a nephew of Jay Engel. Lieutenant 
Strasburger's bomber scored a hit ona 
destroyer, the Manokwari, in the Dutch New 
Guinea area in a battle against Jap ships 
on June 3-4. Hit by a shell, his plane made 
it home on three engines. 


heard from was William A. Rushton, 
now with the Army infantry, and “seeing 
the sights in Rome,” he reports. 

q Joe Burke, formerly assistant adver- 
tising manager at the Washington 
Jewelry Co., Boston, is now in Italy and 
has received two decorations—campai 
ribbon with one star, and the new “Silver 
Rifle and Wreath,” qualifying him as an 
expert infantry combat soldier. Joe 
Burke saw service in the drive from 
Minturno to Rome when the Allied 
armies broke through the Gustav and 
Hitler lines. The company recently re- 
ceived a visit from former salesman Lou 
Elinoff now in the Air Corps and also 
from Arnold Glass, formerly in the stock 
department and now in the Air Corps, 





Retail Credit Institute of America 
Names Jewelers to Executive Posts 


The following jewelers were named 
officers or directors of the Retail Credit 
Institute of America at the recent an- 
nual meeting of that organization. 

Louis J. Milenbach, Oakland, Cal., was 
elected secretary, and Eliot .P. Hirsh 
berg, New York, was elected treasuret. 
Vice-presidents are A. O. Jenkins, Jack- 
sonville, Fla., and Leo Weisfield, Seattle, 
Wash. 

Directors include: Herman H. Bar, 
Philadelphia, Pa.; Samuel H. DeRoy, 
Pittsburgh, Pa.; Samuel Gerson, Detroit, 
Mich.; Samuel A. Meyer,. Washington, 


sii 





Pa.; Samuel H. Thal, Dayton, Ohio; 
Cecil D. Kaufmann, Washington, D. ©; 
David B. Sonneborn, Baltimore, Md; 
Mr. Milenbach and Mr. Weisfield. 





Nathan N. Gold, formerly sales repre 
sentative for the Los Angeles, 
wholesale jewelry firm of E. Bastheim 
Co., resigned his position recently to ef 
ter the retail jewelry business. He 
now associated with Irving Gold ané 
Thomas Kivel, owners of Bond’s Jewe 
ers in Glendale and Oxnard, and Perrin't 
Credit Jewelers and Tolber’s Diamond 
Shop, both in Riverside. 


$ 


Say: “How about tacking a wat 
Bond on your bill?” 
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t Wholesale Firms 
start New Organization 


Right wholesale jewelry firms have 
ioined hands in a new organization, the 
Jurpose of which is to “work for general 
Taprovements in the trade, closer rela- 
tions between wholesalers. and manufac- 
turers, and the highest standards of dis- 
tribution service to retail jewelers,” it 
was revealed last month. The name of 
the organization is American Jewelry 
Distributors, Inc., and a New York office 
under the direction of an executive sec- 
retary will be opened in the near future. 

The eight member firms are: I. Alberts 
Sons, Boston; Baldwin-Miller Co., In- 
dianapolis ; Boszhardt-Possin Co., Mil- 
waukee; S. H. Clausin & Co., Minne- 
apolis; Edwards & Co., Kansas City, 
Yo.; J. Engel & Co., Inc., Baltimore; 
Gerwe-Brown Co., Cincinnati; E. W. 
Reynolds Co., Inc., Los Angeles. 

“The group was formed in the belief 
that the increase in manufacturing fa- 
cilities and adoption of improved tech- 
niques in the industry will result in a 
larger manufacturing capacity that will 
necessarily place increased emphasis on 
efficiency in distribution,” said a spokes- 
man for the organization. “It is thought 
that better solutions to some of the com- 


* mon problems will be found through an 


exchange of ideas among the members 
for improved methods of merchandising, 
advertising and operation.” 

The same spokesman emphasized that 
“it\is not the intention of any member 
firm to change in the slightest its pres- 
ent method of operation as an individual 
business. Each will continue to be en- 
tirely independent in its actions.” 

The eight member firms hope to in- 
crease the membership “to provide broad 
territorial coverage.” 





Jewelry Retail Sales Tax for June 
Almost Twice That of Year Ago 


The Federal tax on retail jewelry sales 
in June—the third month the 20 per cent 
has been in effect—was almost twice 
what it was in June a year ago. 

This June jewelry sales paid $10,551,- 
886 in taxes. The 10 per cent tax on re- 
tail jewelry sales last June was $65,- 
663 


Not all jewelry store items, of course, 
are taxed 20 per cent. The 10 per cent 
tax still holds for some watches and 
alarm clocks. Plated flatware is exempt. 

The June jewelry tax figure was more 
than the tax on cigars, local telephone 
service, smoking and chewing tobacco, 
use of motor vehicles. It was only about 
$3 million below the combined tax on 
aes telegraph, radio and cable ser- 
vice. 


Jewelers’ Credit. Amiel Down 


_ For the third successive month in 1944, 
jewelry stores’ instalment accounts out- 
standing were less than 50 per cent of 
what they were at the end of December, 
1939. Taking Dec. 31, 1939, as the base, 
accounts outstanding in June of this year 
Were only 45 per cent of what they were 
in the base month. 

Although last’ year they hit the 45 per 
cent figure in August and September, in 
June, 1948, the instalment indebtedness 
to jewelers was 48 per cent of the base. 
In June, 1942, it was 81 per cent. 

The collection ratio on accounts re- 
ceivable in June was 30, compared to 33 


a year ago and 22 two years ago. 
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SERVICEMEN HONORED 





In a brief ceremony 519 employees of the 
Hamilton Watch Co., Lancaster, Pa., now 
serving in the armed forces (nine of whom 
have already given their lives), were hon- 
ored by the dedication of an’ honor roll on 
July 25. More than 2000 friends, relations, 
and fellow workers of these former Hamilton 
employees attended the dedication. The 
honor roll was unveiled by one of Hamil- 
ton's own veterans, Corp, Charles Fisher, 
a marine who was home on furlough after 
serving over 25 months in the South Pacific. 





WPB Watch Advisory Group Says 
No Increase .in Repair’ Parts; 
To Produce More RR Watches in '44 


There'll be no increase in the supply 
of repair parts for civilian jeweled 
watches during the rest of 1944, and the 
1944 overall supply will be about the 
same as 1943, according to the War Pro- 
duction Board. WPB said the produc- 
tion estimate,was magle at a recent meet- 
ing of the jeweled watch manufacturers 
industry advisory committee. 

Industry members also‘'said that the 
turnout of railroad watches would be 
stepped up by the end of 1944. In- 
creased demands can’t be met any 
quicker, they said, because it takes about 
nine months to make a railroad watch. 
However, they emphasized that the step- 
up could be made only if the labor situa- 
tion gets no worse. 

Jeweled watches for the armed forces 
were also discussed, and the committee 
asked that orders be given as far in ad- 
vance as possible, because of the length 
of time required to turn out jeweled 
watches. 





Silver Supplies for Jewelry Lower; 
Same Old Reason—Manpower 


The manpower shortage, which is 
affecting everything in sight, is also mak- 
ing it increasingly tough for jewelry 
manufacturers to get silver. 

At present, domestic silver is the only 
kind WPB allows to go into silver jew- 
elry and tableware. (Treasury silver and 
foreign silver are earmarked for war 
production). Like everything else, the 
country’s silver mines are feeling the 
pinch of a shortage in workers, 

Supplies of silver for jewelry will 
probably get thinner during the rest of 
this year. Only hopes for relief: (1) 
Cutbacks on war production and a conse- 
quent easing of the manpower situation, 
(2) release of Treasury silver to the 
trade. 

WPB has estimated that demand for 
all three “kinds” of silver will be about 
10 per cent greater in 1944 than last 
year. Importations of foreign silver will 
also be lower than last year, WPB said. 











STERLING SILVER 


» LIGHTER 


Their beauty and precision workman- 
ship. makes them easy selling, uses 
standard wicks and flints . . . made by 
skilled Mexican silversmiths. Sold only 
in quantities of three or more. 


YOUR COST... $10.95 EACH 





STERLING SILVER 
CHARM BRACELET 


Newest vogue . . . attractive gift item 
. . . bracelet includes six charms. 
Order promptly to insure early de- 
i livery. Sold only in quantities of six or 
more. 


YOUR COST... $3.70 EACH 
TERMS 
2%. 10 Deys.... 


. Net 30,Days 
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DIAMONDS 
MELEE 
— All Sizes — 
GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


AGATES 


Plain or Drilled 





Mail Orders Promptly 
Filled 





.. Special Attention:to + - 
CUTTING 7 : 
DRILLING 


MAX STERN « co. 


importers 


17-23 John St. New York 
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Manufacturers’ News 





Canadian Soldier Praises Cort Watch 


A letter from a Canadian soldier with 
the invasion forces just received by the 
Ace Watch Co., New York, importers 
of Cort watches, speaks in glowing terms 
of the rugged durability and dependable 
performance which his Cort has given 
under the severest conditions of service. 

“It has had a dip in salt water on an 
invasion,” he writes, “has been in the 
thick of battle, in dust storms, rain, and 
has taken everything that the war and 
the weather can dish out. 

“Yet, after all that punishment, it 
still runs so accurately that it only gains 
about one minute in a month, 

“T am proud to own and wear such a 
timepiece,” he concludes. 





New West Coast Manager 
For Telechron 


J. J. Burns, formerly assistant district 
manager of the Pacific Coast territory 
for the Appliance and Merchandise Divi- 
sion of the General Electric Co., has 


J. J. BURNS 





been appointed Pacific Coast district 
manager for the Warren Telechron Co., 
with headquarters in San Francisco. Mr. 
Burns comes to the Warren Telechron 
Co. with a wide range of experience and 
with a host of friends, having spent 25 
years in the electrical and merchandising 
field on the Pacific Coast. 





Sarkin Expands Plant; 
Issues New Catalog 


In order to keep production on par 
with demand, David Sarkin, Inc., has 
found it necessary to increase the size of 
their plant by taking large additional 
space at their present location, 93 Nas- 
sau Sé,.New ‘York. «The. new: plant -fa- 
cilities include the most modern equip- 
ment and will permit the company to 
serve its clients with even greater effi- 
ciency than heretofore. 

The company also announces at this 
time the publication of a large illus- 
trated catalog of their extensive line of 
mountings, rings, gold crosses and lock- 
ets. Copies will be sent free to retail 
jewelers upon request. 





Marathon Commended by 
Army and Navy 


A surprise visit was paid to the fac- 
tory of the Marathon Co., at Attleboro, 
Mass., on Tuesday, July 18, by Lieuts. 
Jennings and Donoaghy, representing the 
U. S. Army and Navy, and command- 








ing a group of marines and soldiers, ty 
express the appreciation of both 
for Marathon’s outstanding production 
of material used in highly specialized dg. 
vices for the detection of enemy submg. 
rines and aircraft. 


John A. McGhee received the visitor 
in behalf of Marathon, acknowled 
the honor conferred, and giving asgyp. 
ance that Marathon employees at home 
would continue to give their best in g 
port of their co-workers in the a 
forces in every battle area of the world 

Besides listening to commendations for 
their devotion and skill, workers algo 
heard veteran service men tell their 
stories of the war in which it was em. 
phasized how much the fighting men negg 
as well the continued efforts of those 
who back them on the production front, 
. In addition to.their war work, Mara. 
thon Co. produces “Kiddie Kraft” jew. 
elry for children. 





Cosmopolitan Magazine 
Starts Post War Expansion Now 


While everyone is talking nebulously 
about postwar plans, Frances Whi 
editor of Cosmopolitan magazine, is put- 
ting Cosmopolitan’s postwar plans into 
effect without waiting for the end of 
hostilities. 

Miss Whiting has announced the ap 
pointment of Paul Gallico, interna. 
tionally-known writer, as European edj- 
tor and war correspondent, and Paul 
MacNamara as special feature editor of 
Cosmopolitan magazine. 

Announcing the appointments, Miss 
Whiting pointed out that the new editors 
are not replacements, but additions ‘to 
the editorial staff for the purpose of 
implementing Cosmopolitan’s postwar 
plans immediately. 

“There will be no D-Day for peace,” 
Miss Whiting said. “Postwar problems 
are with us here and now. Americans 
are alert to them and Cosmopolitan’s job 
is to meet thinking Americans more than 
halfway; to anticipate the great changes 
taking place all over the world and to 
reflect them in fact and fiction. 


“I feel that these steps will serve to 
keep Cosmopolitan readers well posted 
at a time when American security in 
world affairs will depend on how much 
people know about them.” 





Bulova Holds Annual Meeting 


All officers of the Bulova Watch Co— 
Arde Bulova, John H. Ballard and 
Harry D. Henshel—were re-elected at 
the annual meeting of the stockhelders, 
held on July 25, at the company’s offices 
in New York. Emily B. Henshel wat 
added to the board of directors. 

The stockholders also approved the 
company’s recently adopted pension plan 
which provides a steady income to em 
ployees who have reached the age of 
to 65 and wish to retire: All contribr 
tions to the fund are paid by the comr 


pany. 

















Eldrige H. Nichols, jeweler of Indiar 
apolis, Ind., has moved to larger quarter 
at 923 State Life building. 













J. S. Garrison, retail jeweler in Capt 
May, N. J., is this year celebrating li 
golden anniversary in the jewel] 
business. 
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¢ The Marvin Watch Co., 580 Fifth Ave., 
has moved to larger quarters on the 
eighth floor and installed new equip- 


i Merkus Geduldig, manufacturer of 
Laminau ladies’ diamond watches, has 
moved to new and larger quarters in 
room 1001 at 1 W. 47th St. 

L. Allen, manufacturers’ representa- 
tive at 1006 Hi Point, Los Angeles, is 
now representing Kushner & Pines, Inc., 
91 W. 46th St., on the West Coast. 

q Leo Guggenheim, wholesale jeweler, 
has opened a new office in room 704, 9 
Maiden Lane. Mr. Guggenheim will spe- 
cialize in watch bracelets, watch straps, 
and novelties. 

4.New name of C. T. G. Contracting, 
manufacturers of earclip findings, is the 
C. T. G. Jewelry Co. The firm has moved 
from its old offices at 339 Lafayette St. 
to new and larger quarters at 198 Broad- 


way. 

4 Joseph H. Spiro, formerly sales man- 
ager of the Marvin Watch Co., is now 
associated with the Skalet Mfg. Co., 
manufacturers of rings, 22 W. 48th St. 
Mr. Spiro will cover the Midwest, South, 
and Southwest for the Skalet firm. 

q Wilson’s Leading Jewelers, Inc., 310 S. 
Salina St., Syracuse, has opened another 
store in the Eastwood section of Syra- 
euse. A gift was presented to each vis- 
itor to the store on its opening day. Ad- 
dress of the new store is 2454 James St. 
4 Herman M. Steinman, president of the 
Regal Ring Co., Inc., 7 W. 45th St., and 
a director of the Associate Jewelers, and 
Mrs. Steinman visited their daughter, 
Muriel, at the University of Florida last 
month. Miss Steinman has become en- 
gaged to Pfc. Lester Grolnick. 

¢ Richard Costigan, known to his friends 
in the trade as “John Murray,” who has 
represented the Ellis Silver Co., Inc., 607 
Fifth Ave., for more than 20 years, was 
married on July 29 to Mrs. Lola Ander- 
son Martin at the home of the bride’s 





Thomas B. Buchan Elected President 
Of AGS Board of Directors 


Thomas B. Buchan has been chosen 
president of the American Gem Society’s 
board of directors. A Registered Jewel- 
er, Mr. Buchan is. treasurer of Brock 
& Co., Los Angeles firm, and has charge 
of the company’s manufacturing plant. 


THOMAS B. 
BUCHAN 


Heads AGS diree- 
tors 


A native of Scotland, Mr. Buchan came 
to this country as a young lad and 
served his apprenticeship in the jewelry 
business in Newark, N. J: 

The board of the AGS corresponds to 
the trustees of similar organizations. 


FOR SEPTEMBER, 1944 


“sister, Mrs. Gorman Walsh, in Wilmin 















g- 
ton, Del. i 

q Five New York and New Jersey non 
ferrous metals, jewelry and optical sup- 
plies concerns have agreed, within the 
past five weeks, to pay 401 employees a 
total of $7,338.03 for back wages and 
overtime due them under the Wages and 
Hours Law, the U. S. Department of 
Labor announced late in July. The 
spokesman for the department said that 
no legal action was involved, the pay- 
ments being made voluntarily. The firms 
were: Henry Peterson, doing business as 
Feature Ring Co., 126 W. 46th St.; Ful- 
ton Novelty Co., 49 W. 27th St.; Harry 
E. Ogden, 608 Fifth Ave.; Phelps Dodge 
Copper Products Corp., Elizabeth, N. J.: 
Krementz & Co., Newark, N. J. 





Leonard Smit Sentenced to 
Year in Jail, Fined for 
Illegal Diamond Shipments 


Leonard J. A. Smit, international 
industrial diamond dealer who ,was 
brought under Federal indictment last 
Jan. 12 on charges of shipping indus- 
trial diamonds to Europe in violation 
of export control laws (see JC-K for 
February), was sentenced to a year 
and a day in prison by Federal Judge 
John McDuffie on July 381. 

Mr. Smit and his three U. S. firms, 
Anton Smit & Co., Inc.; Diamond Core- 
bit & Tool Co. Inc. and Elsantum, 
Inc., were also fined $102,000. 

Mr. Smit is in no way connected 
with the New York diamond firm of J. 
K. Smit & Son, Inc. 

Mr. Smit and the three corporations 
pleaded guilty to charges of violating 
the export control laws by shipping in- 
dustrial diamonds, concealed in the 
stocks of drill bits, out of the country. 
Mr. Smit was also charged with draw- 
ing out of savings banks and using $65,- 
000 in blocked dollars. 

The Chase National Bank, named in 
the indictments involving funds, has de- 
nied the charges and the case will come 
to trial probably in September. 





Jewelry Sought in Fire Ruins 


Gems valued at many thousands of 
dollars are believed to be in the ruins of 
David Faulk’s jewelry store, 3104 Board- 
walk, Wildwood, N. J. The store was 
one of several destroyed in a $300,000 
fire which broke out on the boardwalk 
on the morning of Aug. 12. 

A hunt, supervised by police and in- 
surance adjusters, is being made in an 
effort to recover what gems can be sal- 
vaged. There was no immediate esti- 
mate of. the amount of stock in the jew- 
elry company’s store at the time of the 





FRIEDMAN GEM CO., INC. 
LARGE FINE 
TOPAZ 
AMETHYST 
STAR SAPPHIRES 


nr ne ” A ‘ 
FD PEA NCCAl t 


71-73 Nassau St., New York City 





SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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NORVAN MM 





DIAMONDS ALL SIZES 


single-cut from % to 4 pointers, 
swiss-cut and full cut from 5 to 10 
pointers, finest pol- 


10 pointers to 4 carats 
each. For prices pleas< 
phone LOngacre 5-3672, or write 


H. SORIN, 576 Sth Ave: N. ¥.19. N.Y. 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


mEw YORE 





ENCRUSTERS 


STONE RINGS ENGRAVED 
ec @ DRILLERS 
@ GEM CUTTERS 


RESTS 
@ COATS-OF-ARMS 
e@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 











fire, or the amount salvaged by firemen. | 





Another OPAster Resigns 


Milton M. Levin, investigator for the 
New York regional office of the Office of 
Price Arministration, has resigned to re- 
turn to private law practice. Mr. Levin 
took part in the watch investigation of 
last year. He has opened law offices at 
277 Broadway, New York. 








Back the Attack—sell War Bonds! 


t Whitelaw Brothers a 
k DIAMONDS (Pf) 3 


48 West 48th St.. New York, N. Y 3 








BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections on fequest to responsible Jewelers 
Necklaces lengthened and restrung 


DOUBRAVA CO. 
12 John St., New York City 
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A Wedding Ring for 


your Romantic Clientele 





77. 





Carved with the three words’ 
| LOVE YOU 
Made in 18 Kt Yellow Gold 
Keystone Price $30.00, 


Special Order Work Upon Request 


as 


B. PEREIRA, INC. 


22 West 48th St. - New’ York, ‘N:~Y. 








Spring Bars, g 
Male and Female 


American Set Jewels, 


Cigin—Hamitton—Wattham 
Hlinois » a" 


Sold wholesale only’ write ‘for 
prices and further informatiga. 


CROWN IMPORTING CO. 


116 Nassau St. New York 7,.N. Y. 














PIERCED EARRINGS 


14 K. GOLD» 
POPULAR PRICES 
Immediate’! Delivery 


Splvania Jewelry Co, 


580 Sth Ave. ‘New York 19, 











Costume Jewelry 
s 


EARRINGS 


PEARLS 


Nearest to Genu 
(Ol at-tahiell| 


Hoist Ronlicas "eag| WATCHES 


BETTY 


385 Fifth Ave 
SHOWROOM HOURS 


STRAHL 


e NEW YORK e MU. 5-5519 
1:30 to 5:30 P. M 

















NACJ Asks That It Be Given Money 
Exhibitors Collected for Trade Show 


An eye-popping proposal was made 
last month by the National Association 
of Credit Jewelers to the Jewelry’& Al- 
lied, Tredes Association. NACJ*s sug- 
gestion: give us the money you collected 
to use in sponsoring your own jewelry 
show! 


In a letter dated Aug. Av and ad-. 
dressed to the members of. the Jewelry :} 


and Allied Trades Association, NACJ 
said that since the exhibitors’ group had 
dropped the idea for a show of its own, 
it now had no need for the money. But, 
said the letter, NACJ has—because it 
has ‘been “deprived of revenue” by giv- 
ing up its convention and trade show this 
year. 


SAYS WOULD BENEFIT TRADE 

Signed by NACJ Executive-Secretary 
William Wagner, the letter informed ex- 
hibitors that “the best interests of the 
jewelry industry will be served by hav- 
ing the Jewelry and Allied Trades Asso- 
ciation turn the money it collected for 
show purposes into the treasury of the 
NACJ to be used to stabilize and make 
secure the future of instalment jewelry 
business and to assure ‘prosperity for the 
whole jewelry industry.” 

Following is the list of reasons NACJ 
gave to justify its request: 

1) “... the Jewelry and Allied Trades 
Association was unable to hold its mem- 
bers in line for no jewelry trade shows 
for the duration and .. . part if its mem- 


‘bership has indicated unwillingness to 


adhere to the . . . arrangement for one 
jewelry trade show a year... 


ANRJA IN SHOW BUSINESS? 

2) “... the NACJ must be depended 
upon. by the trade to take care of mat- 
ters that will shape and determine the 
future. of the jewelry business while 


‘ANRJA devotes itself mainly to the 


show business. The directors of NACJ 
feel that it is up to the manufacturers, 
importers and, wholesalers who comprise 
the J&ATA to give adequate financial 
support to the extensive work being done 
by NACJ. 


GAVE UP SHOWS IN ‘43, ‘44 

3) “. .. the NACJ gave up its trade 
show in 1943 and in 1944 again cooper- 
ated with the Government and_ the 
J&ATA by canceling its show and 
thereby was deprived of revenue now 
needed to bring about elimination of re- 
strictive governmental controls and mod- 


ification of the 20 per cent excise 
tOK.: iia” 
4) “. . . it seems obvious that the 


4 - 





Helary Jacobson Heads Committee 
For Travelers’ Aid Fund Drive 


Henry Jacobson, Jacobson Bros., New 
York diamond firm, has been appointed 
chairman of the Jewelry Committee of 
the 1944 campaign of the Travelers Aid 
Society in New York. Aim of the drive 
is $250 thousand. 

During 1943 the: society served 2,800,- 
150 individuals. Besides giving travel 
help. and information, the society oper- 
ates shelters for women and girls, aids 
servicemen’s families in finding lodgings, 
locating relatives, etc., and helps find 


jobs for veterans. 





J&ATA will have no need for the mone. 
which it collected to be used toward payt 
ing the expense of the first jewelry t i 
show to be held under its managem ent, | 


REFUNDS PROMISED dq 

Although ingenious, NACJ’s proposit, 
is a bit impractical, in as much ag the 
money was collected from individugt 
J&ATA members with the understand. 
ing that, should no show be held, it woulg 
be returned to them. 





No Flood of Goods... 


(From page 250) 


during the war period, although officials 
told JC-K that they will still adhere to 
OPA’s primary duty of holding down in- 
flationary tendencies. 

Prices will be set for individual com- 
panies and on an industry-wide basis, 
largely dependent on whether the item 
was in production during the war and 
on the scale on which the item can be 
produced under the “spot” procedure. 


OPA HOPEFUL 

OPA is hopeful that competition will 
tend to keep prices down to March 194 
levels, and has had several indications 
that this will be done in industries where 
a possible loss in the first postwar year 
will not be considered important in view 
of long-range market possibilities. 


WPB'S POLICY 

There are five specific points of policy 
which, WPB said, applicants should take 
into consideration.. They are: 

1) Authorization to produce will in no 
case be granted if production will in any 
way interfere with either war produc 
tion or the production of essential civil 
ian articles. 

.2) The labor and facilities to mane 
facture must be available to the appli- 
cant and not required for more essential 
purposes. The application will be denied 
if the applicant’s proposed use of labor 
would interfere with local and inter 
regional recruitment of. labor. 

3) In general, more favorable consid- 
eration will be given to applications 
where the articles can be produced from 
idle, excess or frozen materials and com 
ponents, whether in the applicant’s ir 
ventory or available from others, 
where new materials and components ate 
required. 


RATING FOR "UTILITY" 

4) Preference ratings of AA-5 will be 
assigned but only for the production of 
utility items of importance in civiliat 
requirements. A list of these items is ob 
tainable at local WPB offices. 

5) Before making application, the 
plicant should investigate the sup 
situation of the material and components 
which he will require. In general, more 
favorable consideration will be given & 
applications where the new material 
needed to produce the product can 
readily obtained with an AA-5 rating 
(if a utility item) or without a rating. 


MATERIALS DATA 

Idle and excess inventories, which may 
be used for civilian production under 
new regulation, are reported to regional 
WPB offices, which maintain lists of 
materials and products. 
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Okay, 


nando Blvd., Burbank, Cal., wants to know. 


HERE'S ONE,FOR .THE-EXPERTS 





you watch experts, where did this one come from? Dodds Jewelers, 117 N. San Fer- 
Dodds acquired the watch just recently, and 


would like to find out its history. Made of 18 karat gold, the watch weighs about seven 
and a half ounces. Each section of the bracelet is delicately engraved—in either Spain or 
Mexico, Dodds thinks. On the back of each section is an inscription in Spanish and a date, 
and one section has a family crest. Got any theories? 








able may be obtained from WPB re- 
jonal offices, which will try to bring 
buyers and sellers together, so the maxi- 
mum use of these stocks can be made 
under the new program. 





The Plot Thickens! Army POE Says 
lt Knows Nothing of "Junk'’ Jewelry 
Shipments; But Drive Is Still On 


This affair about whether the Army 
does or does not want all that “junk” 
jewelry is turning into a regular mystery 
serial. 

Synopsis of the preceding chapter, 
which appeared in our August issue: The 
Bureau of Public Relations of the War 
Department declared that it didn’t want 
any more “junk” jewelry—didn’t want 
any in the first place and had “no fa- 
cility for shipping once the collections 
have been made.” ‘The New York Army 
Port of Embarkation said they had re- 
ceived lots of the stuff—had sent it on 
to the POE at San Francisco. 

Next step was to query the San Fran- 
cisco POE about how much “junk” jew- 
elry they had sent overseas. Here is 
the POE’s answer: 

“We sincerely regret that we do not 
have the information on ‘junk’ jewelry 
requested. . . . The collection of such 
jewelry was to our knowledge strictly a 
civilian activity.” 

Then, in the way of being helpful, the 
San Francisco POE referred us to the 
San Francisco League for Servicemen. 

So, feeling a bit punchy, we quickly got 
in touch with the League, told them what 
had gone before. 

The League raised its eyebrows in po- 
lite surprise. The “junk” jewelry drive 
over? Au contraire! ‘We are receiving 
pounds from all over the United States 
and are sending it out to the South Pa- 
cific to all branches of the service.” The 
League also expressed surprise that the 
San Francisco POE hadn’t been able to 
give any information. 

Not only is the drive definitely not 
over, said the League—they are hopeful 
of more contributions. “If you know of 
anyone who has any jewelry they would 
like to donate. we would be only too 
Pleased to receive it.” (The address is 
1430 Van Ness Ave., San Francisco 9, 
Cal.) 


Next instalment? Who knows! 





: Miller Bros., wholesale and retail 
Jewelers at 84 S. Pearl St., Albany, 
N. Y., is celebrating its 75th anniversary 
this year. 





_ Say: “How about tacking a War 
Bond on your bill?” 


FOR SEPTEMBER, 1944 








JCK Gives New Service; 
Prints Monthly Data 
On Diamond Activity 


The degree of current activity in the 
diamond market is an indication of 
probable price and market trends that is 
always of keen interest to jewelers. 


On that account, Jeweters’ Crmcuar- 
Keystone begins, with this issue, the 
publication of a new monthly statistic 
which we believe to be a good barometer 
of the rise and fall of buying: activity in 
the diamond market. 


It is the figure showing the number 
of weighings in recent months at the Dia- 
mond Dealers’ Club, 36 W. 47th St., New 
York. Each of these weighings presum- 
ably represents a sale of a package of 
diamonds, since the official weighing on 
the club’s registered scales is the last 
step in the transaction between buyer 
and seller before the actual delivery of 
the goods and payment of the money. It 
is, in short, the official certification to 
the purchaser that the diamonds he re- 
ceives amount to the certain weight, and 
since a fee is charged for each weighing, 
this step is not taken unless the sale has 
been agreed upon subject only -to con- 
firmation of the parcel. 

The Diamond Dealers’ Club, of course, 
does not include all the diamond dealers 
but it does take in a large segment of 
them—approximately 1000 in number. 
And since the monthly weighings record 
the number of transactions made in each 
month by the same 1000 dealers, it does 
give an excellent indication of whether 


the total number of sales in the diamond_ 


trade is increasing, decreasing or re- 
maining stationary. 











1943 1944 
January .. 3561 3336 WEIGHTS 
February . 2795 8708 “ 
March . 8712 4604 be 
April . B655 8167 . 
May ..... 2687 2528 “ 
June ..... 1937 2411 om 
{eee 2061 2042 m 
TOTAL ..20358 21791 - 
For the Memo Pad 
September 
Sept. 11-14—Boston Gift Show, Hotel 
Statler, Boston. 











Bubar Bros. jewelry store, Roseburg, 


Ore.,. has been sold to Morgan Lawson. | 
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in widths 
from 2 m.m. 
to 7 m.m. 
in Pink and 
Yellow Gold. 
+ 10K. 14K. 


NIASH | 


REFINING. CO., INC. - 
116 Nassau St.. N.Y.C.. 


-OPALS 


Manufacturing Jeweler 








GEORGE T. MANNING 


48th STREET 
YORK 19 
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ART-CRAFT JEWELRY CO. 
FINE _ 
GOLD JEWELRY 
using better jades, zircons, 
moonstones, amethysts:. and 
ey ms 
1 West 47th St. New York 19 








‘TETERNA WATCH COMPANY 
OF AMERICA, Inc. ' : 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








Peart & BEAD STRINGING 


24 Hour Service 
Genuine & Cultured Pearl Necklaces 
our Specialty 
A Trial Wili Convince You 


AMERICAN Beap & Novetty Co. 
71 Nassau St. New York 7, N. Y.. 


RCH CROWN TAGS 


CELLULOID—METAL—PARCH MENT 


Send for Catalog Tustrating 
18 Crawford St. Newark. N. J. 
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Boost LAY-A-WAY 


| ’ y 





quisite ofl colers, 
these large (13” 
wide, 21” high) 
dynamie Lay-a- 
way Signs are 
truly powerful 
salesmen. Limited 
supply. 


Educa freed 


NEW YORK, 19, N 







1233 SIXTH AVENUE 


Y 





_ PERUVIAN 
STERLING SILVERWARE 
925 fine 
Handmade Bracelets and Pins of 


cast or filigree silver. 

Household goods, cutlery etc. 

Orders attended by Air Express 
Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 








end 


SILVER 





Silverware Repaired 
Equal to NEW 


Removing of Engravings 
We. HERTEL & Co_INC, 


Silversmiths & Platers 
17 W. 45th St. 
New York City 

“26 years at the same 

address” 


(Before) 








ee 


* GOLD. 


PLATING 


(After ) 





OPA-Retail Meeting on New Ceiling 
Regulation Put Off Until September ~ 


. The long-promised, long-awaited retail 
pricing order, which is supposed to re- 
place the General Maximum Price Regu- 
lation and presumably would be simpler, 
won’t be issued for some time yet. 

OPA had planned to meet with its 
Retail Council on Aug. 29; present the 
council with the draft of the proposed 
regulation. 

Now the meeting has been put off until 
Sept. 12 and 13, the agency says. OPA 
plans to present the draft of the regula- 
tion at this meeting, which will be held 
at the Hotel McAlpin in New York. 

The regulation, when and if it goes 
into effect, will apply to most retail 
stores, with the exception of food stores. 

On Sept. 11, day before retailers and 
OPAsters go into final pow-wow, the 
task committee of the Retail Council and 
OPA officials will meet at the McAlpin 
to go over the draft—polish it up before 
its final presentation. 

Both OPA and the retailers first took 


up the topic of a new retail pricing 


regulation back in June. ~ 
What may be contained in the new 


order: 1) a system of ceilings based on 
historic markups; 2) dollars and cents 
ceilings on a great many more items; 3) 








Business Changes 


New Owner: D. L. Myers & Co., Wind- 


sor, N. C., sold to Noah S. Garrett. 


New Store: C. E. and W. R. Steller, 437 


E. Main St., Ventura, Cal. 


New Store: Lee J. Davis, 312 N. 5th St., 


Rogers, Ark. 


New Store: Dahle Jewelry Co., Water- 


town, S. D. 


Removal: Jay’s jewelry store, Main and 


Lisbon Sts., Clinton, N. C. 
New Store: Bobb’s, 6 Market St., Amster- 
dam, N. Y. Owner, Robert Beckwith. 


New Store: Nimm’s, Inc., 128 Montgom- 


ery St., Montgomery, Ala. Manager, 
Irving Nimeroff. 


Personnel: Gift Chest jewelry store, Mt. 


Vernon, Ill., Harold Eggan, new man- 
ager. 


New Store: John Murray, Ill. Power Co. 


Building, Lexington, Ill. 























a pricing system whereby each individ), 
retailer would set his markup acco 

to what his cumulative markup st 
1948. i 


OPA Says Many Firms Now Charging 
Commissions on Watch Sales 
Are Violating Pricing Regulations 


Firms that have been charging a pur. 
chasing commission in connection with 
the sale of imported watches must deter. 
mine their maximum commissions by the 
regulation covering services—MPR 1g 
—OPA said last month. 

Most of the firms will have to apply 
individually to OPA district offices fg 
proper maximum commissions since fey, 
if any, persons charged such commissions 
in transactions involving importe 
watches in March, 1942, OPA claimed, 

OPA said a survey of the trade ind. 
cated that many of the persons noy 
charging such purchasing commissioy 
on imported watches are violating th 
services regulation. 

OPA said the survey also showed tha 
commissions charged for legitimate buy. 
ing services not only have been excessir 
but that the charging of commissions has 
been used as a device for evading price 
ceilings in many instances. 

Certain watch importers, OPA claimed, 
have used the purchasing commission de 
vice when faced with enforcement action 
in order to unload watches they har 
committed themselves to purchase at high 
prices, and then have found they could 
not profitably sell directly. In a number 
of cases, said OPA, this practice ha 
raised the cost of watches to retailers by 
25 per cent. 

OPA said that individual orders estab§ 
lishing proper commissions would defin 
the types of transactions on which com 
missions may be charged. For exampk, 
a firm would be considered to be a seller 
rather than a buying agent entitled tot 
commission if it offered goods that i 
owned or had in its possession or hal 
already ordered. 








Say: “How about tacking a Wa 
Bond on your bill?” 





FORMS FOR KEEPING OPA RECORDS 











REPAIRING of JEWELRY 


IN ALL ITS BRANCHES 
Also 


SPECIAL ORDER WORK 
ESTABLISHED 1910 


M. J. STERN 
61 Beekman St. New York City 














“Fine English” 
SILVER POLISH 


Tested and approved by 
leading silver houses. 
Write for free sample 


WONDER CHEMICAL CO. 
545 Third Ave. Brooklyn, N. Y. 
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The above forms are suggested by the Office of Price Administration as desirable for keepil 

the pricing records OPA requires. It is not mandatory that record be kept on an exact ré 

duction of the forms above; but all of the information called for on these forms is requi 

by the agency. The top form, headed “items offered or sold in March 1942," is the 

period record. The lower form, headed "New iterhs not on base period statement,” sho 

method whereby seller figures his ceiling on new goods. For news about OPA's demand 
strict compliance in the jewelry field, see page 249. 
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Alice Baltin of A. Joseph Baltin & 
740 Sansom St., spent the last two 
weeks of July vacationing in the Adiron- 


ry sricheel Orloff, of the House of Mil- 
ner, 728 Sansom St., has returned with 
his ang from a two weeks’ vacation 
in New York City. 

R. O’Lessker, manufacturer of rings, 
has moved to new and larger quarters at 
909 Sansom St. The new shop has been 

pped with modern machinery. 

New name of the firm of Eugene 
Muth & Co., 22 W. Chelten Ave., Ger- 
mantown, is Eugene Muth Co. The firm 
will continue business at the same ad- 


dress. 

4 Mr. Josef Milner, head of the House 
of Milner, 728 Sansom St., is the latest 
fishing enthusiast. Mr. Milner: spent a 
week in Margate, N. J., and while there 
joined the Margate Fishing Club. 
4S/Sgt. Earl Korff, who was in busi- 
ness with his father, Samuel Korff, in 
§. Korff &.Son, 900 Chestnut St., before 
joining the Army, spent a pleasant week- 
end with his parents in Atlantic City 
late in August.» He is stationed at 
Bradley Field, Conn. 

q The firm of Schwartz & Colgan, dia- 
mond cutters, of 704 Sansome St., closed 
for two weeks the latter part of July, 
while the two partners went on vacation. 
J. J. Schwartz took a cruise on the 
Great Lakes, while William A. Colgan 
visited New York for two weeks. 

4 Mrs. Rae Barsky, wife of Nathan J. 
Barsky, 708 Sansom..St., and Miss Anita 
Ginsberg are on a three-week flying trip 
to Camp Carson, Col. (with three stops 
en route to visit friends in mid-western 
cities) where they are seeing Mrs. 
Barsky’s son and Miss Ginsberg’s fiance, 
Harold Barsky, who is in tank training 
school there. The trip was made by 


plane. 
q The Philadelphia transit strike, which 
tied up every public conveyance in the 
city except for a few elevated trains 
which ran on an irregular schedule, hurt 
the jewelry trade as much as any busi- 
ness during the five days it continued. 
Some few jewelry firms were un- 
affected. These were some of the large 
wholesale houses and the establishments 
specializing in more expensive items. The 
retail firms, however, which must depend 





Attn. Silver Manufacturers 


Manufacturers of silver jewelry, table- 
ware, toilet articles, and other articles 
which appear on List B of the War Pro- 
duction Board Silver Conservation Order 
M-199 must file Form WPB-3707 imme- 
diately, WPB has announced. 

The forms were to have been filed by 
July 15, 1944. 

Every effort has been made during 
the last three months to send copies of 
Form WPB-38707 to all persons who used 
silver for List B items after May 15, 
1944, However, responsibility for filing 
the reports rests with producers of the 
List B articles, whether or not they re- 
ceived the form from WPB, said WPB 
spokesmen. 

Copies of the form may be obtained 
from the miscellaneous minerals division, 
ae Production Board, Washington 25, 
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upon volume business were hard hit be- 
cause central Philadelphia was a de- 
serted spot. 

Typical examples: Nathan J. Barsky, 
708 Sansom St., experienced a falling 
off of business to only one-third normal. 
The house of Milner, 728 Sansom St., 
said that trade was 65 per cent under 
normal. 

Patrons weren’t the only ones affected 
by .the strike—employees of the various 
firms experienced considerable difficulty 
getting to and from work. Employers 
finally solved the problem by forming 
car pools—calling for and delivering 
their workers. 

No damage was done to the stores and 
disorders between Whites and Negroes 
in other parts of the city did not reach 
the downtown section. 





Large Philadelphia Firms Claim 
Wage Ceilings Give Advantage 
To Small Jewelry Shops 


Two possible solutions to a labor 
piracy problem among jewelers in Phila- 
delphia were considered at a Regional 
War Labor Board hearing at WLB offi- 
ces last month. Small jewelry firms, not 
restricted in wages paid employees, were 
accused of hiring away men from larger 
firms which are bound by wage limita- 
tions. 

The two solutions offered: 

(1) Lifting all restrictions on salaries, 
so that competition for help would be 
on an even basis. 

(2) Retaining the present salary scales, 
but making the small firms adhere to 
them as well as the larger ones. 

At present, firms employing eight or 
fewer persons are exempt from WLB 
restrictions which bind establishments of 
nine or more employees. The large firms 
may not raise employees’ pay beyond 
the 15 per cent maximum increase, 
whereas the smaller firms ure allowed 
to. The complaint is that this causes 
workers in the larger plants to quit 
their jobs and work for the non-re- 
stricted firms. 

As an example: One large firm said 
that it could not pay more than $1.40 
per hour to employees; but small plants 
were offering $1.65 per hour. Result: 
Workmen preferred the smaller plants’ 
higher wages, and the larger firms were 
helpless in trying to prevent their leav- 
ing. 

No decision was reached and WLB 
took the discussion under advisement. 

For news about what WLB did about 
a similar situation in the Los Angeles 
area, see elsewhere, in this issue. 





Henry E. Stauss Replaces Murphy 
As Head of WPB Gold-Silver Section 


Henry E. Stauss will replace William 
S. Murphy as head of the Gold-Silver 
Section of the War Production Board, 
WPB has announced. Mr. Murphy, who 
had charge of the section for two years, 
resigned July 17. 

WPB will now merge the Gold-Silver 
Section with the Rare Metals Section 
and the Mercury Section, it was an- 
nounced. Mr. Stauss has been head of 
the Rare Metals Section. 
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1O1S Chestnut St 
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JOS. B. BECHTEL & CO., INC. 
729 Sansom Street 
PHILADELPHIA, PA. 


WHOLESALE JEWELERS 


WATCHMAKER’S & JEWELER’S 
SUPPLIES 


We hace served the trade 
since November I, i394 

















BYARD Ff. BROGA 
Menulecturer of Distinctive Diamond 
Mountings and Wedding Rings _ 
805 Sansom Street Philadelphia 











Philadelphia College. of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


‘ Broad and Somerset Streets 
"PHILADELPHIA, PA, 











BOWMAN 


Technical School 
c for S foe 
Watchmakers 
Engravers, Jewelers 


Write for free booklet, 
“Help Yourself te a Better 


F 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











57 Years’ Services 














COPA 


Frachcolly everything sold or wed in a Jewelry slore 
Scranton. Reana. 


WATCHES sates s Goats 7-15-17 dovet 


Also Gents | Ligne Wrist Watches with 
Sweephand. aun 7-15-17 Jewel Waterproof with 
and without nd. Ladies Gold and Gold 
Filled Fob Watches, 7-15-17 Jewels. 


LOUIS VAN ZATSMAN 


7 West 44th St., New York 18, N. Y. 
x: Phone: MU. 2-98863, MU. 2-9461. 
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BETTER LOO 
(AHEAD 


Plan now for the post-war 
era by maintaining those 
connections with legitimate 
sources who struggled to 
keep you in business these 
past three years. 














21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 





4q Vacationing in upstate New York is 
J. M. Paul, retailer at 3310 Eastern 
Ave., Baltimore. 

¢q L. Bernstein, furniture dealer of Cum- 
berland, Md., has opened a jewelry de- 
partment in the store. 

q Millard S. Braun, of Samuel J. Braun 
& Son, 538 N. Gay St., Baltimore, has 
returned from vacationing at Eagles- 
mere, Pa. ; 

q The U. S. Jewelry Co., 3 N. Liberty 
St., invited its customers to stop over 
and visit its showrooms on their way to 
the ANRJA convention, offering to 
make hotel reservations in Baltimore. 


— C. Monmonier, retailer at 1 E. | 
edwood St., Baltimore, has redecorated | 


and installed new fixtures in the Ed- 
mondson Ave. store which he acquired 
some months ago. 

q Schneer’s Norfolk, Inc., has been in- 
corporated in Norfolk, Va., to do a 
wholesale business in silverware, watches, 
jewelry, etc. President is William 
Schneer of New York. 

q The Will Sales, Inc., jewelry store at 
403 S. 4th St., Louisville, Ky., suffered a 
loss recently when a thief tossed a brick 
through a $120 plate glass window and 
took five watches valued at $150. 

q Official delegates of the Tri-State RJA 
to the ANRJA convention last month 
were Melvin F. Levitt, Levitt Jewelry 
Co., of Wilmington, and Harry Greene- 
baum, of M. Greenebaum & Sons, Bal- 
timore. 

q Arthur H. Goldman, sales representa- 
tive of the wholesale firm of Max 
Kohner, 21 W. Baltimore St., Baltimore, 
has been ill for some time in a Baltimore 
hospital, but is reported to be well on 
the way to recovery. 

q Mrs. Rose Corosh, retail jeweler of 
Annapolis, Md., has sold out her store to 
Mr. and Mrs. William Stearns, who will 
continue the 75-year-old business under 
the name of Stearns’. Mrs. Corosh plans 
to retire. ; 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


@®@ JEWELRY ®@ 
5 HOPKINS PLACE, BALTIMORE, MD. 








For immediate delivery! 
THE NEW W 44 DESK SET 
A Masterpiece in Hand Carved Maple 
50% trade discount—order today! 


STATIONERS SPECIALTY CO. 
19 West 21st St., New York 10, N. Y. 








GUILLERMO ARROYO TORO 
Casilla 4124 
Santiago, Chile 
Importer —Exporter— Wholesaler watches 
and jewelry; interested in making busi- 
ness connections with American manufac- 
turers. 
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Better Business Bureaus 
(From page 248) 


many times joining with one of the 
manufacturing organizations in New 
England, with the United States Bureau 
of Standards, to set up Commercial 
Standards and definitions having prac- 
tically «the effect of Trade Practice 
Rules. In these ways, we have secured 
official condemnation of many borderline 
as well as outrightly false statements 
covering various types of practices 
which could not be reached under the 
penal laws. 

‘We have taken these rulings and are 
endeavoring gradually to graft them on 
to local penal laws,” said Mr. Shinn. 
“For example, we have taken the defini- 
tion set up by the Trade Commission 
as to what is a perfect diamond and 
have successfully prosecuted over two- 
score advertisers in New York City who 
advertised as perfect, stones which did 
not conform to such requirement. 

“We are interested in loca] advertis- 
ing which appears in your cities and 
want to help your:in every way we can 
to bring such advertising up to as high 
a plane as possible. When you get a 
jewelry problem, write us and give us 
the opportunity to assist you.” 


q Lester Eisner, has purchased the 


con Watch and Clock Shop, room 


Bakers Insurance Building, Macon 
Mr. Eisner and his staff © ill Spec} 


‘in stone setting and engraving as welj 


watch, clock and jewelry repair. 
q P. M. Fahrendorf, president of J 


ERs’ CrrcutarR-KEysToneE, will Speak at ;| 


meeting of the Norfolk and Po 


RJA on Sept. 7 at the Charcoal Hoy: 


in Norfolk. Mr. Fahrendorf’s 
some postwar problems of the 
jeweler. 

q The Jewel Box chain of jewe 
stores, which is made up of 19 links 
cated in various southern states, ¢ 
brated its anniversary on Aug. 6,7 and 
with a celebration at the O’Hen 

in Greensboro, N. C. About 65 of ¢ 
Jewel Box personnel attended { 
sessions. 


Swiss Trade 
(From page 251) 


Just before the Allied armies slash 
into Southern France, the Swiss we 
hepeful of resuming overland shipme 
to the Spanish peninsula. Rohner, Ge 
rig Co., international forwarders, » 
ceived the following cable from Dang 
& Co., Ltd., Basle, only a few hours befe 
the invasion: 

“Nothing definite yet traffic resum 
tion. Berne authorities continuing ¢ 


deavors. For motor lorry service no pe 


mission available so far. Shall ca 
should anything mature.” 

Obviously, what actually matured 
beyond the Nazis’ control. They 
no longer in position to let the § 
resume traffic across France, cut off sir 
June 8. 

The Portuguese Sete Cidades reach 
Philadelphia late last month with 5 
stantial watch shipments—probably 


clean-up of stocks on hand at Lisbot 


Importers don’t expect much more inf 
way of new goods until Switzerland 
freed from Nazi encirclement. 


New Gold-Plated Communion Set 
Designed for Use by the Army 


A new communion set, made of g 
plated brass, has been designed for f 
use of Army chaplains, the War Depa 
ment has announced. The Army 
been using communion sets made 
wood, because of metal restrictions. 

The new set, designed by the m 


i 


planning division of the Quarterm st 


Corps, will be used by both Protest 
and Catholic chaplains. It consists 
three circular trays, each holding 


communion glasses, a wine container, a 
a gold-plated paten to hold the cons 


crated wafers. 
Specifications must be approved by 
Office of the Chief of Chaplains before 


ny 
: 


initial procurement will be made, @ 


War Department said. 











the science of all gem stones. 
Special courses in diamonds. 
in all jewelers’ 
watches. 


fi 


GEMOLOGY—DIAMONDS5 


The only complete course in gemolo 


merchandise excel 


GEMOLOGICAL INSTITUTE OF AMERICA. Im 


Dept. J-9, 541 S. Alexandria, Los Angeles 5, © 
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What Gl's Think 


Rditor, Jewerers’ CrrcuLar-Keysrone: 

Since I work, eat and —. with men 
from all walks of life, I’ve had an op- 
portunity to get a reaction of how the 
average person feels about jewelry and 
his jeweler. 

The gist of my unofficial one-man sur- 

shows that nearly all of them are 
fond of jewelry in one form or another. 
Nearly all the men—be they farmers or 
factory workers—own at least one piece 
of jewelry, inexpensive or otherwise, and 
they take great pride in possessing that 
item or items. 

All of them are somewhat awed by the 
word “jewelry” and most of them—at 
least 60 per cent—have a_ favorite 

eler they deal with. Those who fa- 

yor one particular jeweler trust him im- 

y in the same way you and I trust 

the judgment of our family doctor or 
lawyer. 

Only about one soldier in 20 feels that 


‘he has been “done” out of something by 


a jeweler, and—even in those cases— 
their so-called wrong deal was not of a 
sort to make them feel bitter toward the 
jewelry trade as a whole. They only felt 
gore at one jeweler, and didn’t condemn 
the entire industry. 

I don’t have to tell you that, after my 
analysis, I feel proud that I’m a part of 
a so well-thought-of profession. 

Pvr. Miron Jorree 
U. §. Army 


[This communique from U. 8. Army 
points to jewelers’ greatest post-war 
asset—high public esteem. Private Jof- 
fee is on “loan” to the Army from 
8 K & W, manufacturers of Fidelity 
diamond rings.—Ed.} 


A Soldier Says . . . 
Editor, Jeweters’ Crrcutar-Keystone: 


I have been in the Army seven months 
and receive the Jeweters’ Crmcurar-Key- 
stone monthly, which I read in my 
leisure hours. I am enjoying your 
articles on “Testing Precious Metals” 
immensely. 


I have completed a course in instru- 





g WPB Urges Selling Platinum Scrap 


With platinum still so urgently needed 
in war production that neither new nor 
scrap platinum can be made available 
for jewelry manufacture or repair in the 
near future, WPB officials at the recent 


“Meeting of the Precious Metal Jewelry 


Manufacturers Industry Advisory Com- 
mittee, urged platinumsmiths who have 
platinum scrap, to sell it to dealers or 
Yefiners so that it may be utilized in war 
production. 

They stressed that production of new 
platinum, though greatly increased since 
the beginning of the war, must be sup- 
plemented by the salvaging of as much 
scrap platinum as possible to meet the 
increased war demands. Committee mem- 
bers offered WPB their full cooperation. 





P. Preston Parker has opened a new 
jewelry and repair shop at 209 E. Fer- 
guson St., Tyler, Tex. 
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ment repair, in which my knowledge of 
the jewelry business was of great help, 
and am now taking a course in the re- 
pair of Army timing devices and Army 
watches. I graduate Aug. 19 from Ord- 
nance School here. 

I intend to add instrument repair 
equipment to my shop upon completion 
of the war, which I presume will be early 
1945, when we again may stock mer- 
chandise as in prewar days. 


C. J. 


V ANDEN BERG 
U. S. Army 


Pricing Suits Filed By Customers 
May Be Thrown Out of Court 
If Filed Before June 30 


It finally happened! Recognizing a 
technicality in the recently enacted 
amendment to the price control law, 
Municipal Judge Leo Freund, Los An- 
geles, handed down a decision to the de- 
fendant in a damage suit for alleged 
overcharging on merchandise. 

This decision, believed to be the first 
of its kind in the nation, was based on 
the failure of Congress to put a “saving 
clause” into the amendment. 

The action came in a suit filed by a 
customer against a Los Angeles mer- 
chant, seeking to get an award of $50 
damage on each of several purchases 
which the plaintiff maintained were 
above price ceilings. The attorney for 
the defendant entered a demurrer main- 
taining that under an amendment to the 
new price control law signed by Presi- 
dent Roosevelt June 30 all suits filed 
prior to that time were outlawed because 
no “saving clause” had been written into 
the law. Only exceptions made by the 
amended law are in the case of actions 
filed by the OPA agents. 

The judge sustained the demurrer and 
ordered the action thrown out of court. 
The decision could affect thousands of 
similar pending suits throughout the 
country in which, by this interpretation, 
the determining factor will be whether 
suits were instituted prior to June 30. 





Wholesale Sales Drop 18 Per Cent 
In June; First Slump This Year 


For the first time this year, wholesale 
jewelers’ sales took a tumble in June. 

The Department of Commerce re- 
ported an 18 per cent drop in wholesale 
volume as compared with the same 
month of the previous year—a drop of 4 
per cent from the previous month. Last 
time wholesale business showed .a minus 
sign was in December, 1943, when it was 
4 per cent below December, 1942, 16 per 
cent below November. 

Just for contrast—in June of 1942 and 
1948, wholesalers’ sales were 51 per cent 
higher, in each case, than the same 
month of the preceding year. 

Inventory on wholesalers’ shelves was 
4 per cent less this June than in the 
same month of 1943, when it was 16 per 
cent less than June, 1942. 

Business continued on a pay-up basis, 
with the number of accounts receivable 
dropping 2 per cent from May to June. 





Ask: “How many War Stamps with 
your change?” 
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Service 
SINCE 1926 
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dial 

refinishing 
Military 24-hour dials, 
special designs Name dials; 
«whatever your needs may 
be, you can rely upon our 
workmanship and service 





KIRK-RICH 
DIAL CORP. 


LOS ANGELES 
SAN FRANCISCO 

SEATTLE 
PITTSBURGH 




























LADIES’ 
HEART LOCKETS 
Beautifully Engraved 


1/20th-12Kt G. F. on sterling 
complete with G.F. chain—at- 
tractively boxed $29.50 dozen net. 


ANKLETS 


G. F. on sterling — carded $7.75 
doz. net. 

Sterling silver— carded $6.50 
doz. net. 


LOUIS PERLOFF. 


737 Wainut St. Philadelphia, Pa. | 
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Ever since the. 

boss started 7 
using ED. FREED’S Window 
Display Service, us Diamonds 
are selling like hot cakes. 
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ENAMELING 


ON YOUR 
EMBLEMS and NOVELTIES 
SEND THEM TO 


MANUFACTURERS SUPPLY CO. 


174 Chestnut St. Providence, R. |. 














~Jommetatic 


. 


Karet Gold on Sterling 
ond STERLING SILVER 
REAL STONE JEWELRY 

ieee E: 
W. E. RICHARDS CO. 
TT DR MASS 


co a | 








q The Alben Jewelry Mfg. Co., Provi- 
dence, has been incorporated. 

4q Ben Goldinger, salesman with J. & S. 
S. De Young, Boston, is ill in the 
hospital. 

q Charles Orcutt of Kennard & Co., Bos- 
ton, is now out of the hospital and much 
improved. 

q Gustave Hennings, formerly of Car- 
tier’s, New York, is now with Kennard 
& Co., Boston. 

q Everett Hardy of D. C. Percival & 
Co., Boston, has enrolled in a course at 
the Gemological Institute. 

q Julius Millman, Boston retailer, is 
moving from the Jewelers Building to 
room 513, 387 Washington St. 

q Carl Lawton of E. H. Saxton Co., 
Boston, is back on the job after vaca- 
tioning at his home in Hingham. 

q Mrs. Miriam Goldstein of Peoria, IIl., 
has just completed special laboratory 
work at the Gemological Institute. 

q The F. & V. Mfg. Co., 373 Taunton 
Ave., East Providence, has taken addi- 
tional factory and office facilities. 

q The Harvey Products Co. has pur- 
chased the assets of the Washington 
Pearl Co., 7 Beverly St., Providence. 


'q The Artistic Pearl Novelty Co. of 


Providence is now a partnership com- 
posed of Vincent D’Amico and Mario 
Ambrifi. 

q Since the death of Edward Plant, 
owner of the State Street Jeweler, Bos- 
ton, on July 28, Mrs. Plant is carrying 
on the business. 

q Andrew F. Crocker, former president 
and treasurer of Pinkham & Smith Co., 
Boston, is now associated with Montgom- 
ery-Frost Co. 

q William Redmond, assistant to John 
C. Nelson, manager of Swartchild & Co., 
Boston, recently returned from a vaca- 
tion in New York. 

¢q Reliable Glass Works, manufacturers 
of imitation pearl novelties, Providence, 
now has as partners Alphonse Nadolillo 
and Nicola D’Alessandro, 

q Daniel Curran is now back at his office 
at 373 Washington St., Boston, after a 
serious illness, but is not yet quite up to 
a full-time office schedule. 

q Donald V. Holt, watchmaker, who 
conducts business under the name of The 
Holt System, has opened a new store at 
Hyannis, Mass., on Main St. 

q Edwin U. Wyman, of Ben Wyman, 
873 Washington St., Boston, broke his 
ankle when he fell on the sidewalk sev- 
eral weeks ago, but is now back on the 


job. 

¢q David Percival, Jr., of D. C. Percival 
& Co., Boston, spent his summer vacation 
at Marblehead, where he enjoyed swim- 
ming and sailing. 

q Howard Macomber of Shreve, Crump 
& Low Co., Boston, took a typical war- 
time vacation this summer—at home. 
Many others in the trade are doing the 
same. 


-@q The regular Boston Fall Gift Show 


will open at the Parker House for a 
five-day exhibition beginning Sept. 11, 
and many Boston wholesale firms are 
planning to display their merchandise 
there. 

q Charles E. Butler, since 1929 manager 
of the diamond salon of Jordan, Marsh 
Co., Boston, has resigned his post to 
become manager of S. H. Kirby & Sons, 
New Haven, Conn. 





q The store of W.. Howard Renfrew 
110 Tremont St., Boston, is now 

for the duration and his merchandigs 
placed in storage. Mr. Renfrew ig noy 
in the Navy and his store will remajy 
closed until his return. 

qThe Providence City Council has 
fused to go ahead with a recommends. 
tion that it sell back to Coro, Inc, 
$8,000, land on Point St. which it o 
acquired from the firm for highway y 
poses at more than $27,000. 

q Shreve, Crump & Low Co., Boston, 
proudly exhibiting in its windows 
Japanese rifle and bayonet sent frog 
Bougainville by a member of the organ). 
zation—Ens. Roddy Horne, son of Ap 
thur Horne, treasurer of the firm. 

q Murray Lourie is a new employee 
Nathaniel I. Goodman, Boston manuf, 
turing firm, having replaced Oscar 
who is now in business for himself. My 
Lourie was formerly with Louis 4 
Jacobson and later took a war job. 





q Edmund C. Mayo, president of th 
Gorham Mfg. Co. has been. named chaj 
man of the corporation’s division in ¢ 
1944 campaign of the United War F 
in Rhode Island. He has been a dires 
tor of the fund since its organization 
1942. 

q Lester Chappell, former manager of 
the gold department at Smith-Pattersm 
Co., Boston, and now manager of i 
jewelry store in Wilmington, Del., wa 
in Boston recently and called upon his 
former associates at their new quarter 
at 45 Summer St. 

q Frederick T. Widmer is celebratin 
the 100th anniversary of the Boston stor 
which is now operating under his nam 


‘but which began its existence in 1844 uw 


der the ownership of Henry Guild. Thi 
later became Guild & Delano, tha 
Henry Guild & Son, after which M. 
Widmer became owner. 

4q Israel Gordon is the new owner of 
Charles, Henry & Crowley Co., 8 Cit 
Hall Ave., Boston. .Mr. Gordon too 
over the store on July 25, after formig 
a new corporation.. It will continue w 
der its present name. Mr. Gordon al 
operates the. Lamb Jewelry Co. i 
Quincy; Clark & True, at Middletows, 
Conn., and the Lenox Jewelry Co, @ 
Bridgeport, Conn. 

4A new firm of wholesale jew 
made its bow in the Jewelers Building 
Boston, on Aug. 1—Smith & Zaff. Berni 
Smith has been a salesmen with t 
Gruen Watch Co. for the past 18 ye 
and Oscar Zaff was formerly wi 
Nathaniel I. Goodman. They have tak 
office space with Daniel Curran © 
room 809, 878 Washington St. Mr. Smil 
will spend most of his time on the re 
while Mr. Zaff will carry on the o 
work and local business. 

In June, 1948, Bigelow-Kennard 
oston, startled conservative Boston 
with a brand new idea in wedding st 
ionery—a two-toned tinted paper. FE 
dently Bostonians like to be startle 
Today the majority of orders for ¥ 
ding invitations and announcements ! 
filled from this new type of stationef 
and two new tones have been added 
the original shadow-green tone—pel 
rose and sun beige. Engagement 
nouncements and stationery for that 
you‘notes are also available in the 

shades. 
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-Patterson Co., Boston, is now 
. ett in its new quarters at 45 
r St. where it occupies three 
the basement and first and second 


Wall aors, The gift department -is located 
the second floor, as are the offices. 
andig| qye work rooms, however—where the 


5 Now repairing, polishing, etc., are done 
‘emain oon cobed at 52 Summer St., for- 
mer quarters of the company. Mrs. 
a8 tel pachel Clark, stationery buyer at Smith- 
lenda-} patterson Co., has taken a leave of 
C., f ce for the summer. Another em- 
E on ee, Miss June Trani, has enlisted in 
Y Pun jhe Waves, and Mrs. Marion Cooney is 
sow in Philadelphia with her Navy hus- 
On, is and who is in school there after action 
WS afin the Pacific in several major engage- 
from} ments. Miss Lyle Dumbleton, a former 
Bani} employee, is now in the WAC. 
t And 4 Nine students attended summer classes 
at the Gemological Institute. They were: 
ee aff Mrs. Mary Beattie, Cleveland, Ohio; 
ufael Miss Ruth B. Rearic, Ellwood City, Pa.; 
Walter R. Thomas, Atlanta, Ga.; Lester 
Mri W. Moon, Tallahassee, Fla.; Miss Gloria 
3 Al Davey, La Porte, Ind.; Mrs. Elizabeth 
Booth, Albany, N. Y.; Syd High, 
! thi Medina, Ohio; Thomas Cave, Little 
hain) Rock, Ark.; and Russell Gardner, Pe- 
1 tel oria, Il]. Registered for the class begin- 
Funt ning Aug. 28 were: W. W. Putnam, 
irest Tallahassee; E. C. Fessel, Fort Wayne, 
mii Ind; R. M. Yantis, Atlanta, Ga.; 
George J. Fischer, Clinton, Iowa. 
r off George Carter Jessop, San Diego, Cal., 
will arrive in Boston in September to 
f si take his Certified Gemologist examina- 
wal tion, and Bruce Water of Jacksonville, 
hist Fla. is expected to arrive in October for 
ten) the same purpose. 
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AMe| 
u- What's New... 


: If you’ve moved your store to a new 
M;| location, opened a branch store, re- 
modeled and installed new fixtures, cele- 
brated your golden anniversary in the 
wf jewelry business—or joined the Army— 
we'd like to hear about it. 
Jeweters’ Crecunar-KrysTtone wants 
m4 news from you and about you—it’s your 
Jy} Magazine! So if you have some news 
about yourself and your business, send 
m| it to: Jewerers’ Crrcutar-Keystone, 100 
aj B. 42nd St., New York 17, N. Y. 














if Smaller Jewelry Firms in Los Angeles 
Put Under WLB Wage 
Stabilization Rules 


All small jewelry firms in the Los 

Angeles, Cal., area, as well as those em- 
ploying nine or more persons, are now 
under the wage stabilization restrictions 
of the War Labor Board. 
_ Wage ceilings will be frozen in all 
Jewelry establishments — retail stores, 
manufacturing firms, and repair shops 
—even with only one employee. Here- 
tofore the wage ruling applied only to 
shops employing nine or more persons. 

WLB’s move following a meeting, held 
about two months ago, with jewelry in- 
dustry members to establish whether 
the former ruling placed a hardship on 
the larger shops and allowed wage pirat- 
ing. (See page 288, JC-K for August.) 





Back the Attack—sell War Bonds! 


FOR SEPTEMBER, 1944 











Many Providence Firms Forbidden 
To Hire for Four Week Period; 
Some May Hire Replacements Only 


Reflecting a serious manpower short- 
age in Rhode Island, the War Manpower 
Commission August 9 imposed a four- 
week ban on new hiring on all but 93 
firms in the Providence area. Essential 
firms, but not with the urgency priority 
rating of the favored 93, will be able 
to hire only replacements while others 
will be absolutely prohibited from any 
hiring, even for replacements. In the 
latter category are many jewelry plants. 

Jewelry firms engaged in important 
war work are included in the 93 which 
will be unaffected and some others will 
be at least able to hire replacements, be- 
“> the second group. 

hose who are denied even replace- 
ments have been “having a tough time 
of it” for months as they already have 
had a voluntary employment ceiling im- 
posed on them. Such ceilings generally 
are 10 to 15 per cent under their current 
payrolls. Under the new four-week ban, 
however, such a status is wiped out and 
the non-essential (not on war work) 
jewelry firms are denied even replace- 
ments. 

The order caused no undue excitement 
in the trade, for jewelry makers have 
been getting along on a ragged man- 
power situation for some time. Older 
men and women and youngsters—some 
coming in after school hours—comprise a 
big portion of the labor force. July pay- 
rolls in Rhode Island jewelry and silver- 
ware plants were down 18 per cent from 


June and were 11.6 per cent below July | 


of 1948. 


Jewelry stores are considered non- | 


essential and thus prohibited from hiring 
even replacements but employee turnover 
in Providence jewelry stores is very 
small and. the order is expected to cause 
only slight inconvenience. 





Connecticut Retail Jewelers Meet 
For One Day Session on Postwar 


Connecticut jewelers met for a “Post- 
war Emergency Conference” on Mon- 
day, Aug. 7, at the Hotel Bond in Hart- 
ford, to talk over postwar problems and 


Boost LAY-A-WAY 
SALES! G = nl 





hear talks on credit, marketing, advertis- 


ing, etc., after V-Day. 

Officers elected at the one day session 
are: Frank S. Coskey, Hartford, presi- 
dent; Clifford Wilson, Norwich, vice- 
president; Sturman F. Dyson, New 
Britain, secretary-treasurer. 


ANRJA | 


President Charles J. Michaels was chosen | 


honorary president. 

Speakers were: Alfred C. Moreau, 
manager of the Hartford Retail Credit 
Association, “Credit Expansion. in the 
Postwar Era”; Charles H. Conland, 
“Your Public and You”; Willard B. 
Rogers, Connecticut State Development 
Commission, “Postwar Connecticut”; 
Charles Michaels, “Jewelers Forward”; 
Edward H. Gardner, “Postwar Plan for 
Retail Action”; W. J. Hartland, “Air 
Cargo and the Retailer”; N. P. McLean, 


New York Council on Retail Diversion, | 


“Trade Diversion.” 
About 100 jewelers attended, and the 





Connecticut group hopes to schedule ad- | 


ditional conferences on trade problems | 


about every six months. 





British -Guiana’s only diamond cutting | 


and polishing plant has added several 
cutters and polishers to its staff. 











supply. Order im- 
mediately. 


Only $2 90 a 


2 for $5.50 
4 for $10.90 


Eden Preed esis 












14 KT. GOLD ANKLETS 


Heavy Flat Curb Chains 
Oval and Rectangular Plates 
Individually Carded 
$10.60 ea. Keystone 


HERMAN SACHS CO. 


32 Liberty St., New York 5, N. Y. 














ENGRAVIN 
DESIGMIN 


EMGINE TURNIN 


> } Ty1\ 
Brat | )} \ | 


NORTH AT TI 











Sold only direct to Retailers 
MFG. CO., ATTLEBORO, MASS. 








WELLS 








22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 


















ee 

| A superior polish Freight id in 

— made by silver- the nited’ States 

smiths for jewel- in i mini- 
ers’ use andresale. mum lots. 

REED & BARTON TAUNTON, MASS. 
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q David Goldstone, vice-president and send check for the number of units theyf OP. 
manager of the New York office of the wish to pay for. oth 
Imperial Gem Syndicate, spent several q President Charles D. Jacobs, of ih ing 
days at the Chicago office last month Illinois Retail Jewelers Association, stit 
and visited old friends in the trade with other officers of the organizations § whe 
1 
the 
da 











here. Chicago on Aug. 2 to discuss plans fy 
q Nate Blank, who for the past five the year. The officers decided that th 
years had represented Speidel Corp. on Illinois RJA would give active suppoy 
the Pacific Coast and was recently trans- to the Illinois Watchmakers Guild 5 
ferred to cover Chicago and the Mid- their effort to secure a watchmakers’ jj, Me 







for 
Victory 


Critical metals, steel —b anogaiieal west, is now located in a _ three-room cense law next January. Sec 
lille ns Seager geese suite at 1318 Heyworth Building, 29 E. Henry Mortensen outlined a ples Is | 
4 Madison St. which the Illinois Federation of Retaj ! 


gone to war. 


q Joseph S. Stein, Stein & Ellbogen Co., Associations will cooperate with th 
The nation’s labor has followed, de- 


long-time yachting devotee, took up sail- jewelers’ association in building up i} ite 


voting their efforts to the production ing this year and finished third in a field membership in the state. A m has 
of necessary war materials and essen- of 31 in the Mackinac Cup race at has been called at Springfield for tal 
tial civilian is. Mackinac Island, Mich. on July 18, 25 when representative jewelers of ' 

ss : with his sloop, “Hope.” The “Hope” state will meet with the officers of th} is 
Let the dollars join in this Home time, 61 hours 16 minutes and 18 sec- association to discuss the membership : 
Front effort to insure the Victory— onds. drive and other matters. “ 


BUY WAR BONDS. q Nathan Kahn, retail jeweler, suffered 





the loss of $2000 in cash and jewelry one i 3 pe 
r i NOBLE & COMPANY now! _ —— when three. Negro rob- Wolverine Retail Jewelers Convene in 
e Ue ers shoved him into a back room and * F 
Manufacturers beat him with a revolver until he fell to At Grand Rap ids July 23 and 24 - 

559 W. 59th St., Chicago, Illinois. the floor. Reviving, he rushed to the Michigan jewelers met at the annul 
street and gave an alarm as the robbers | convention of the Michigan RJA at th} ;, 


fled. One, a 19-year-old boy, was cap- Pantlind hotel, Grand Rapids, on Juy§ 4, 
tured and a revolver and part of the | 23 and 24. 





jewelry was found on his person. Po- Elected to office for the coming yea} ,, 
lice said he confessed being one of the | were: Albert Nieboer, Grand Rapids} ;, 
robbers. president; Deane Herrick, Plymouth} ,, 


4 The jewelry division of the “Kits for vice-president; Florian Hiss, Bay City} ¢ 
Russia” campaign in Chicago is func- | vice-president; H. T. Doxtader, Lansing} 
tioning under the leadership of Joseph | secretary, and Bert Vandenberg, Gran — 
Kagan, Joseph Kagan & Co.; Al Fein- Rapids, treasurer. 
stein, Feinstein Bros., and J. Ruben- The session was opened on July % R 
stein, Rubenstein Bros. Jewelry Co., as by O. L. Church, retiring president. Fol § 
co-chairmen of the committee. Mr. lowing Mr. Church, past president Palf _ 


Feinstein says their efforts have brought Morrison, Kalamazoo, talked on watch 
excellent response but many more pur- making legislation. 
chases are needed. The kit unit costs The “standing room only” sign was 


$4.75 and sales have ranged from a hung on the Michigan room of the Pant§ 
single unit up to 100 units, orders com- lind Hotel when about 200 jeweles§ * 
ing from all sections of the country. crowded into the Monday morning sew 
Jewelers have been urged to assist in sion. Speaking were: Tom O’Connéel§ ¢ 
this work and write for particulars or Elgin National Watch Co.; Jack Keenan, § | 


EINSTEIN ‘ccs: 


WATCH MATERIALS & SUPPLIES, TOOLS & 
OPTICAL GOODS 


5 SO. WABASH CHICAGO 3, ILLINOIS 


oe en RS RR OR RCIA. UR ROR OR 




















Gold-Silver 
DPDLATING 


“ASK ABOUT” 


8, HODANIZE 


TRADE MARK REG. U.S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 








Diamonds all sizes and qualities. Watches new and rebuilt. Complete line of 
Watcheases and Dials, Specialty Lapelcases. Watchstraps and J-B Watchbands, 
Watch and Ring Boxes, Cocktail, Baby, Wedding and Birthstone Rings, Cocktail 
Cases with and without Diamonds, Spray and Rhinestone Pins, Identification Brace- 
lets, Anklets, Wallets, Window Displays and Trays, Findings, Stems, Staffs and 
other Watch Materials. Send your movements, we will rebuild them with latest 







































10 S. Wabesh Ave. CENtel 6089° style Cases and modern Dials. All above merchandise in stock for immediate delivery. 
Our Special Staff Cabinet 10C 72 Bot- Mainsprings—Our stock is depleted; we 
tles 2 in ea. bt. for Bulova, Guren, can offer 1 gr. ass. from the narrowest 
A.S. & misc. with chart to Interchan and weakest, to the largest. Swiss & 
. over 1200 models by diameters. .$50. American or separate........... $30.00 
¢¢@ Stems, as above, assrt. 30C.... 30.00 Above cannot be changed or returned 
Which Refills available as it will be made up specially. 
OUR WORK COSTS NO MORE THAN Ask for our complete line of diamonds, loosé, and set. Also cocktail rings, 
’ ORDINARY WORK ana 
BECKER-HECKMAN CO. * mavEen — 
E. Madivon St. CHICAGO, ILL. \ i 
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ton Watch Co.; C. I. Josephson, 

Ill, ANRJA vice-president. 
The jewelers and their wives attended 
, noon luncheon, after which they heard 
, talk by Lyle A. Devlin of the Office of 


price Administration, who explained 
OPA pricing rules and how to comply. 
Other speakers were Otis Cook, manag- 
director of the Michigan Retail In- 
stitute, and Paul Morrison, Kalamazoo, 
gho spoke on trade diversion. 
The two-day conference closed with 
the annual banquet and dance held Mon- 


day night. 





Manual On Retail Excise Taxes 
is Now Available From NRDGA 


A Retail Excise Tax Manual, contain- 
ing listings of taxable and non-taxable 
items, as well as other tax information, 
has been published by the National Re- 
tail Dry Goods Associations. 

The 26-page booklet contains an analy- 
sis of the excise tax regulations, impor- 
tant rulings from the Bureau of Internal 
Revenue concerning the taxability of 
specific articles of fur, jewelry, luggage 
and toilet preparations, also specific list- 
ings of articles under the headings “Ar- 
ties Taxable at 20 Per Cent” and 
“Articles Not Taxable.” 

NRDGA will publish revision sheets 
for its members if and when changes in 
the regulations occur. 

The Retail Excise Tax Manual is 
available to non-members of NRDGA 
for a nominal charge, and may be ob- 
tained from the National Retail Dry 
Goods Association offices at 101 W. 31st 
St. New York, N. Y. 





Radio Output for Civilians 
Will Be Resumed When Nazis Fall 
—But Not Before, Says WPB 


Radios for civilians? Not till after 
Germany surrenders, WPB officials told 
the Radio Industry Advisory Committee 
at Washington last month. 

Radio-radar production for the mili- 
tary must continue through December at 
16.4 per cent above the July level, the 
WPB men said. 

“Many Government controls may be 
removed after Germany surrenders,” 
WPB Vice-Chairman C. E. Wilson told 
the meeting, adding that the over-all war 
production program may be trimmed by 
40 per cent. 

Cutbacks, after the collapse of Ger- 
many, were seen likely to yield enough 
raw materials to permit radio construc- 
tion for civilians without quota restric- 
tions. This is because the tonnage of 
steel, copper and other raw materials 
needed by the radio industry are com- 
paratively small. 

Referring to the “spot” authorizations 
of Aug. 15, the WPB officials stated that 
radio, like automobile, electric refrigera- 
ator and washing machine production, 
was excluded from the civilian program. 
The L-265 order restricting civilian radio 
production thus continues untouched, 
though other WPB orders have been 
modified or rescinded. 





ACTION 
ATTRACTS 


fl By 
CN a 


37 $0. WABASH AVE 


RING DISPLAYS 


HENRY PAULSON &@ CO. 
CHICAGO 


FOR SEPTEMBER, 1944 


PAULSON REVOLVING 


SPARKLING MIRRORS 














SIGN DESIGN 








Bridgeport Post 


Something new in design is this colonial- 
styled sign now hanging over the Davis & 
Hawley Co. store in Bridgeport, Conn.—its 
air of correct taste and dependability is par- 
ticularly suited to this century-old jewelry 
firm. The silhouette panel is removable, so 
that new panels may be used for special pro- 
motions or just to add interest and variety. 











Fewer at Work in Silver 
And Jewelry Plants; 
More at Watch Factories 


Employment during June in the 
jewelry and silverware manufacturing 
industries was considerably below the 
level of a year ago, but more people 


' were working in the watch and clock in- 


dustry, according to the Labor Depart- 
ment. 

Biggest drop in workers was recorded 
in jewelry factories, where 2204 fewer 
were at work than during June of 1943. 
Reasons for the dip could be any of the 
following: Heavily stocked distributors 
who reduced buying during June; migra- 
tion of workers from jewelry plants to 
better-paying war jobs; the fact that 
Labor Dept. figures may not include 
workers in black market shops. 

June, 1944, employment in jewelry 
shops was listed as 14,123 against 16,327 
for the same month of 1943. 

In silverware plants, employment les- 
sened from 11,860 in June, 1943, to 10.515 
in June, 1944—a decline of 1345. 

By contrast, the watch and clock in- 
dustry, on which the war has imposed a 
limitless demand for fuses and scores of 
complex devices, provided work for 528 
more individuals during June than at the 
same time a year ago. Here employment 
was shown to be 25,355 against 24,827. 


LESS GOLD MINED IN JU. S. 


Gold production from U. S. mines was 
82,350 fine oz. in May, a decrease of 2 
per cent from April, says the Bureau of 
Mines. January-to-March production 
was off by 27 per cent, compared to the 
same period of 1943. Alaska showed a 
decrease of 73 per cent and the western 
states a decrease of 23 per cent. Colo- 
rado and New Mexico were the only 
states to boost their gold output. 








Our 9th Edition 
FINGER PRINT 
CATALOGUE 


for 1944 is ready for 
distribution. 
Write your jobber for one. 
This catalogue is brought down 


to date showing the numerous 
Swiss watches on the market 





and contains valuable infor- 
mation. Owing to wiss 
rder being closed, some 


Swiss watch parts are not 
available at the present time. 


THE NEWALL MFG. Co. 
CHICAGO 2, ILLINOIS 











FOR BEST RETURNS 


Ship us your old Gold and Silver. We 
also buy your surplus diamonds, gold 
scrap, optical scrap, watch cases and 
movements. 

During Summer months is the time 
to clear your store of scrap metal— 
turn it into cash. 

A trial shipment will convince you. 
Package held intact for 5 days for 
your approval of check. 


ROSE SMELTING 
& REFINING CO. 
29 E. Madison Street Chicago 2, Il. 











He's your man to see if aa 

you want the most attrac- X Ls 
tive Windows in town. 
I know from experience. 


Edita Preed in von en 















WATCH DIALS 


REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 


fice WATCH CO. 


S S.WABASH AVE. CHICAGO ILL 


USED WATCH. 























os 

MATERIALS =z 

o 

7" 

USED MOVEMENTS 1 2 r=) 

Good Condition x 

Good Dials e 

O-Size Elgin, 
Waltham bar 
"Ye Sie Hunting, | THE PRICE OF > 
. Ww 

Be a] PRC 
Elgin, Waltham — | voliee torke ten 
7J,$1.80—15J, $2.00 | PS,” oll watches, 
6 Size Elgin, Wal- Send sample of 
tham, Hunting what you want! All 
TH OREer tel Anat Guaranteed! Remit 
6,$2.00—154,82.50 | YF 7 
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KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The House of Quality and 


1S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


Service 


CELLINICRAFT Jewelry 


ELGINS @- HANELTONS 
Lines of quality and style that give you pro- 
tected profit You can recommend these lines 
to your customers with confidence 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 











DIAMOND-CUTTING 
EXPERT WORK 


7b YM) 2.041 € 3 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 
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4 Gus Kuhnheim, who has been ill, is 
now back on the road for D. Jacobs 
Sons Co. 

4q Adolph Weibell, Vine St. jeweler, has 
just returned from his vacation, during 
which his store was closed. 

4q Lawrence Herschede, Frank Herschede 
Co., recently returned from an extended 
vacation in Florida. Edward Herschede 
is on a fishing trip to Canada. 

q Walter Bleska, Gerwe-Brown Co., 
doesn’t believe in “pink tea” vacations. 
His, last month, was spent on a farm 
in Loveland where he tried his hand at 
farm work, including milking a cow. 

4 As is his annual custom, Harold (Doc) 
Haerr, Gruen Watch Co., was host at a 
picnic to his friends last month. Many 
of those who attended were fellow- 
members of the Town Criers. Among 
out-of-town guests was Leo A. Simon, 
Vincennes, Ind., retailer. 

4 John Gerwe, Gerwe-Brown Co., re- 
turned here for several days last month 
from his summer home in Michigan to 
hold a reunion with his son, Maury 
Gerwe, who was home on his first fur- 
lough since he gave up his work at the 
jewelry firm to enter the Army last 
March. 

4q A new jewelry store will be opened at 
4027 Hamilton Ave. in Northside about 
Sept. 1. Abe Straus, manager of the 
Mayor Jewelry Co., 5th and Vine Sts.. 
has leased the storeroom which he will 
have remodeled and modernized. Mr. 
Straus will go in business for himself 
when the new store is ready. 

4q The first meeting of the fall season of 
the Cincinnati Guild, Ohio Watchmakers 
Association, will be held Sept. 1. Ar- 
rangements are being made to have a 
guest speaker who will discuss the vet- 
erans’ re-employment program here, 
especially as it applies to training the 
returning men in watchmaking and re- 
pairing. : 

4 Members of the trade were agreeably 
surprised last month when their old 
friend Pat Linnehan, now in his 80's, 
visited the city on a buying trip. The 
last time he came here was to see the 
Reds battle it out for the World cham- 
pionship. Operator of a jewelry busi- 
ness in Birmingham, Ala., Pat is a na- 
tive Cincinnatian. He left here when 
he was a young man but has kept in 
touch with his friends. 

q About the happiest soldier around 
Cincinnati these day is E. Paul (Buddy) 
Knight, first lieutenant in the Air Corps 
who for the past year had been helping 
to give the Nazis cain in Europe. With 
more than 30 missions as navigator on 
a bomber over enemy territory to his 
credit, he was sent home on a furlough 
to see his eight-month-old boy for the 
first time. It was two years ago when 
he gave up his diamond cutting business 
here to enter the Air Corps. 

q Richard Hug, former Wyoming, O., 
watchmaker, is still a businessman at 
heart notwithstanding that he is now in 
the Army. A letter received from him 
by his friends here last month disclosed 
that he is following his old trade—a few 
miles from the battlefront in Normandy. 
A foxhole is his shop and an old box his 
workbench. With water sloshing around 
his feet and the sound of exploding shells 
in his ears, he repairs watches for his 


buddies. 








And he says no homefront 
watchmaker could be busier. 
q A new partnership has taken oye, 
operation of Mecklenborg & Gerhardt, 
811 Race St., manufacturing jewelers, as 
of Aug. 1. It consists of Carlton Ger. 
hardt, Norbert Mecklenborg and Migs 
Helen Koch, former bookkeeper there, 
Releasing the reins of the business they 
founded in 1910 were Fred Gerhardt and 
Louis Mecklenborg who bowed out ip 
favor of their sons who both have been 
affiliated with the firm for 27 years. Miss 
Koch has been with the company for 
the past 34 years. The name Mecklen- 
borg & Gerhardt will be retained. 
q Two men and a woman have been 
sentenced to the electric chair as the 
result of the brutal slaying of 76-year- 
old Jacob Reinstatler, West End jeweler, 
A jury of seven men and five women 
on July 28 found two negro men and 
one negro woman guilty of first-degree 
murder and recommended no mercy. 

The three were accused of entering Mr. 
Reinstatler’s store April 10 and striking 
him repeatedly with a hammer. His 
death occurred two days later from a 
fractured skull. The slayers realized 
no money from the hold-up. Jewelry 
items they took were given to other per- 
sons, and recovered later by police. 
q It was a busy week for the Richter 
Jewelry Co., 6th and Main Sts.! For 
one thing, a Richter employee walked off 
with the crown at the annual 6th St. 
Business Men’s Club beauty contest. 
About 40 girls participated. 

Next, Corp. Frank B. Sommer, a friend 
of owner Charles Richter, sent the jew- 


.eler a present—a German helmet! The 


helmet is now on display in the Richter 
window, together with photos of Richter 
employees now serving overseas. 

Last, darned if a beer wagon horse 
didn’t “break down” right in front of the 
Richter store. He had to be shoed on 
the spot, and it was such an unusual 
sight that photos made the papers—with, 
of course, the Richter store in the back- 
ground. 

q Two stenographers of Klein Bros. Co. 
are doing a job that comes under the 
heading of morale building. Each week 
they write at least one and sometimes 
two letters to the seven men from their 
office who are now in service. They are 
Miss Marion Huber and Miss Elaine 
Wessendarp who began the practice 
early in the war and plan to keep i. up 
for the duration. Their special job now 
is cheering up Pat Patterson, former 
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. Wholesale Jewelers 


811-13 RACE STREET 
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an of the firm, who was injured 
jp a jeep accident in England shortly 
jefore D-Day. He is still in a hospital 
jeing treated for shoulder injuries. An- 
gther salesman, Robert Gau, is fighting 
in Italy, and news was received recently 
that Al Wehry had arrived safely in 
England. 





OPA Wants Compliance 
(From page 249) 


2. The highest price for which that 
article was sold or delivered during 
March, 1942, to each class of customers 
with whom the manufacturer does busi- 


ness. 

8. If during March, 1942, no actual 
sales or deliveries of the item were made 
to customers of any given class or 
classes, then the highest price at which 
the article was offered for sale to cus- 
tomers of that class must be shown. 

4, Other terms of sale, such as cash 
discounts, special allowances, and so on. 

5. The official ceiling price for the 
article to each class of customer (which 
is the same as either 2 or 3). 


NEW ARTICLES 


For articles which were not sold or 
offered for sale by the manufacturer 
during March, 1942, a special procedure 
must be followed and complete records 
maintained to: show the manner in which 
the ceiling price was arrived at. 

The following information is required: 

1, The date the new article was priced. 


2. A complete description of the 
article. 
3. The maximum price which the 


manufacturer has established to each 
of his classes of customers, and what 
the class consists of. 

Then, if the new article is closely simi- 
lar to an old one, the only change be- 
ing some minor variation in style or de- 
sign which does not affect the quality, 
utility, etc., the record must show an 
identification of the old article, its maxi- 
mum price under the OPA ceiling, and a 
statement as to how that maximum price 
was established. © 


KEEP THE RECORDS 


This maximum price then becomes the 
ceiling for the new article and the manu- 
facturer may proceed to sell the new 
item at that price without applying for 
permission to do so, but must keep the 
foregoing record on file. 

If the new article embodies major 
changes from the old one, or if it is an 
entirely new item in the manufacturer’s 
line, he must then submit a statement on 
the new item to OPA at Washington, 
with the price at which he proposes to 
sell it and a statement as to the basis 
on which that price was determined. If 
the new item is merely a new model of 
a general type of goods similar to some- 
thing he has previously manufactured, 
and his suggested price is based upon 





WINS SENIOR CROWN 


At an elaborate ceremony, patterned 
after the English coronation, Miss 
Eleanor Jean Segelhorst, daughter of 
H. F. Segelhorst, Pittsburgh jeweler, was 
crowned Senior Queen of the University 
of Pittsburgh recently. Miss Segelhorst 
was chosen for this top honor by the 
other senior women on the basis of 
scholarship, character, personality and 
contribution to university life. 
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the similarity of the old item, the manu- 

facturer need wait only for 15 days and 
then unless he has heard from OPA in 
the meanwhile to the contrary, may go 
ahead and sell at the price he has: sug- 
gested. 

If, however, the item is of a type en- 
tirely new in his line, he must wait un- 
til he receives approval from OPA at his 
suggested price before making any sales. 

Both speakers pointed out that many 
manufacturers have failed to set up even 
the base period prices during March, 
1942, and that far more of them have 
failed to establish prices on new items 
in the manner described just above. 
These things are all considered serious 
violations and will be prosecuted even 
though there has been no profiteering on 
price because OPA takes the view that 
proper and adequate records are an ab- 
solutely essential element in any pro- 
gram of price enforcement and views 
very seriously the failure to keep them. 

Questions from the floor on various de- 
tails and interpretations were answered 
at the close of the meeting. 

It cannot be emphasized too strongly 
that manufacturers who wish to avoid 
legal entanglements and the stigma of 
unfavorable publicity had better get 
their records in order immediately if 
they have not already done so. 





CS for Marking Silver — 
Jewelry and Novelties 
In Effect Since Aug. 15 


The new Commercial Standard which | 


provides for the proper marking of silver 
jewelry and novelties went into effect 
on Aug. 15. Silver items produced in 
this country or imported after that date 
must be made of 925/1000ths fine silver 
in order to be marked “sterling,” “ster- 
ling silver,” “solid silver,” or “silver.” 
Items marked “coin” or “coin silver” 
must have 900/1000ths parts of fine sil- 
ver. 

The Standard hits many imports from 
Mexico and South America that have 
been marked “silver,” but have con- 
tained less than 900/1000ths pure silver. 

Flatware, hollowware, and toiletware, 
as well as screws, rivets, springs, pin 
stems, etc., are not affected by the 
Standard. 

Copies the Commercial Standard for 
silver jewelry and novelties, CS118-44, 
may be obtained from the Superinten- 
dent of Documents, U. S. Government 
Printing Office, Washington 25, D. C., 
for a charge of 5 cents. 





John B. Brown, formerly head of the 
repair department of the Charles H. 
Shaffner jewelry store in York, Pa., is 
opening a watch shop at 33 E. Phila- 
delphia St. in York. Mr. Brown plans to 
sell watches and watch attachments as 
well as do repairs. 





NEW JEWELRY STORE 


Hales Jewelers will open at 349 S. 
Broadway, Los Angeles, about Oct. 15 
with a complete line of general jewelry, 
radios and electrical appliances. Plans 
are to use the second floor as a televi- 
sion salesroom after the war. Hales will 
be opetated by Herman Siegel, whose 
Robbins Co. store is directly across the 
street. The Robbins store will be con- 
tinued. Mr. Siegel is secretary of the 
Jewelers 24 Karat Club of Southern 
California and a director of the C.R.J.A. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 
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x2 FweeD? 


<5 you KNOW HIM 
T 49th & 6th! 


HE'S A And baby, if you 


want to see Displays that 
are original, he’s your man! 


1233 SIXTH AVENUE 


NEW YORK, 19, N.Y 
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JEWELERS and 
THEIR EMPLOYEES 


* 


why do you pay 2/3 more 
for your fire insurance when 
the Jewelers’ Own Company 
makes this great saving for 
you 


we insure stock, buildings, 
dwellings and household 
goods 

* 


Write to-day to 
NATIONAL JEWELERS 
MUTUAL FIRE 
INSURANCE COMPANY 


Jewelers Insurance Building 
NEENAH, WISCONSIN 


“savings & protection since 1914” 
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Where to Buy 
AMERICAN 















LENOX CHINA 
SERVICE PLATES 


China and Glass 
DINNERWARE 
NOVELTIES 


Made x America 


LENOX 
LENOX, INC. Trenton, N. J. 











“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Illustrated Catalog 
e 
ENRIGHT-LE CARBOULEC, INC. 
60 Fifth Ave. New York City 
CHelsea 2-5558 


Kensindtin © 


rine CRYSTAL ano BENT GLASS 


Giftware of Distinction + > 











KENSINGTON, ING. NEW KENSINGTON, PA. 











JEWELRY GIFTS ACCESSORIES 
URIE F. MANDLE CO. 
Show Rooms, 411 Fifth Avenue 

NEW YORK 16, N. Y. 


MUrray Hill 3-9107 














HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFORD 
’ 





HARY RYAN] 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. &. CORCORAN, Vice Pres. 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
MADE IN AMERICA - MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 


THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 
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OBITUARY 


“ ... that government of the people, 
by the people, and for the people shall 
not perish from the earth.” 


> Ser. Wurm B. Gamsrn, 24, was 
killed May 9 in the fighting in Italy. Ser- 
geant Gambril was a salesman in the 
Raskin jewelry store in Oklahoma City 
before the war, enlisting only a few days 
after Pearl Harbor. 

Isr Lr, Wurm Kuiersxi, son of 
Samuel Kierski, West Coast factory rep- 
resentative for more than 30 years, died 
on July 16 of wounds received in the 
invasion of Normandy. Lieutenant Kier- 
ski was an infantry officer. 
€& Franx A. Remxe, Jr., son of Frank 
A. Remke, Gerwe-Brown Co., Cincin- 
nati, was killed last month when his 
Flying Fortress collided with a fighter 
plane near Bruning, Neb. He was a 
navigator. 
€9 Prc. Pavut Scuumer, 26, secretary of 
Schumer Bros. Co., Cincinnati, died July 
1 of wounds received in the fighting in 
France. Member of an infantry division, 
he was wounded June 30. Private 
Schumer was a veteran of the North 
African and Sicilian campaigns, and had 
been on active duty overseas for a year 
and a half. 


Nicuotas Bepessem, 87, retailer at 
2381 Milwaukee Ave., Chicago, died at 
his home recently after an extended ill- 
ness. He had been in the jewelry busi- 
ness for more than 60 years. Before 
coming to this country in 1888, he was a 
diamond merchant in Paris and Brussels. 

Cuartes S. Bicnere, 58, designer 
with J. Milhenning, Inc., Chicago, since 
he was 18 years of age, died at his home 
in Chicago on Aug. 2. 

Georce A. Crark, 83, retired Lorain, 
Ohio, jeweler, died in New York of 
pneumonia on July 31. Mr. Clark was a 
retail jeweler for 63 years, until his re- 
tirement in 1925. 

Cuarters Kenrer, 70, 

Bucyrus, Ohio, died June 28. 

Samuel Mautner, 56, a member of the 
firm of Wolfsheim & Sachs, Inc., 20 W. 
47th St., New York, died at his home of 
a heart attack on Aug. 16. Mr. Mautner 
had been with the firm for 39 years, 
going there as an office boy in 1905. He 
was very active in jewelry industry 
philanthropic drives and other trade ac- 
tivities. 

Joun W. McVine, former jeweler of 
Gardner, Mass., died on June 29. He 
owned and operated a jewelry store in 
that city for many years. 

Epwarp R. Prant, retail jeweler of 
Boston, died on July 28. 

Watrer C. Scuaar, 71, for 25 years a 
member of the firm of Schaaf Bros., 
Richmond, Va., retail firm, died at his 
home in Richmond on July 21 of a heart 
attack. He was born in Richmond and 
was active in civic affairs. 

Joun W. Warp, branch manager of 
the Southam Watch Co. store in the 
Dixie Terminal Building in Cincinnati 
for many years, died July 9. 


jeweler of 





The Joe Optican jewelry store, St. 
Joseph, Mo., is moving to a new location 
at the corner of 8th and Felix Sts. 





Back the Attack—sell War Bonds! 





Standard for Diamond Powders 


A proposed commercial standard 
the grading of diamond powder jg now 
in the hands of producers and users and 
the Bureau of Standards is waiting for 
their comments on it. The Proposed 
standard was adopted by a preliminary, 
conference of manufacturers in J une, the 
Bureau announced. 

The proposed standard covers “my. 
terial, grade designations, grain size ang 
size range, amount of ‘fines’ or particle 
smaller than the minimum for each des. 
ignation, adulteration and impurities, 
methods of sampling and inspection, ang 
method of guaranteeing compliance.” 





Say: “How about tacking a War 
Bond on your bill?” 
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Where to Buy 
IMPORTED 


China and Glass 
Ssh 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 











ENGLISH CHINA 


Smokin 


accessories, lustreware pitchers, Toby 
Jugs, 


eapots, Sugars and Creamers, Individ. 
ual Breakfast Sets 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














EDWARD BOOTE 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 














ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 
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GUARANTEED 


FINE GOLD and KARAT GOLD 














Strictly Refiners 


a ern Though Platinum has gone to war with other 
of Jewelry oS strategic metals, we are happy to offer RUTHO- an 











a 


| PALLADIUM for the duration. Sheet or wire. 


Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 
Your Old Gold shipments will receive special attention 
BACK THE ATTACK—BUY MORE WAR BONDS 
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P R E C 3 Oo N Mid Stl nrcie 
CLEAN = L3 needed 


*AT A LESSER COST 
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LEN ITH CLEANING SOLUTIONS 


- % /. As 
GAL. ar. 
Regular Foam Type #1....... $2.00 75¢ 
Foam-Less Type #1.......... 2.50 80c 
Concentrate (Foam Type).... 1.50 bottle 
Rinsing Solution ............ 2.00 75¢ 


KEEP-CLEAN Jewelry Cleaner. 3.00 95¢ 
(8 oz. jar 30¢—$3.25 per doz.) 





Plasticized Crystal Cement... 25¢ jar Buy the We are asking our invasion 
OILS—Clock, Watch, Bracelet. Watch rr forces to do their utmost. Can 


later we at home be content to do 
with these savings less? 
*More and more watchmakers are 


switching to ‘Precision Clean’ American Time Products 


ZENITH SOLUTIONS. I 
580 Fifth Ave. ne, New York, N. Y. 
ZENITH CLEANING FLUID CO., 52 Beekman St., N.Y.7,N.Y. Disetibeddiors 6} Wenerss'Eleitite' Weed-sldet Miauidlins 
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Testing Precious Metals 


How to identify, buy and sell old gold, silver and platinum metals 


Chapter Iiil—“‘Let the Buyer Beware” 


BY C. M. HOKE 


N general, if a piece of -modern jewelry bears a 
quality mark such as the karat stamp on gold, the 
sterling mark on silver, or the percentage stamp on plat- 
inum and its alloys, as well as the maker’s trademark, 
and if the buyer understands what is meant by “‘toler- 
ances,’ the stamp may give him a good idea of the 
article’s value. 
However, the stamp does not tell the whole story, 
and there are several precautions that must be taken. 


THE KARAT OR QUALITY MARK 


The gold buyer must understand the stamping laws. 
Thus, the law-makers assume that the makers of gold 
are subject to human error, so they allow a “tolerance” ; 
that is, the fineness as determined by assay may be 
slightly lower than the stamp. The law also allows for 
solder, and requires that the article, solder and all, must 
approach within a certain percentage of the stamp. 
Most manufacturers make their goods as close to the 
limit of tolerance as possible, and some of them go be- 
low it. One well-known buyer says, “Never believe a 
karat mark unless it is accompanied by a reputable 
trademark, and sometimes not even then.” If there is 
no trademark, the stamp may well be quite meaningless. 
Stamping laws are enforced better today than in the 
past, but even modern goods are so often below the 
karat mark that eternal vigilance is necessary. 

Chains and mesh are probably the worst offenders. 
It is recognized that considerable solder is needed in 
making some kinds of chains, and the wise buyer will 
assume that even more than that is present. Links that 
test say 12-k on the stone, when melted down and as- 
sayed may turn out to be 10-k or less; chains that test 
10-k on the stone may assay 8-k. And so on. 


TEST DIFFERENT SURFACES 


.. If an article consists of more than one part, for ex- 

ample the. old-fashioned watchcase with front, back, 
bezel and bow, test each piece separately, as those less 
_.exposed may be of lower value. Lockets and big cuff 
links sometimes are re-inforced by a base-metal. disk 
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inside. Examine the pin and safety catch on broaches, 
Do not hesitate to file deep notches, maybe two or three, 
on different surfaces of each piece. Remember that an 
old article may have been repaired, with the addition of 
much solder or even a new low-karat segment. 
Articles such as candlesticks are often made of a hol- 
low metal shell which is filled or loaded, sometimes with 
pitch, sometimes with lead which has been melted and 
poured in. Sometimes the base alone is loaded. This same 
scheme has been used with heavy link bracelets, etc, 
and has occasionally deceived the inexperienced observer. 


Rolled or filled gold requires special care. It consists 
largely of base metal such as brass, with a thin layer 
of karat gold on the outside. Usually this outer layer 
is 10-k or 12-k. You may find a stamp reading “1/10 
12-k”. Analyze this and you will realize that this 
article when new assayed only one-twentieth fine gold, 
as the 12-karat alloy is only half fine gold, and the karat 
gold shell is only one tenth of the total weight of the en- 
tire article. After years of usage the outer gold layer, 
originally very thin, may be worn down to almost 
nothing. Therefore, when estimating its value, “let the 
buyer beware.” Some professional gold buyers refuse to 
handle this material. 

Very old gold jewelry on the contrary is sometimes 
worth more than you would think. Years ago when 
platinum was cheaper than gold, it was sometimes used 
as an alloy. It cheapened and stiffened the gold, with- 
out increasing its tendency to tarnish, and in rare cases 
was used in sufficient amount to increase the value of 
the article. On the other hand, much old jewelry is dis- 
honestly marked, and sometimes you will find that an 
antique with a handsome exterior is nothing but soft 
solder inside. 

Deliberate fraud occurs too often to be ignored. THE 
Jeweiers Crrcutar-Krystone* reports the case of a 
ring stamped and sold as 14-k gold. A customer com- 
plained that it blackened his finger. The retailer tested 
it (by rubbing an edge on the stone and testing the 


* September, 1943, page 67. 
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Sotey. . - but there'll be no 


Seth Thomas alarm clocks made just 


Typical of Seth Thomas self-starting elec- 
tric and spring-wound clocks—representing 
all price ranges—are the three beautifully 
designed quality clocks illustrated. 


Ss” E. MANUFACTURERS are making 
alarm clocks today—as you know. 

Uncle Sam has said, “The public needs 
alarm clocks—so we approve of your 
turning some of your men and machines 





into that channel to help the home front.” 





S. i A stream-lined model for stream-lined kitch- But Uncle Sam still wants all of our 
e, , ae attractive Seth Thomas SPRAY. facilites atul experience he making the 
’ finest precision equipment and intricate 
timing devices, to help save the lives of 
. our boys and speed victory. We’re proud 
h that our precision “know how” is needed 
d and we're mighty glad to cooperate. . . 
; ... but it means that we have no room 
. e- a now for any Seth Thomas Clocks for 
8 Modern in design, with genuine walnut case general consumer use. 

r —the Seth Thomas electric alarm, ECHO. ‘ 

: Some day—perhaps soon now—we 
) will once more be making a complete line 
$ of self-starting electric and spring-wound 


- 


Seth Thomas clocks—clocks of the same 
high quality that has made Seth Thomas 
the greatest name in clockmaking since 


1813. 


Until that time—we know you will 


7 


~~ 


- 
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Seth Thomas popular priced Westminster 
Chime clock, the FALSBURY. country come first. 


bai Seth Thomas Clocks, Thomaston, Conn. A Division 
ad of General Time Instruments Corporation. 
f& sis 


Seth Thomas Clocks 


SELF-STARTING ELECTRIC OR SPRING-WOUND 


4 ’ 2 : W/4 : 
7 fuse: VittsrtEe the Ch ected 





“SETH THOMAS" IS REG. U. S. PAT. OFF. 


ety =e 


Melodiously chiming the quarter hours, this agree with us that the war needs of our - 


now 
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streak) and found the streak to be a full 14-k. But 
further investigation showed that about 90 per cent of 
the article was silver, lightly gilded. Thin strips of 14-k 
gold had been soldered to the top and bottom edges, so 
placed that if a touchstone test were made in haste, 
only gold would be rubbed off. 


PLATINUM REGULATIONS 

The rules regarding the stamping of platinum alloys 
are new, and a great deal of platinum jewelry now in 
use was made before these controls were drafted. Ac- 
cordingly some of the marks on platinum jewelry are 
misleading new. For years palladium was more expen- 
sive than platinum; therefore it was accepted practice to 
use palladium with platinum, without mentioning the 
fact. Later on the price of palladium fell below that of 
platinum, and a metal that had once enhanced the value 
of an article became a cheapener. This situation is only 
one of the reasons why the purchaser should test plat- 
inum goods with extra care. 


DENTAL ALLOYS 


The metals used in dentistry are not stamped, and 
their purity and suitability are dependent upon the in- 
tegrity and knowledge of the dentist or dental technician. 
Much dental gold is of high quality, especially inlays 
and crowns, but in the construction of a denture it is 
often necessary to use considerable solder, which may be 
16-k, 14-k, or even lower. Parts of metal that are cov- 





ered by vulcanite or encased in porcelain.may be of low 
grade gold or even of base metal, and sometimes rivets 
of copper or silver are used, then covered over with 
gold solder. 

Old fashioned false teeth were, in many cases, pro. 
vided with two small pins of high-grade iridio-platinum, 
Much of the work done today, while more ‘satisfactory 


to the patient, may contain no precious metal at all, s¢ 


each job must be considered individually. 


TREASURE HUNTING IS STILL FASCINATING 


During recent years the utilization of old precious 
metals has become a profitable business. These remarks 
on methods of estimating their value may have suggested 
that the business is interesting, even fascinating, as well 
as profitable. To find value in a piece of unattractive, 
unwanted metal brings a thrill of satisfaction over and 
above the mere gratification of a need for money. Te 
solve the question of its worth is as interesting as the 
solution of any other puzzle, and as full of unexpected 
twists as any other game. For instance, the writer once 
had occasion to buy a heavy old-fashioned platinum 
chain; it seemed to be as simple a case of estimating 
value as could be found. We happened to turn an oxygen 
torch on it; all the links glowed—but three ef them 
glowed with a difference. On cooling it was learned that 
these three links were silver—carved exactly like the 
others—and probably the result of some old repair job, 
long since forgotten. Incidents like this help to make the 
handling of these goods a constant adventure. 


Chapter IV--New Metals; Old Tests 


HEN platinum first came into vogue, it was 

natural to apply to it the same tests that we 
use on gold and silver. As we have learned, the old acid 
and flame tests, described in Chapters 1 and 2, are 
extremely useful, but they do not always tell the observer 
as much as he wants to know. Accordingly it is our 
purpose now to expand these tests, then later to add 
some new ones, to permit the recognition of a large 
variety of the alloys of the platinum group that are 
now in use in the arts and industries. 

It is only fair to point out while some of these white 
metals are promptly and easily identified, this is not 
true of all of them. However, all these tests are well 
within the powers of the layman who will follow in- 
structions, who is willing to obtain indubitable samples 
of the various metals, and who will practise with these 
samples until he learns their characteristics. 


THE SIX SISTER METALS 


Platinum, palladium, and iridium are the more plenti- 
ful members of the platinum group, and the ones of 
greatest general interest. The other three, osmium, 
rhodium, and ruthenium, are much rarer but are finding 
increased usefulness as time goes on. 

These six metals share certain characteristics, notably 
rarity, white color, density, resistance to corrosion, high 
melting points, and many chemical peculiarities; but, 
like human sisters, each has an individuality of its own. 

Many combinations of two or more of these six, with 
or without additional metals from other groups, have 
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found employment in jewelry, in many industries, and 
in the sciences. To explore all such combinations would 
require much more space than is here available. These 
chapters, therefore, will concern themselves only with 
those alloys that are of interest to the jeweler and the 
old jewelry buyer. These include the two or three kinds 
of “hard” platinum that form the foundation of the 
platinum jewelry industry; those alloys of palladium 
that have found favor in jewelry, incuding the white 
golds, and a few of the alloys in which base metals are 
present by accident or design. Because of their resem- 


blance to the alloys used in jewelry, a number ef dental 


alloys will also be included. 


WHAT WARS DO TO JEWELRY METALS 


When platinum jewelry first came into fashion, early 
in this century, the alloys generally used were the sim- 
ple iridio-platinums. (Pure platinum is almost as soft 
as fine gold, and must be hardened and stiffened for most 
purposes. The addition of 5 per cent to 10 per cent 
iridium gives an ideal alloy for jewelry purposes.) 
Careful assay of jewelry made at that time may show 
other elements, but these probably got there by acci- 


dent because knowledge of how to purify these metals . 


was then far from complete. 

World War I clamped an interesting economic pincer 
on platinum. Russia was the main source of supply, 
and it was cut off by war. At the same time demands 
increased hugely, both because platinum is used in mak- 
ing chemicals for the munitions industries, and alse 
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ABLISHED 1831 Payroll Plan 


AMERICA 
“WATCH 
ON THE RHINE 


Live “brain” of this blockbuster is a deli- 
cate fuse that must detonate, at the right 
moment, the deadly cargo. These fuses are 
built like a watch, and are as accurate. They 
must be accurate, since the only difference 
between devastation and a “dud” is a fuse 
that fails. 


We consider it an honor, and a tribute to 
our many years of watch-making skill, that 
Ingraham of Bristol should be one of the 
craftsmen entrusted with the production of 
these “watchworks” of victory. 


We are engaged totally today in the man- 
ufacture of many high precision parts for the 
government. But we can assure you that 
when peace comes, you may again rely on 
Ingraham: for timepieces of distinction at 
prices that mean sound profit for you, high 
value for your customers. 


THE. E. INGRAHAM CO.., Bristol, Conn. 


The Ingraham Wrist-fit Wrist Watch is an 
excellent example of precision manufac- 
ture combined with mass production 
methods. A beautiful, ragged watch at a 
price anyone can afford to pay. 


THE RIGHT TIME 
AT THE RIGHT PRICE 
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because the public wanted jewelry made of platinum 
and people did not care how much it cost. Accordingly 
prices skyrocketted. 

This situation so stimulated the ingenuity of metal 
workers that many substitutes and new aloys were de- 
vised. Some of these have found honored places in the 
world of metals, for example, some of the palladium and 
ruthenium alloys. Some others, in which nickel and 
other base metals were used, had poor working qualities, 
and in addition were economically unsound since their 
complexity caused enough trouble in refining and re- 
melting the scrap to counterbalance the original saving. 

The fact that we then had no regulations to cover 
the platinum group served to increase the confusion 
and no doubt to encourage fraud. 

One of the by-products for the great demand for 
white jewelry was white gold. The first white golds 
were gold-palladium alloys, followed shortly by a variety 
of alloys in which nickel served as whitener. The fact 
that these alloys came under the gold stamping laws 
tended to reassure the careful buyer, and doubtless con- 
tributed to their popularity. 

In England a considerable quantity of palladium 
jewelry was made during World War I, even though 
at that time its price was higher than that of platinum. 

World War II, in its turn, placed restrictions upon 
most of our metals, and again challenged the ingenuity 
of the precious metal metallurgist. During the long 
Armistice, our chemists and refiners had learned much 
about the properties and purification of the six members 
of the platinum group, and supplies of most of them 
had increased considerably. As a result, alloys and 
combinations that had been standing unnoticed in the 
laboratory were escorted forth to make their debut upon 
the stage of fashion. 

Thus, when iridium went to war, ruthenium came 
forward, and the useful ruthenio-platinum was intro- 
duced to the jewelry world. In working qualities it so 
nearly resembles the classic iridio-platinum that its 
future as a. jewelry alloy seems assured. However, 
“Ruth-Plat,” as it is designated by the commercial 
standard which by this time had been formulated for 
the platinum group, was in its turn a war casualty when 
platinum came under restriction. Rhodium also was 
called to the colors. Finally certain palladium alloys 
in which ruthenium serves as hardener, received their 
opportunity, and “jewelry palladium” came into use. 

When in our mind’s eve we review this parade of 
alloys across the stage of history, we realize that the 
task of identifying them has become more-and more 
complex. We see why the itinerant gold buyer became 
confused and decided that it was better for him not to 
bother with the white metals at all. We see why identi- 
fication, though more difficult, is far more interesting, 
and when properly carried out is correspondingly more 
profitable. (Incidentally, this review brings the practi- 
cal suggestion that a clue or hint as to the composition 
of a.piece of “platinum” jewelry may sometimes be 
found in the date at which it presumably was made.) 


SAMPLES NEEDED FOR TESTING 


When we were examining silver and some other white 
metals in Chapter 2, we provided ourselves with samples 
of as many different metals as possible. The serious 
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student will now provide himself with as many samples 
of platinum group metals and their alloys as possible, 
Sets of standard platinum needles, much like the stand- 


A set of “platinum 

family" needles tip- 

ped with platinum, 

palladium and vari- 
ous alloys. 





ard gold needles, are on the market, and are useful. 
These are brass points, tipped with bits of pure plati- 
num, pure palladium, several of the platinum-palladium 
alloys and an iridio-platinum alloy. 

In addition to these, however, or in place of them, 


you should obtain from a reputable source several siz- 


able pieces of metal—a pennyweight or’so of each will 
be enough for the careful worker—which you will feel 
free to heat to redfess, and from which you can cut off 
portions to be dissolved in acids, and to which you can 
apply the various reagents. By all means have pieces 
of pure platinum, pure palladium, and fine gold. If 
you plan to distinguish between iridio-platinum and 
ruthenio-platinum, buy samples of both alloys. The 
highest grade white golds, which consist of about 85 
per cent gold with 15 per cent palladium, more or less, 
are usually thought of as gold alloys, though they can 
with equal propriety be called palladium alloys. It is 
well to have samples of one or two of these. The wider 
number of different samples you have to compare, the 
greater will be your skill and assurance in identifying 
unknowhfis. . 

Mark each sample carefully by stamping or engraving 
on it some symbol or number. One plan is to have each 
piece a different shape—square, or oblong, or triangu- 
lar, or the like—and to make careful record of the com- 
position of each piece. 


THE ROUTINE OF TESTING 

Let us assume that we have some white metal articles 
and wish to pick out those made of precious metals and 
to determine as much as we can of their composition. 

First we employ the tests described in Chapter 2. 
If the student is not already familiar with these, he 
should read that chapter again, noticing carefully the 
references to the platinum metals and the white golds. 
Thus we use the magnet; we use the air-gas or the oxy- 
gas flame; we observe the specific gravity or “heft” of 
the articles; we file deep grooves and apply nitric acid: 
sometimes we apply plain hydrochloric acid, or plain 
sulphuric acid, or a grain of table salt. Probably by this 
time we have separated out the base metals and dis- 
carded them, and quite possibly we have formed excel- 
lent guesses as te the composition of the more resistant 
articles. 

If in doubt, we subject our samples to the same tests, 
and observe results. 


THE AIR-GAS OR OXY-GAS FLAME 
All manufacturing jewelers, all jewelers who do repair 
work, and all dental technicians, have air-gas or oxy-gas 


torches of ene type or another. Such a torch properly 
(Please turn to page 281) 
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PASSING THE TIME... 


The question of the hour is... when will clocks be available 
again . . . plenty of clocks... fine quality clocks . . . reasonably 
priced clocks worth, in appearance and performance, every penny 
asked for them! 


Sessions says: When fine quality materials now restricted by war 
are released, Sessions Self-starting Electric Clocks will again be 
manufactured on a stepped-up production schedule. There will be 
no let-down. Rather, every Sessions Clock will be of pre-war qual- 
ity in intriguing post-war designs. They will merit a place in every 
home. They will promote buying, keep the market working, provide 
continuous profits for you.. A nation-wide advertising campaign 
will simplify your selling, accelerate your sales. The Sessions Clock 
Company, Forestville, Connecticut. 
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EPAIR PILE-UP—This isn’t a bench question, but 
more of a business question, but it belongs in the 
Workshop Department anyhow. My partner and I are 
arguing which to do, refuse to take in any more cus- 
tomers’ work until we get through what is piled up, or 
to take in more, even if we must make them wait so 
long for it? (Question No. 5649.) V. F. 


Answer—yYour question suggests a bit of sales-psy- 
chology, in the broader sense, concerning the impression 
your establishment may make on customers in general. 
The downright refusal to take work may strike some 
patrons as unaccommodating, and give more or less 
off nse. Wouldn’t it be more tactful to enlarge on the 
“fix” you are in, a shortage of help and several times 
the normal amount of work coming in; make it clear 
how sorry you are to have to ask an abnormally long 
time to do the job; and leave it up to the customer to 
say whether or not he will leave the job with you? This 
avoids any least risk of offending; it doesn’t really over- 
load your shop force, because you can put a delivery- 
date as far ahead as you like, or make this quite indefi- 
nite. If the customer declines, he knows that is his choice, 
and he cannot feel that you are cold toward his business, 
but rather that you would be glad to serve him as well 
as possible, under conditions of difficulty that are no 
fault of yours. In these things, it is wise to look ahead 
to the return of times when customers won’t need to 
beg for service; some of them may have long memories! 


IAMOND ENDSTONE—Here is what I call a 
. mystery. Have a Riverside Maximus Waltham 

watch, that has a diamond upper balance endstone. There 
is a slight hollow on the stone where the pivot end rubs. 
If this wasn’t for some reason made this way, how could 
the soft steel pivot wear a hollow in diamond, the hardest 
material there is? Only reasons I can think up are (1) 
the stone is not genuine diamond, or (2) the hollow was 
put there at factory maybe for some trick in adjusting. 
(Question 5650.) M. C. M. 


Answer—tThe watch named was originally made with 
genuine diamond upper endstone, which is probably 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL 1-? 


still in your watch. Occasionally we find diamond end- 
stones with pits worn in them by pivot-ends. This has 
been explained as due to a pivot-end becoming charged 
with diamond powder, which embeds itself in the steel 
and acts on the same principle as the discs on which 
diamonds are cut with facets. It is said that if the 
cleavage-grain of a diamond endstone stands at a certain 
angle to the pivot, a shock from the pivot can crush 
slightly the polished surface of the stone, which pro- 
duces the powder that charges the pivot-end. While a 
pit can be lapped out to flatten the stone, it is better 
to replace the stone; not necessarily with another dia- 
mond. But better then give the removed diamond to 
the customer; unless you convince him of the small value 
it has; for obvious reasons. 


ALANCE TRUING—I have some trouble truing 

these balances that are not cut through the rim near 

the ends of the spokes, after putting new staffs im them. 

Is there any special way to do this? I have pretty good 

success on the cut balances. (Question No. 5651.) A. 
E. M. 


Answer—Probably your trouble is due to lack of 
close-fitting of the riveting-shoulder of the staff in the 
hole in the balance-arms center. If there is play or side- 
shake there, the riveting may leave the balance slightly 
out-of-center; then because there are no cuts in the rim, 
no amount of bending it can make the balance true in 
the round; so the fitting must be so close that the balance 
needs no truing in the round whatever. Truing in the 
flat is a different matter; that can be done by bending 
the arms up or down, just the same as,with any cut er 
bimetallic balance. If the rim of a monometallic bal- 
ance has been deformed from its original circular form, 
it can be trued perfectly provided a new staff is properly 
fitted and riveted; this is not thé same case as when a 
staff is riveted not truly centered, when no bending what- 
ever can make the balance true in the round. 


OBILE—wWhat is a mobile in a watch? Heard a 
salesman use that word, but couldn’t make out 
what was meant exactly. (Question No. 5652.) T. C. 
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Answer-—The dictionary defines “mobile” as an ad- 
jective meaning “moveable”; but the term has become 
somewhat customary in mechanical usage to mean “any- 
thing that moves”; and more specifically meaning a 
wheel, pinion and pivoted arbor, fastened together, as 
one of the members of a train of gears. 


LIVE OIL—I have an idea to try pure imported 

olive oil for oiling watches. Is there any process 
you know of for refining it, if that would make it better? 
(Question No. 5653.) H. G. 

Answer—Ancient horological writings mention olive 
oil as a lubricant. But it was long ago rejected by general 
experience, in favor of animal or mineral oils, because 
all vegetable oils are apt to thicken to a gum soon after 
application, no matter what may be done in the way of 
refining them. We advise not wasting time in any ex- 
periments on vegetable oils for timepieces. 


O BANKING SCREWS—How can I make ad- 

justments to bankings in a Swiss watch that has 
no banking screws, since the lever rests against a corner 
between two circular recesses, on each side? (Question 
No. 5654.) T. C. 

Answer—lIn this design of movement, you may as- 
sume that the solid or fixed bankings originally held 
the fork-lever at correct positions on each side. So, if 
these banking “rests” show no indication of having 
been filed or otherwise altered, the escapement should 
be adjusted as to lock-depths, fork-and-roller action, 
shakes, etc., using the bankings as reference points; 
that is, assuming that their positions are correct and 
making other functions match. If, however, there is evi- 
dence that someone has filed and altered the bank- 
ings, a way to restore them is to drill holes in the lower 
plate, about where the original resting-points were, and 
drive slightly tapered nickel or brass pins tightly into 
the holes; then trim surplus metal off the pins, so that 
what remains will conform with the original solid bank- 
ings; the latter must be judged by the place where the 
two circular recesses forming the original rest-points 
‘ would intersect. 


{ HEEL DIAMETER—A Swiss 12-size watch has 

recently had a new 3rd wheel installed. The watch 

stops occasionally. We think the new wheel is slightly 

too large, but have no rounding-up tool to reduce it 

with. Is there any other way? (Question No. 5655.) 
O. R. 


Answer—A slight reduction in diameter of a wheel 
may be made by stroking the circumference evenly all 
around with a piece of jewelers’ charcoal. The strokes 
must be made perpendicularly to the plane of the wheel, 
allowing the teeth to cut out their own forms in the 
charcoal. This procedure will do for making slight 
changes in diameter; the principle of it is that the 
abrading action of the charcoal is so slight that the 
forms of the teeth are preserved intact. It is, of course, 
important that the action be applied evenly around the 
circumference of the wheel by counting the number 
of strokes dotie on each section, using the same number 
each “move” made. 


AR ALARMS—Is it good policy to guarantee run- 

ning of war alarm clocks? (Question No. 5656.) 
G. K 

; $ 
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Answer—We think it better to take advantage of 
the provisions for any guarantee-service work to be 
done by the manufacturer of these clocks. If this is 
explained to a customer when selling the clock it will 
relieve you of blame for unsatisfactory performance 
of any clock; the clocks are of necessity cheaply built, 
and to give your own guarantee on them, implies a 
recommendation of their quality that in some cases may 
reflect discredit on your technical judgment unneces- 
sarily against your reputation. Let it be understood 
that these clocks are an emergency product, merely the 
best that can be done under present conditions. * 





TESTING PRECIOUS METALS 
(From page 278) 

used is one of the best, as well as one of the quickest 
devices for the identification of precious metals. As 
we have suggested in Chapter 2, a few seconds spent 
in bringing a suspected metal to red heat may answer 
all your questiens. The flame will spot the base metal 
articles for you, and may give you valuable clues to the 
composition of the precious metal articles. 

The use of oxygen from a tank, instead of compressed 
air, has become increasingly common not only for mak- 
ing platinum jewelry, where it is essential, but also 
for making gold or silver jewelry. For our purposes 
the oxy-gas flame is preferred. Oxy-acetylene flames 
are almost as good, but are so hot that they must be 
used with caution. 

We have learned in Chapter 2 that platinum and its 
precious metal alloys, if brought to white heat and then 
allowed to cool in air, will show no tarnish whatever. 
differing therein from most white golds, from sterling 
silver, and from all the base metals. For that reason 
the professional metal buyer normally makes this test 
the first order of business. For that same reason the 
established jeweler or dental technician, who has a 
torch and knows how to use it, is better equipped to 
buy old precious metals than is the most energetic house- 
to-house buyer. 

Much can be learned about a piece of metal by heating 
it to its melting point—by making it actually molten. 
For example, iridio-platinum is slower to melt than 
soft platinum; the more iridium the higher the melting 
point. If base metals are present, even in small amount. 
the button that forms on cooling will show a darkened 
surface and probably will be brittle. An experienced 
melter can identify the impurities by the stains that 
form on the crucible. 

Palladium, whose melting point is lower than that of 
platinum, has an interesting peculiarity: when hot it 
soaks up large volumes of gas; the button swells and 
puffs up, and when it cools again the gas is expelled 
with accompanying spitting, while colored films ef oxide 
play across the surface. If heated strongly these palla- 
dium oxides will break down, and a clean white buttor 
can be obtained by quenching at the right moment. 

But it is not always possible or convenient te heat 
your unknown metals to the molten stage. Sometimes. 
in fact, you will wish to damage their appearance as 
little as possible. That brings us to the second section 
of this chapter, to a series of tests in which a minute 
quantity of the unknown metal is dissolved in a drop 
of aqua regia, then treated with some chemical that will 
reveal its nature. 
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Special Notices 
Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATION WANTED 75c. for 
mene! 25 words. Additional word 5c. a 
word. 


. Heavy type, $3.00 for first 25 
words. Additional words, 10c a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must he en- 


Advertising matter addressed to 
—- advertisers will not be de- 


Special notice forms close 13th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17. 


Situations Wanted 


Under this heading, 75c. for first 25 
words, Se. for each additional word; 
minimum charge, 75c. 





IF. YOU ARE IN NEED of a watch- 
maker, jeweler or opticians; write to 


Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





ENAMELER, male, long experience, de- 


sires position; answer only if directly 





interested. Address “J., 5808,” care 
Jewelers’ Circular-Keystone. 
ENGRAVER; experienced letter and 


monogram; $2.50 per hour; will con-. 


sider steady job only. Address “F., 


5805,” care Jewelers’ Circular-Keystone..’ 





MODEL MAKER, new gent’s ring crea- 
tions for 1945, model work inside or 
outside New York. Address “D., 5857,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER ; best of references; 25 
years’ experience at bench; can wait 
on trade; draft exempt; own lathe and 
tools. Address “R., 5872,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, wants 
dependable retail store; 
with timing machine; commission or 
salary. Address “H., 5796,” care Jewel- 
ers’ Circular-Keystone. 


position with 
prefer store 





LER; New York jeweler; finest 
type of individual, hand made jewelry 
pieces; wishes position with firm manu- 
facturing this type jewelry. Address 
J., 5652,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, experienced’in fine jewelry, 
.desires a change, with future; age 42, 
years; married; capable, dependable ; 
studied with American Gem _ Society. 
Address “A., 5817,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER desires permanent con- 


nection Chicago area; 10 years’ ex- 
perience; draft deferred; will consider 
store or trade shop. Address “Circular 
1352,” Room 1415, Heyworth Building, 
Chicago, Ill. 





BOOKKEEPER-stenographer, 


‘ 15 years’ 
experience, full charge all tax returns; 
three years’ diamond importers; effi- 
cient; presentable; salary 45. <Ad- 
dress “H., 5754,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER for 15 years with store, 
~trade shop and teaching experience, 


would like to make connection with a 
reliable wholesale house or watch com- 
pany. Address “E., 5859,’ care Jewel- 
ers’ Circular-Keystone. 





SALESMAN wishes to represent manu- 


facturer direct to jobbers now, or post- 
war planning; have following with 
material and jewelry jobbers, coast to 
coast. Address “A., 5604,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, draft exempt, 14 years’ 


experience on all types of watches; 
prefers position in metropolitan area; 
A-1 references; salary to start $100 
weekly. Charles Kirschner, 2239 Cres- 
ton Ave., Bronx, N. Y. 





MATERIAL man; 


thorough knowledge 
of Swiss and American materials; man 
of family; capable and dependable; 
prefer to locate with first class con- 
cern. Address “B., 5818,” care Jewel- 
ers’ Circular-Keystone. 





STORE MANAGER; young; personable, 


highly productive, widely diversified 
experience; affiliation long established 
New England firm; first year minimum 





$10,000. Address “F., 5767,” care 
Jewelers’ Circular-Keystone. 
JEWELER with 35 years’ experience 


able to do quick repairs and alteration 
work including plating and prong set- 
ting, wants position in retail store, 





northwest. Address “A., 5879,” care 
Jewelers’ Circular-Keystone. 
SALES LADY; diamonds, watches, 


jewelry, silverware; manager of watch 
and jewelry repair department; light 
repairing, estimator; some buying ex- 


rience; references. Address “H., 
ae care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER thoroughly experi- 


enced, employed with a well known 
watch house; has spare time eve- 
nings and week ends to handle re- 
pairs for a store, or repairs und 
casings for an importer. Address 
“C., 5856,” care Jewelers’ Circular- 


Keystone. 





MANAGER-SALESMAN, take full charge 


of credits and collections; capable and 
thoroughly experienced in every angle 
of jewelry business; married and draft 
exempt; metropolitan New York area. 
Address “R., 5621,” care Jewelers Cir- 
cular-Keystone. 


SALESMAN, costume jewelry, foy 
years’ experience representing ¢, 
tablished firms, Philadelphia, Wag). 
ington, Baltimore; present war ye, 
eran; g automobile. Write 
Schwartz, 751 No. 39th, Philadel. 
phia 4, Pa. 








WHOLESALERS of watches and jewel. 
ry; man with full knowledge of bygj. 
ness desires new connection as inside 


man; New York preferred. Addregs 
“P., 5832,” care Jewelers’ Circular. 
Keystone. 





JUNIOR watchmaker and estimator de. 
sires position with better type Brook. 
lyn or Manhattan jewelry store op 
watch repair shop; good selling and 
special order ability; references, Ad. 
dress “Q., 5833,’ care Jewelers’ Circy. 
lar-Keystone. 


VERY CAPABLE Swiss and American 
watchmaker; 28 years’ experience in 
high grade watch repairing; employed, 
desires making change; can _ furnish 
best references as to character and 
ability. Address ‘“‘T., 5875,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER, salesman, engraver, 
jeweler, combination man, none better; 
good personality, appearance, etc.; 15 
years’ experience; .best of references; 
available October ist; will go any- 
where. Address “Y., 5878,” care Jewel- 
ers’ Circular-Keystone. 


CERTIFIED watchmaker, 30 years’ ex- 
perience on high grade work, wishes 
position with reliable jewelers who 
have surplus work: would consider 
handling any amount at my home; 
high grade workmanship; state full de- 
tails in first letter. Address “S., 5873,” 
care Jewelers’ Circular-Keystone. 


RETAIL executive; high type man whose 
outstanding qualifications as _ store 
manager should prove extremely prof- 
itable to some reputable chain or in- 
dividual operator, situated anywhere 
between Atlantic Seaboard and _ the 
Mississippi. Address “R., 5835,” care 
Jewelers’ Circular-Keystone. 


SALESMAN;; top notch; available finer 
jewelry store; young, resourceful; 
energetic, diplomatically aggressive; 
long. intensified experience; enviable 
background; location immaterial. Ad- 
dress “T., 5836,” care Jewelers’ Circu- 
lar-Keystone. 


MANAGER-salesman,. thoroughly experi- 
enced, cash-credit merchandising, ad- 
vertising displays, collections, repalr 
estimating and complete store opera- 
tion; immediate satisfactory _ results 
assured. Address “J., 5840,” care 

_ Jewelers’ Circular-Keystone. 


DYNAMIC salesman; diamonds, watches; 
open for position reputable southern 
store; thoroughly experienced; highest 
character reference; peak production 
absolutely guaranteed. Address “C, 





























YOUNG MAN, 39, single, 10 years’ re- 


tail jewelry _experience as manager, 
salesman, desires position with manu- 
facturer or wholesaler, New York City 
only, as inside department head; ex- 
cellent references. Address “N., 5778,” 
care Jewelers’ Circular-Keystone. 





T 


HOROUGHLY experienced diamond 
man, now employed as buyer of dia- 
monds and jewelry, wishes to make a 


change; capable assuming full re- 
sponsibility, buying, selling, manage- 
ment; draft exempt. Address “H., 


5494,” care Jewelers’ Circular-Keystone. 





R 


ETAIL expert; top flight salesman; 
window trimmer, advertising man; en- 
viable knowledge jewelry industry all 
branches; first class reference; avail- 
able soon. Address: “E., 5845,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER who received his train- 


ing in England 35 years ago; can re- 
pair any make watch and high grade 
clocks; highest reference from better 
class’ jewelers; nice appearance; well 
spoken ;: prefer west or midwest. Ad- 
dress “E., 5847," care Jewelers’ Circu- 
lar-Keystone. 





5844,” care Jewelers’ Circular-Key- 
stone. ; 

CAPABLE business man; many years 
experience wholesale diamond busi 


ness, seeks responsible position; also 
experienced buying from public; pre& 
ently connected large jewelry house 4 
buyer. Address “F., 5493,” care Jewel 
ers’ Circular-Keystone. 

SUCCESSFUL credit jewelry store man- 
ager, seeks position with reliable con- 
cern in southern California, or adja 
cent states: age 39; 15.years’ ex 
ence in sales, advertising, credits and 
buying; now managing group of stores. 
Address “K., 5775,” care Jewel 
Circular-Keystone. 


CALIFORNIA or West Coast; watch 
maker highly skilled; 25 years’ ex 
perience; neat appearance, desires 
contact first class firm to take 
charge or lease of watch repair de 
partment; will also consider to 
open own shop, if guaranteed com 
tract for watch repair work; only 
responsible firms apply with offers. 
Address “G., 5827,” care Jewelers’ 
Circular-Keystone. 








— 
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SITUATIONS WANTED—Continued 








IAMOND expert, appraiser; also wide 
knowledge of jewelry; over 20 years’ 
experience with firm where precise ap- 
praisals were made on the basis of 
mature judgment; refined; executive 
ability; buyer qualifications; now em- 
ployed. Address “A., 5534,” care 
Jewelers’ Circular-Keystone. 





SALES representative, exceptionally 
qualified; dependable; demonstrated 
ability; impeccable appearance; desires 
affiliation with reputable manufacturer 
of fine diamond jewelry, watches or 

ris; presently residing Atlanta, Ga. ; 
will consider other territory. Address 
“c,, 5821,” care Jewelers’ Circular- 
Keystone. 





DIAMOND EXPERT, 29 years’ diversi- 
fled experience, now buyer large jewel- 
ry firm, would consider change; thor- 
ough knowledge loose diamonds, 
mounted jewelry, old mine diamonds, 
extensive buying experience here and 
abroad; executive of character and 
ability. Address “J., 5495,” care Jewel- 
ers’ Circular-Keystone. 





TO HELP prepare for forthcoming re- 
adjustments to postwar’ conditions, 
executive available to busy owner of 
chain, wholesaler or manufacturer; 
accounting background, commercial 
and industrial; office manager, sales 
analysis, budgets, financing; will pre- 
pare sales forecasts, inventory control 
plans, expansion programs; minimum 
salary $100 weekly. Address “H., 5839,” 
care Jewelers’ Circular-Keystone. 


EXPERIENCED jewelry saleslady, as- 
sociate member of American Gem 
Society, will soon take examination 
for registered jeweler A. G. S., de- 


sires a position with a firm in- 
terested in gemology. Address “N., 
5737,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN, 32, pleasing personality, 12 


years’ experience wholesale-retail ; 
prefer retail; complete knowledge of 
buying and selling of diamonds, 
watches, etc., also designing, window 
dressing; can estimate repairs and do 
minor jobs; employed at present; 
would consider change to progressive 
firm in New York City with opportu- 
nity for advancement; highest refer- 
ence as to character and ability. Ad- 
dress “B., 5712,” care Jewelers’ Circu- 
lar-Keystone. 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN wants to represent better 
costume jewelry, wedding rings and 
kindred lines for New York City and 
vicinity. Address “J., 5793," care 
Jewelers’ Circular-Keystone. 








YOUNG WOMAN, capable, dependable, 
desires connection reliable firm, re- 
sponsible capacity; handle merchan- 
dise, thoroughly experienced jewelry 
line; bookkeeper, secretary - stenog- 
rapher, correspondent, accustomed as- 
sume full charge of office department. 
Address “F., 5642,” care Jewelers’ Cir- 
cular-Keystone. 





STORE MANAGER for large midwest 
jewelry store; enviable . knowledge 
most successful voluminous installment 
operation; fast moving, sales minded 
individual of commanding personality 
and outstanding reputation; replies 
held in strictest confidence. Address 
“N., 5813,” care Jewelers’ Circular- 
Keystone. 





OFFICE manager, head bookkeeper, sec- 
retary, young lady with 10 years’ ex- 
perience in jewelry -line; thorough 
knowledge of all phases manufacturing 
and selling; having numerous contacts 
with customers, desires position of re- 
sponsibilitv; moderate salary to start. 
Address “K., 5831,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER in Carolinas, experi- 
ence 19 years retail: American Swiss 
watch factories; aircraft instrument 
specialist; ring sizing; light engrav- 
ing; age 36; college education; first 
watchmaker only, or opportunity to 
become owner of small store having 
reputation for workmanship. Forrest 
De Mont, Denmark, S. C 





WATCHMAKER, jeweler, engraver, dia- 
mond setter, 35, 18 years’ experience, 
wants permanent front bench position 
as head watchmaker, with opportunity 
to help with sales work; stress quality 
of work rather than quantity: job 
must have good prospects for future, 
where man works with employer for 
Store’s progress; hold H. I. A. certifi- 
cate; excellent references; prefer cen- 
tral states. Address “F., 5728,’ care 
Jewelers’ Circular-Keystone. 





MAN, 38, married; citizen; 14 years 
watchmaker; -¢hree years machine 
shop, four years office supervisor: 


wishes to get away from the bench 
and connect with reliable firm in capac- 
ity where past experience is essential ; 
position as estimator on watch repairs, 
salesman (counter) or responsible pesi- 
tion in watch factory or jewelry store 
Preferred; New York or_ vicinity; 
minimum salary $75 per week. Address 
“G., 5806,” care Jewelers’ Circular- 
Keystone. 


WESTERN sales representative, desires 


line of 14K chains, lockets, bracelets, 
etc.; high grade connections and refer- 
ences; commission basis. Address “D., 
a, care Jewelers’ Circular-Key- 
stone. 





SALESMAN, 30 years age, draft ex- 
empt; experienced in gold, diamonds, 
semi precious stones, watches, desires 
to sell fine jewelry to retail stores; 
any area; references. Address “J., 
a care Jewelers’ Circular-Key- 
stone. 





PACIFIC COAST ring salesman wants 


main line stone rings 10 and 14K la- 
dies and gents; have sold rings cver 
20 years in territory; commission ha- 


sis; best references. Address “B., 
ps 48," care Jewelers’ Circular-Key- 
stone. 





COSTUME jewelry, gold filled novel- 


ties, rings; no side lines; four years’ 
experience, Philadelphia and East, 
jewelry and department stores; war 
veteran. Address “V., 5743,” care 
Jewelers’ Circular-Keystone. 





LOS ANGELES resident salesman with 


following wants good line from manu- 
facturer who can make deliveries and 
wants to prepare for post-war busi- 
ness; commission basis; references. 
Address “K., 5811,” care Jewelers’ Cir- 
cular-Keystone. 





JOBBER exhibiting at jewelers and = 


shows, wants direct from manu 
turers, gold filled, sterling silver, 
rhinestone costume and jewelry items, 
also novelties, gifts, pearls and watch 
attachments. Address “F., 5595,” care 
Jewelers’ Circular-Keystone. 





DISTRIBUTOR (established 1930) with 


extensive following, wants regional or 
national arrangement with mannfac- 
turer or importer of merchandise or 
materials for jewelry, department and 
gift stores. C. F. Weithas, 280 Madi- 
son Ave., New York 16. N. Y. 





PACIFIC COAST sales organization es- 


tablished over 20 years, desires lines 
of mountings, palladium and gold watch 
bracelets, etc., for the better class of 
trade; commission basis; references. 
Address “F., 5750,” care Jewelers’ 
Circular-Keystone. 








JEWELRY salesman with many years’ 


experience wishes to represent entire 
line of fine jewelry and costume jewelry 
in Porto Rico, Cuba, ete.; traveling 
between South America and the United 
States for the past 18 years, is well 
known in the Latin American coun- 
tries: A-1 references. Write Joseph 
Ignazio Alvarez, 475 Fifth Ave., New 
York,- Suite 611. 


EXPERIENCED and capable salesman 
calling on the California retail trade; 
five years with a leading wholesaler 
on the Pacific coast, wants desirable 
manufacturer’s lines for the same ter- 
ritory. Address “H., 5828,” care Jewel- 
ers’ Circular-Keystone. 


SALESMAN wishes to connect with 
gold ring manufacturer; has large 
following with New York and east- 
ern jobbing trade; Al references. 
Address “A., 5850,” care Jewelers’ 
Circular-Keystone. 


SALESMAN desires nationally known or 
advertised lines; good experience and 
following; will give capable represen- 
tation; good appearance and educa- 
tion, Pennsylvania, Delaware, Mary- 
land and New Jersey territory wanted ; 
available immediately. Address “K., 
bas care Jewelers’ Circular-Key- 
stone. 














MANUFACTURER’S representative 
calling on Pacific Coast jobbers 
wishes connection with a high grade 
gold ring or gold jewelry factory to 
combine with a high grade gold 
filled jewelry line; best references. 
Address “M., 5776,” care Jewelers’ 
Circular-Keystone. 


WELL ESTABLISHED New York sales 
office wants jewelry line; a financiaily 
sound and well established New York 
sales office with nation-wide jewelry 
and department store accounts is in- 
terested in handling manufacturers cr 
importers line of jewelry on commis- 
sion basis, or will buy outright and 
carry accounts ourselves; here is splen- 
did opportunity to give your line na- 
tion-wide distribution: all correspon- 
dence treated confidential. Address “A., 
5780,” care Jewelers’ Circular-Key- 
stone or telephone Plaza 8-2110 in 
New York. 


Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














SALESMAN in middle west to carry 
manufacturer’s line of 14K gold ear- 
rings. Address “D., 5853,” care Jewel- 
ers’ Circular-Keystone. 





ONLY five salesmen will enjoy the profits 
from our efforts “Imported Perfume for 
Jewelers.” Address “C., 5783,” care 
Jewelers’ Circular-Keystone. 


SALESMAN selling retail jewelers 
through entire South to carry fine line 
of gold ring mountings, gold watch 





cases and attachments. Address “P., 
Abin care Jewelers’ Circular-Key- 
stone. 





SALESMEN;; carry fast selling patented 
snecialty item; Magni-Reader (magni- 
fying glass), retails $1.00; every 
jeweler a prospect: territories open. 
Write Harold A. Stolz & Associates, 
Empire Building, Cleveland 14. Ohio. 


SALESMAN ; all territories except South ; 
14 adies’ and gents’ mountings, 
stone rings, cocktail rings, wedding 
rings, signet rings, . children’s rings; 
strictly commission basis. Address “E., 
5824,” care Jewelers’ Circular-Keystone. 


SALESMEN to carry complete line of 
plain and engraved wedding rings, 
mountings, men’s and ladies’ cocktail 
rings, earrings and watch cases. Ad- 
dress “G., 5861,” care Jewelers’ Cir- 
cular-Keystone. 


SALESMAN to carry side line fine gold 
jewelry finished and mountings on 
commission basis; Pennsylvania or 
middle west: state experience and ref- 
erences when replying. Address “O., 
5869,” care Jewelers’ Circular-Keystone. 


SALESMAN carrying fine ring line or 
other jewelry for the best trade in the 
East, to carry manufacturer’s line of 
highly styled 14K gold brooches and 
earrings, exclusively designed. Address 
“B., 5852,” care Jewelers’ Circular- 
Keystone. 
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Special Notices 
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SIDE LINES—Continued 








SALESMAN to carry compact delivery 
line of solid gold gents’ and ladies 
rings, birthstone ring assortments, 
lockets, crosses, pendants and cameo 
brooches; vacancies open for Midwest 
and California; representative with 
following only considered; commission 
basis. Write in detail first letter P. O. 
Box G, 441 E. 32nd St., Paterson, N. J. 





SALESMEN calling on department 
stores, jewelry stores, Catholic supply 
houses; side line of high class costume 
jewelry, complete line of high class 
sterling silver rosaries; also medium 
priced rosaries; strictly commission 
basis; state experience and references. 
Address “E., 5726,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN wanted to call on jewelry 
and department stores with new line 
of much desired gold filled wrist watch 
attachments, also attractive line of 
gold filled ladies’ costume jewelry and 
gift merchandise; commission basis; 
when replying please advise territory 
covered, also experience and references. 
Address “B., 5536,” care Jewelers’ Cir- 
cular-Keystone. 


Essential Workers need Release Statements 





R, repair man and engraver, 
$1.90 an hour, time and half over- 
time, double time for Sundays. John 
A. Marshall, 508 Close Bldg., To- 
ledo, Ohio. 


WANTED, clockmaker experienced in 
repairing all types of chime clocks; 
steady position for postwar security. 
H. D. Maxwell, 807 Ridge Ave., N. S., 
Pittsburgh, Pa. 








WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 





WANTED;; first class watchmaker, one 
capable of taking charge of repair 
department with old _ established 
firm; $75 per week and commis- 
sion. E. W. Phillips, Wallace, Idaho. 





WATCHMAKER wanted for new store 
in large city in central North Caro- 
lina. Write to Benjamin Bosse, care 
Allan’s Jewelers, 327 W. Main St., 
Durham, N. C. 





WANTED, jeweler and engraver; also 
stone setter; steady position, good sal- 
ary; firm 72 years in business; store 
air conditioned; wire our expense. 
Post & Sons, Decatur, Il. 





SALESMEN ; men’s, ladies’ items namely 
nationally advertised mighty Midget 
wallet; Jiffy plastic zipper key case, 
change purse, sterling silver key chains, 
English mor., English. pigskin, calf 
zippered “made in England” wallets; 
fast seller from New York firm; write 
references in reply; state lines now 
handling. Address “D., 5802,” care 
Jewelers’ Circular-Keystone. 


Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


Essential Workers need Release Statements 





SALESMAN, experience retail _ store; 
permanent. Klausner, 428 Knicker- 
bocker Ave., Brooklyn, N. Y. 





EXPERIENCED watch salesman, male, 
for a large retail jewelry store. R. 
Harris & Co., 1101 F St., N.W., Wash- 
ington, D. C. 





WOMAN OR GIRL experience retail 
store; permanent. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 





WANTED, two watchmakers, where it is 
summer all winter; permanent or for 
the winter. S. I. Echelbarger, Fort 
Meyers, Fla. 





WANTED, second watchmaker; good 
salary; excellent opportunity on per- 
manent basis. Write full details to 

Friedman’s Jewelers, Savannah, Ga. 





WANTED; first class watchmaker for 
store having plenty of good work; 
good salary or commission basis. Ad- 
dress Henebry’s, Oak Ridge, Tenn. 





WATCHMAKER; salary $100 per week 
for first class repair man, in one of 
Georgia’s largest cities. Address “F., 
5826,” care Jewelers’ Circular-Keystone. 


REPAIRMAN who can dé light manu- 
facturing; $1.50 per hour to start; 
state experience in first letter. Ad- 
dress “R., 5772,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED; competent watchmaker ; 
pleasant workin conditions, good 
trade; salary $75 a week or better. 
C. & S. Jewelry Company, 308 South 
Hamilton St., Dalton, Ga. 





WANTED, first class watchmaker; per- 
manent position in thriving Virginia 
town; wonderfyl climate, good work- 
ing conditions. Hodges Jewelry Store, 
Covington, Va. 





SALESMAN wanted for Pittsburgh dis- 
trict by large wholesale jewelry firm 
handling complete line; state qual- 
ifications and experience. Address 
“G., 5768,”’ care Jewelers’ Circular- 
Keystone. 





WANTED first class watchmaker; rer- 
manent position ideal conditions: give 
full particulars when applying. M. B. 
Smith, Jeweler, 105 E. Trade St., 
Charlotte, N. C. 





JEWELER or engraver or combination; 
nice minimum guarantee with per- 
centage; opportunity for advancement. 
Apply Jacques Adler. 12 North Tejon, 
Colorado Springs, Colo. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040," care Jewelers’ Cir- 
cular-Keystone. 





COSTUME jewelry salesman with de- 
partment store following to represent 
outstanding manufacturer; salary or 
commission. Address “H., 5792,” care 
Jewelers’ Circular-Keystone. 


CLOCKMAKER wanted for high class 
retail store; good work; must have 
availability certificate non critical; 
write particulars to Jessops, 1041 
Fifth Ave., San Diego 1, Cal. 











WATCH repairman, strictly commission 
basis; work plentiful; excellent work- 
ing conditions; job permanent to first 
class mechanic. ire our expense Gem 
Jewelry Company, Columbus, Ga. 





SALESMAN to carry full line loose, 
mounted and semi-mounted goods, New 
York and New England states; salary 
and commission. Write Chase Rand 
Corp., 64 W 48th St., New York City. 








Essential Workers need Release Statemen, 
he 
WANTED, first class watch repair 


for benchwork; only good man Deed 
apply; permanent; name own Wages: 








transportation will be paid. Dunbs 
Jewelers, Yakima, Wash. 
JEWELER, special order and 


maker to take charge of casting @& 
partment; no limit to salary pop 
sibilities for right man. Address "D, 
5387,” care Jewelers’ Circular-Keystong 
ET; 
PLATER, fully experienced on silver and 
gold plating; prefer man who can also 
do some hollowware repairing; perms. 
nent; union shop. Meyer Jewelry (, 
Professional Bldg., Kansas City, Mo, 











WANTED; man for general jewelry rm, 
pairing and stone setting; liberal gqj. 
ary; permanent position in establishe 
central New York firm. Write “R 
5740,” care Jewelers’ Circular-Keystone 








WANTED; watchmaker-engraver ; per. 
manent job; fine old established jewel. 
ry firm in North Carolina; air condi. 
tioned; $85 week. Address “X, Y, 7 
5727,” care Jewelers’ Circular-Keystone, 








JEWELER, jobbing and stone setting; 
first class mechanic; permanent job 
assured; name your own ; 
large Pennsylvania retail store. Ad 
dress “F., 5610,”? care Jewelers’ Cir. 
cular-Keystone. 

















WATCHMAKER wanted, prefer combina- 
tion man; guarantee $100 weekly anj 
commission; steady year round job; 
nice climate and working conditions; 
inquire Lewis Jewelry Co., Gainesville 
Fla. 














WATCHMAKER, dependable and _ capa 
ble; excellent opportunity; pleasant 
working conditions; permanent; stats 
age, qualifications and salary e 
Address “J., 4321," care Jewelers’ Cir 
cular-Keystone. 









PANTOGRAPH engraver wanted; bes 
wages; postwar work or war work: 
we have plenty of both; experience 
in either jewelry dies or in the stamp 
ing trade. Address J. C. Krutel, 1% 
N. Wacker Drive, Chicago 6, IIl. 











SALESMAN, midwestern, to sell ladies 
and men’s gold ring mountings and 
wedding rings, matched sets, to job 
bers; state experience and references 
Address “H., 5863,” care Jewelers’ Cir 
cular-Keystone. 












WANTED; first class watchmaker, steady 
position, prefer man who can do som 
clock and light jewelry repair: giv 
references in first letter. Heart Jewe 
ry, Effingham, II. 


















experienced jewelry repal 
man; reliable; good position in olf 
established firm in Hartford, Conn; 
references required; available at ont 
Address “H., 5849,” care Jeweler 
Circular-Keystone. 


WANTED, 

















WANTED, good jeweler, stone 
light special order work; only 
workman need apply; permanent; nam 
your own wages; transportation 
2 yee. Dunbar Jewelers, Y 

asn. 








— 












WATCHMAKER;; experienced; 
nent position with old establis 
firm; $100 per week; referenct 
required; state when able to staftt 
S. Muchnick, 443 State St., S 


gon. 


















WANTED two watchmakers, also of 
clockmaker; plenty of high graét 
work; salary or commission; excellem 
working conditions. Frank Q / 

uincyy 






Jeweler, 667 Hancock St., 
Mass. Tel. Pre. 7800. 
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HELP WANTED—Continued 
Essential Workers need Rel Stat t 


— 


WATCHMAKER, first class, only good 
work taken in; 48 hour week; no 
Saturday work; salary and 70% 
commission for overtime. Juell M. 
Bie, 7810 Fifth Ave., Brooklyn, 
N. Y. 














WANTED, first class watchmaker; firm 
35 years in business in a prosperous 
midwest city; preferably one to buy 
business, if so desires. Address “W., 
5838,” care Jewelers’ Circular-Key- 
stone. 








WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WATCHMAKER;; importer of high grade 
Swiss watches has opening for good 
man; steady position; ideal working 
conditions; pleasant surroundings. Ad- 
dress “A., 5842,” care Jewelers’ Circu- 
lar-Keystone. 





EXPERIENCED salesman for retail 
eredit jewelry store; permanent posi- 
tion, pleasant surroundings; dry cli- 
mate; submit necessary information in 
first letter. Address P. O. Box 2105, 
Tucson, Arizona. 





WATCHMAKER; excellent opportu- 
nity for first class experienced me- 
chanic; ideal living and working 
conditions; permanent position; 
$400 per moath; guaranteed mini- 
mum. King Jewelry Co., Whittier, 
California. 





WATCHMAKER, permanent position for 
A-1, experienced in high de Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER with first class refer- 
ences for permanent employment in 
well established store; pleasant sur- 
roundings; good pay; western Massa- 
chusetts. ddress “F., 5791,” care 
Jewelers’ Circular-Keystone. 





AGGRESSIVE credit manager for well 
established retail credit jewelry store; 
must be thoroughly familiar with all 
phases of credit routine; permanent 
position; good salary; only experienced 
need apply. Address “L., 5866,” care 
Jewelers’ Circular-Keystone. | 





WATCH and clock material clerk, man 
_0r woman, partly or fully experi- 
enced; permanent position and good 
salary. Butterfield Bros., ole- 
sale Jewelers, Portland, Oregon. 





WANTED experienced jewelry salesman; 
Permanent position with well estab- 
lished credit jewelers; good salary with 
excellent opportunity for the right 
party; give detailed information as to 
age, qualifications, etc. Address “‘J., 
5865,” care Jewelers’ Circular-Keystone. 





WATCHMAKER wanted by large, 
leading retail jewelers in Baltimore, 
-; exeellent starting salary and 
commission; good working condi- 
tions; think .of future security; 
write now to Stanley Jewelers, 2452 
Eutaw Place, Baltimore, Md. 





WANTED, experienced watchmaker ; per- 
manent; ideal working conditions; 
800d salary, commission if desired; fine 
Store, long established; city of 18,000. 
Pfeiffer Jewelry Co., 1810 Main St., 
Parsons, Kansas. 





Essential Workers need Release Statemenss 


Essential Workers need Release Statements 





WANTED, experienced and _ reliable 
watchmaker for permanent position 
with old established firm in Hartford, 
Conn.; references required; available 
at once. Address “F., 5848,” care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER to work on com- 
mission; a skillful, fast working man 
can average $80 per week and up; per- 
manent; references given and required ; 
correspondence confidential. Address 
P. O. Box 1017, Colorado Springs, Colo. 





WE HAVE an excellent opening for 
jeweler and stone setter in one of 
our stores; position is permanent 
with ideal working conditions and 
excellent salary; write full details 
to Friedman’s Jewelers, Savannah, 
Georgia. 





WANTED, combination engraver and 
jewelry repairer, or combination en- 
graver and watchmaker; permanent 
position; one who likes the South, 
male or female; give full information. 
a Jewelry Store, Goldsboro, 





SALESMAN wanted; Busch & Sons, an 
old established firm, offer an excellent 
opportunity to a salesman of initiative 
and interested in progressive advance- 
ment; please write or call for an inter- 
view. Busch & Sons, Inc., 875 Broad 
St., Newark, N. J. 





WANTED A-l watchmaker who can 
estimate, also plain engraving, but 
not necessary, in one of the best 
equipped repair shops in the north- 
west; this is a permanent position 
to right man; $75 per week, plus 
bonus; references required. Harry 
Miller, Bozeman, Montana. 





WANTED; first class watchmaker, ex- 
perienced; ideal working conditions; 
liberal salary; permanent position in 
established central New York firm. 
Write “P., 5739,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELER and setter combined, $2 per 
hour for a capable man; state ex- 
perience, where in the past employed 
and whether married or single; fine 
lace. Address “Q., 5770,” care 
ewelers’ Circular-Keystone. 





MANUFACTURERS of an outstanding 
line of ladies’ mounted ring sets, 
also diamond wedding rings, dia- 
mond watches and watch attach- 
ments want representatives for the 
Middle West and the. West Coast; 
must have wide following among 


retailers; good opportunity. Ad- 
dress “E., 5804,” care Jewelers’ 
Circular-Keystone. 





WANTED at once, a second watchmaker 
who wishes to complete his training 
under a first class watchmaker; a 
young man preferred who is out of the 
draft; real good pay to the right per- 
son. Sclove Co., Inc., 125 Summers &St., 
Charleston, W. Va. 





DIAMOND salesman; fine central Ohio 
retail store has opening for diamond 
salesman of outstanding and unusual 
ability; if you are interested in better- 
ing yourself write at once giving com- 
plete details. Address “C., 5764,” care 
Jewelers’ Circular-Keystone. 





WANTED, good watchmaker for high 
class store in Savannah or Atlanta; 
good salary; permanent position. 
Write full details to Friedman’s 
Jewelers, Savannah, Ga. 





WATCHMAKER, capable of repairing 


railroad work; also second watch- 
maker or combination man; per- 
manent positions, 48 hour week, 
plenty of high grade work; 

working conditions; good and 
future opportunity; newly remodel- 
ed old established store. Cassidy's, 
Canton, Ohio. 





SALESMEN wanted, west coast and 


southwest, by progressive costume 
jewelry jobber; good commission; good 
selling line consisting of items rang- 
ing at $6.75 dozen to $360 dozen. Ad- 
dress “‘A., 5710,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED. watchmaker; permanent posi- 


tion, not a war-time. position, with 
reputable firm in North Carolina; 
pleasant working conditions; good sal- 
ary; state full particulars in first let- 
ter. Address “E 789,” care Jewelers 
Circular-Keystone. 





JEWELER, general repairing in fine 


Rochester, New York, old line jewelry 
store; excellent conditions ; permanent 
position; give references, full details 
and salary expected. Address “B., 
— care Jewelers’ Circular-Key- 
stone. 





JEWELRY specialists on stone rings 


made by hand and from castings; very 
pleasant place to work; plenty of 
overtime: give information exactly 
what you can do and salary expected. 
Address “J... 5769,” care Jewelers’ 
Circular-Keystone. 





WANTED, watchmaker and engraver: 


ermanent, with old established firm 
n North Carolina; excellent opportu- 
nity pleasant working and living con- 
ditions; good salary; write full details 
in first letter. Address “G., 5790,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER; 


a very attractive 
permanent proposition to a fine 
mechanic in high watchwork 
with the lead jeweler in the 
South (Miami, -). Must have 
good references; only one with the 
best experience need apply. Ad- 
dress “W., 5877,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER who is interested 


in 
post-war position; must be able to 
produce good work; some ring sizing; 
splendid working conditions in _ 


ore southern 3; salary 
$100 per week. Address “J., 5809,” 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER-jeweler, combination 


man for southern manufactu com- 
pany; 99% new work from dies in gold 
and palladium; full time employment; 
city of 400,060; fine working co 

tions; state salary desired and refer- 
ences in first letter. Address “P., 5699,” 
care Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker wanted 


a clean, modern, reliable toms 
g permanent position ; g 

working conditions; salary +5 to 
$125 week; write particulars; start 
Sept. Ist; essential workers need re- 
lease statements. Way’s Jewelry 
Store, 108 Main St., Batavia, N. Y. 
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Special Notices 


(Continued from page 285) 











HELP WANTED—Continued 


Essential Workers need Release Statements 


Essential Workers Need Release Statements 





WATCHMAKER wanted, store situated 


10 minutes from Los Angeles; $100 
per six day week; eight hour day to 
draft exempt man experienced in aver- 
age run of watch repairing; steady 
position; pleasant all year round cli- 
mate and working conditions; plenty 
material in stock, Julian’s_ Credit 
Jewelers, 6330 Pacific Blvd., Hunting- 
ton Park, Calif. 











WANTED front man, watchmaker-en- 
graver, and ring sizing; this position 
is permanent, not a war-time job; 
air conditioned store; pleasant work- 
ing and living conditions. V. V. 
Vick, Columbus, Ga. 





HEAD watchmaker and a second watch- 
maker desired; steady positions; zood 
salary; pleasant working conditions; 
also, will have the privilege of over- 
time on a 50-50 basis if desired; send 
references to W. T. Hixson Co., the 
southwest’s oldest jewelers, 118 Mills 
St., El Paso, Texas. 





SALESMAN to sell line of engraved 
wedding rings for established New 
York manufacturer, to the whole- 
sale trade only, with a following 
through the middle west. Address 
“C., 5719,” care Jewelers’ Circular- 
Keystone. 





JEWELER, capable of being foreman of 
a medium sized shop, situated in a fine 
town; man of ability required; a won- 
derful future for a person with a 
vision; give information in detail with 
a general outline in your first letter. 
Address “Z., 5771,” care Jewelers’ 
Circular-Keystone. 





JEWELER, engraver, or jewelry re- 
pairer wanted by large leading, re- 
tail jewelers in Baltimore, Md.; cx- 
eellent starting salary; good work- 
ing conditions; think of future 
security; write now to Stanley Jew- 
elers, 2452 Eutaw Place, Baltimore, 





WATCHMAKERS, two, with lathe and 
all tools; must be able to repair all 
kinds of watches; draft exempt; $100 
week to start; one must be capable to 
take charge of the watch repair de- 
partment; answer in your own hand 
writing in details. City Time Watch 
Service, 1142 6th Ave., New York City. 





WANTED immediately, dependable 
watchmaker; excellent opportunity 
for capable man; permanent posi- 
tion; salary or commission; pleas- 
ant working conditions; for well 
established store on Mississippi 
Gulf Coast. Address “D., 5822,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER take charge of watch 
repair department on a percentage 
basis; better grade of work at good 
prices; excellent commission; good 
working conditions; high class estab- 
lished jeweler; 35,000 population, 
hio i, permanent position. Address “B., 
5718,” care Jewelers’ Circular-Keystone. 





SALESMEN wanted for outstanding 
line sterling silver costume jewelry, 
pins, earrings, bracelets, etc., for 
the retail jewelry trade, high grade 
specialty shops, department stores; 
several established territories open; 
write fully, stating territory covered; 
immediate reply assured; commis- 
sion basis; essential workers need 

release statements. Address, “G., 

$463,” care Jewelers’ Circular-Key- 

stone, 





WATCHMAKER: A-1 mechanic; per- 


manent position; $85 weekly, 
straight time, all overtime work 
time and one-half or commission 
basis; average $130 week; plenty 
of material and work. Andersen’s 
Jewelers, Macon, Ga. 





DIAMOND setter, 40 to 50 years old; 


experienced in melee setting and 
center stones; also combination jobber 
from 40 to 50 years old, capable of 
doing all repair work and _ setting 
colored stones; will pay railroad tare 
to and from destination; one of the 
best known firms in the middle west; 
modern up-to-date shop and best. cf 
working conditions. Address ‘G., 
5596,” care Jewelers’ Circular-Keystone. 





WANTED, watchmaker to take charge 


of department; store established 
1868; permanent job; good salary 
and good future for the right man; 
it is an opening that will pay you 
to investigate. Taylor’s Jewelry 
Store, Plainfield, N. J. 





JEWELRY buyer-manager; independent 


Washington, D. C., department store 
now opening new jewelry store ojfers 
supreme opportunity for man who is 
thoroughly seasoned in buying, man- 
agement and promotion; must have 
full knowledge of merchandise and 
buying sources; able, ambitious man 
will receive excellent salary with am- 
ple opportunity; outline background in 
first letter, please; your reply will be 
entirely confidential. Address “D., 
aed eare Jewelers’ Circular-Key- 
stone. 





DIE DESIGNER would like to obtain 


blue prints of simple multiple sta- 
tion progressive die for lapel em- 
blems from designer familiar with 
this work, who could draw these in 
spare time. Address “C., 5801,” 
care Jewelers’ Circular-Keystone. 





WANTED, experienced watchmaker ; per- 


manent, high salary, ideal working 
conditions; an opportunity to make 
good in one of the finest jewelry stores 
in western Pennsylvania; established 
50 years; 50,000 population; only. high 
class work accepted; fine clientele; 
railroad watches especially; all over- 
time desired, on commission basis; will 
pay you to investigate. Address “L., 
5812,” care Jewelers’ Circular-Keystone. 





JEWELER; permanent position for 


experienced man who can handle 
special order, general repairs, and 
stone setting; excellent opportunity 
with oldest and finest store in state; 
dry, healthful climate. I. Rosen- 
zweig & Sons, Phoenix, Ariz. 








WANTED; assistant to owner; splendid 


permanent position in mid-west mod- 
ern store for man experienced in all 
phases of the retail credit jewelry 
business; $100 per week; must be 
capable and willing to work for ad- 
vancement; give full information in 
first letter as to qualifications, experi- 
ence and age; confidential. Address 
“R., 5810,” care Jewelers’ Circular- 
Keystone. 





WANTED, engraver and engraver. 
jeweler and stone setter; ex 
salary; permanent position. Write 
full details to Friedman’s Jewelers, 
Savannah, Ga. 





WANTED; A-1 watchmaker who cay 
estimate work; also engrave or se 
diamonds, but not nee ; 
permanent job in long established 
store Tennessee town of 30,000. 
$75 per week; give references, age 
and experience in first letter, Aq. 
dress “M., 5867,” care Jewelers’ 
Circular-Keystone. 





WANTED; experienced repair  take-in 
man or woman, with good knowledge 
of watch and jewelry repairs and 
prices; must have ability to meet and 
handle public in large midwestern 
ewelry store; will pay $50 per week 
eginning, for right person; give ex. 
perience and all details in first letter: 
all requests confidential. Address “A, 
ore. care Jewelers’ Circular-Key- 
stone. 





SALESMAN wanted by manufacturer 
of the Dason line of rings; estab. 
lished territories open to experi- 
enced men; real opportunity for 
aggressive individuals to make last. 
ing connection. Davidson & Sons 
Jewelry Co., Inc., 20 W. 47th &,, 
New York 19, N. Y. 


For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY stock and fixtures for sale; 
inventory approximately $13,000; sell 
$9,500. Address ‘“‘M., 5685,” care Jewel- 
ers’ Circular-Keystone. 





FOR SALE, jewelry and optical store, as 
going business; located in one of the 
best midwest cities for 40 years; rea- 
son for selling, ill health. Address “S, 
hl care Jewelers’ Circular-Key- 
stone. 





JEWELRY trade shop, located in large 
middle west city, doing a good busi- 
ness, for sale, or will consider active 
partner; information on request. Write 
“P., 5870,” care Jewelers’ Circular- 
Keystone. 





FOR SALE good business $400 a month; 
all the work one can do; best safe in 
the U. S.; one good show case and & 
lot of other equipment and stuff; will 
sell cheap. Address “J., 5830,” care 
Jewelers’ Circular-Keystone. 





OPPORTUNITY to take over well es 
tablished modern jewelry’ store in 
Brooklyn, N. Y., with or without stock 
as a going business; long lease; plenty 
of repairs. Address “A.. 5816,” care 
Jewelers’ Circular-Keystone. 


———— 





WATCHMAKER’S opportunity; for sale, 
due to death of owner, business estab- 
lished 22 years in good location; small 
stock, tools, watch and clock mate 
rial, safe, regulator, show and WwW. 
cases; everything necessary to continue 
business. Address Mrs. Geo. R. Cross 
48 Main St.. Granville, N. Y. 











FOR SALE in central Colorado, jewelry 
business established 62 years; low 
ventory; population 6000; large stor 
room; large railway watch inspection; 
plenty of work for two men; no wa 
maker nearer than 60 miles; low rent; 
cause of selling poor health. Addres 
“Colorado, 5825,” care Jewelers’ Cirel 
lar-Keystone. 


— 
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———____—— 
FOR SALE—Continu 


—_—S——— 
— 


roR SALE; well established jewelry 
store on southeast Virginia seacoast, 
near large shipyard; permanent Army 
air base and military post; doing good 
business and averages about the same 
each month; stock clean; modern fix- 
tures four years old; repairs sufficient 
to keep two men busy; best location 
in town; rent $900 year; good lease; 
will sell at inventory, plus $10,000 for 
furniture, fixtures, equipment, material 
and accounts receivable; total will be 
approximately $50,000; owner in store 
years, wants to retire. Address “V., 
5876," care Jewelers Circular-Keystone. 











——————— 
- For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FOR SALE, Leiman Bros. twin polish- 
ing machine; two wash barrels and 
=: Phone Br. 9-7122, New York 

y. 





FOR SALE: complete lapidary shop, 
midtown New York City; reasonable. 
Address “A., 5855,” care Jewelers’ Cir- 
cular-Keystone. 





DERBYSHIRE watchmaker’s lathe with 
set of chucks, fine condition; also a 
30” outdoor dummy clock. Colonial 
Jewel Shop, 159 West 57th St., New 
York City. 





FOR SALE; L. & R. Master cleaning 
machine, mechanically like new, used 
little; $45 cash. W. A. Chamberlain, 
Watchmaker, Pa-3865, 1829 W. Adams 
Blvd., Los Angeles 7, Calif. 





SHEFF ring sizing machine, seven dies, 
mandrel, fine condition $35.00; the 
Perfect ring stretcher $17.50; Oliver 
Rolling Mill $50.00; 40” watch sign 
$5.00. Simpson, Box 44, Boone, Iowa. 





ONE Todd check protector; one Line-O- 
scribe show card printing outfit; one 
electric gold stamping outfit for leather 
goods, pins, ete. Address “F., 5843,” 
care Jewelers’ Circular-Keystone. 





ONE DOZEN Ingersoll pocket and wrist 
watches, not running $9; five Swiss 
ist watches in white cases 6%4L., 
6%L., 10%L and baguettes $15; two 
ss new watch crystals $3.25. B. 
we, Box 311, St. Louis 1, Mo. 





ACTURERS of 10K and 14K 
French screw back findings for un- 
Pierced ears and 14K hand made baby 
signet rings. Joseph Ring Co., Inc., 
93 Nassau St., New York ity. 


FIVE Elgin, Waltham, Illinois or Hamp- 
den 18 size movements for material 
fe; three ds. 4 or 0 give oH 500 

ion stones for repairing jewe 
$2. B. Lowe, Box 311, St Louis 1, ‘Mo. 





RING GUARDS, Stronghold and all other 
styles in gold or gold filled; ladies’ 
14K gold filled °$1.50 doz., men’s gold 
filled $1.75 doz., giant size $2.50 doz. 

S. Pergament, 3224 Grand Con- 
course, Bronx 58, N. Y. 











WATCH repair tags, standard styles in 
white, plain or numbered tags, from 1 
to 10,000, tags with small stub, 290 
with large stub $4.00 per 1000. BE. S. 
Pergament, 3224 Grand Concourse, 
Bronx 58, N. Y. 


PARCHMENT paper ring tags for the 


retailer or ring manufacturer, dumb- 
bell shape and gummed, plain white 
or printed with 10K, 14K _ sizes for 
ladies’, men’s or wide wedding rings; 
pre war prices. E. S. Pergament, 3224 
Grand Concourse, Bronx 58, N. Y. 





CELLULOID ring tags; blue, green or 


white; ladies $5.50; men’s $5.75; for 
large wedding or cocktail rings $5.90; 
children’s $4.75; white tags $1.00 less 
per 1000; scratch pen or pen and ink 
included; packed 1000 to box. E. S. 
Pergament, 3224 Grand Concourse, 
Bronx 58, New York City. 





COMPLETE fixtures for jewelry store 


in mahogany finish; six floor cases, 
eight feet long; four wall cases with 
alcove; diamond and pen cases; two 


safes and other items for complete — 


store; we have these extra over what 
we need, Inquire Lewis Jewelry Co., 
Gainesville, Florida. 





RETIRED: will sell in lots to suit or in 


one lot, most complete line of mate- 
rials and cabinets; some tools, for 
large watch repair business in U. S&., 
too much to mention here; nothing 
more needed for young man to start 
on large paying basis; have outfit. of 
jewels worth $3,500: will sell for $1,- 
500, no junk, write for what you want. 
Fred Freistadter, Watertown, Mass. 





JEWELRY CARDS for 


rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, ete. and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
= get acquainted; write for sam- 
ples. 





STERLING findings: safety catches doz. 


$2; sisterhooks doz. $1;  sisterhooks 
(large) doz. $3; earwires (screwback) 
doz. prs. $2; earwires (pierced ear) 
doz. prs. $2: military emblems (any 
branch) per doz. from $1.50; ass’t pin 
stems (metal) gr. $3; engraving per 
letter from 5c; refinishing flatware per 
doz. $3; lettering removed from above 
per doz. $1.75. Prompt deliveries and 
service. H. L. Hirsh & Co., 183 Eddy 
St., Providence 3, R. I. : 





JEWELERS! read carefully; this is im- 


portant; in stock for immediate de- 
livery watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms: 
business stationery: window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
= of every description: 31 E. 22nd 
t. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with: U. S. parcel 
post delivery service, makes us your 
a. 9 neighbor. Phones Algonquin 





NEW AND USED wheel eutters; slide 


rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. Sth St., Los An- 
geles. Cal. 








IMMEDIATE delivery; Swiss stems 


1 
each in separate envelopes; 72 Quick- 
Fit numbers, includes Bulova, Gruen, 
A.S., ete., six dozen $12.98; 1 each 
stems, 24 sizes for Elgin, Waltham, 
Hamilton, Illinois, 4 Ligne to 6/0, two 
dozen $4.49; yellow or pink 14K G. F. 
wrist crowns, asst. taps, sizes, 3 doz. 
$4.49; 1 each 72 most used curved 
Federal brand fancy glass crystals, 
six doz. $8.82; 1 each 18 best sizes 
convex clock glass, 1% doz. $2.59: 
1 American pocket watch stems, 0 
to 18 size, $1.69; 100 case screws, 0 
to 18 size, 79¢; 100 different sizes 
Miconcave crystals, wrist to 18 size 
$1.98; 100 Genevas $1.98; 25 American 
balance jewels in settings, 0 to 18 size 
$2.19; 100 H. & M. hands, wrist to 18 
size 87¢; remittance with order. Beck 
Bros., Lau Bldg., Ft. Wayne, Ind. 





Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etec., 
must furnish trade references. <An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 56. 





WANTED to purchase small jewelry 
store in town of 6000 to 10,000, Mis- 
souri or Kansas preferred. Address 
“R., 5871,” care Jewelers’ Circular- 
Keystone. 





CASH for diamonds, watches and jewel- 
ry; established 37 years; send lus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St.. 
Chicago, I1l. 





WATCHMAKER who wants to start in 
business for himself by doing trade 
work at home for Ohio jeweler. Ad- 
dress “M., 5736,” care Jewelers’ Circu- 
lar-Keystone. 





JEWELRY concession for lease in de- 
partment stores; prefer concern now 
operating similar section in department 
stores. Address “T., 5565,” care Jewel- 
ers’ Circular-Keystone. 





JEWELRY store wanted by individual; 
will pay cash for an established repu- 
table store doing a substantial volume 
of business. Address “J., 5798,” care 
Jewelers’ Circular-Keystone. 





WILL PURCHASE established jewelry 
store for cash in New York City, or 
vicinity; quick buyer; write full par- 
ticulars; strictly confidential. Address 
“H., 5807,” care Jewelers’ Circular- 
Keystone. 





WILL BUY several jewelry stores in 
middle west for cash; give approximate 
inventory, sales volume for 1941, 1942 
and 1943; also prices wanted; all Ict- 
ters absolutely confidential. Address 
“D., 5725,” care Jewelers’ Circular- 
Keystone. 





HIGHEST cash prices paid for surplus 

or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 


Chicago. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of: the beige 
bank and trade _ references. 8 
Tremont St., Boston, Mass. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
1A New York. Telephone, Rector 





(Continued on page 288) 





FOR SEPTEMBER, 1944 


287 








Business Opportunities 





(Continued from page 287) 





JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





et 

NAT LEHRER will buy for cash, your 
jewelry store complete or any part 
thereof; my direct connections for 
outlet enables me to pay the best 
prices; all communications held con- 
fidential; bank trade references; write 
or phone, 132 Hester St., New York 
City; phone Canal 6-4742, night phone 
Tivoli 2-3715. 





OPPORTUNITY for watchmaker to rent 


bench space in well located jewelry 
store within commuting distance of 
New York; a large military camp, 
Plus war workers are swamping town 
with repair work; only _ responsible 
persons need apply. Address “A., 
Sia. care Jewelers’ Circular-Key- 
stone. 





WANTED to buy, jewelry store in Bal- 
timore, Md.; also fixtures anywhere 
in East; wanted immediately; good 
price; good time to sell; write de- 
tails to Box “X., 5733,” care Jewel- 
ers’ Circular-Keystone. 





JEWELRY stores and stocks bought for 


cash, any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 








Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, small jewelry store in Cali- 
fornia, preferably in San Joaquin Val- 
ley or Palo Alto and vicinity. Write 
P. O. Box 405, Fresno, Calif. 


WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Mississippi. 
Box 1311, Alexandria, La. 


WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 


FIXTURES wanted by retail jewelry 
store at once; please write now to 
Box “X., 5732,” care of Jewelers’ 
Circular-Keystone or to Stanley 
Jewelers, 2452 Eutaw Place, Balti- 
more, Md. 














SN ta RRR cy, 
Special Order Work and — 
Repairs for the Trade 


Minimum charge (25 words) $1.59 
Additional words, 5 cents a word 


— 


QUICK SERVICE on_ expansion bragg. 
let repairs. R. P. (Dick) Gallien, 29 
W. 5th St., Los Angeles 13, California. 


BEAD restringing; prompt service; reg. 
sonable prices. Paul Rudolph, Room’ 
610, Terminal Bldg., 2 N. Broadway, 
Aurora, Ill. e 











POLISHERS and lappers, experts op 
gold and platinum jewelry; can handle 
any amount of work; prompt 
guaranteed. Edward Horowitz, 62 W. 
47th St., New York. Lo 5-8455. 


JEWELRY AND WATCH repairfng; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros, 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 








WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, ‘scales, drills, etc.; give full 
details. Ernest Linick, 29 E. adison 
St., Chicago, Ill. 





JEWELRY STORE, going business on 
main street of industrial town 
75,000 to 300,000 population; will 
pay cash. D. R. Linden, 314 S. 
Market St., Chicago, IIl. 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





ELECTRIC clock repairing. Ww. 
Shatas & Co., Waterbury 85, Conn. 





ARE YOU GOING out of business? I 
can ntee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
> gare 5 S. Wabash Ave., Chicago, 
i 





WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently will 

sent you along with unques- 
tioned bank references; no store 
toe large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, III. 





SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine’ watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19, N. Y. 


CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 


FINE watch repairs by able craftsman, 
identified with watch repairing for 25 
years; best references; work guar- 
anteed; mail orders’ invited; for 
further information address “Box B., 
5422,” care Jewelers’ Circular-Keystone. 








DO YOU do optical work? Let us help 
you; send us your customers’ broken 
lenses, frames, prescriptions, etc.; we 
repair and mail the same day; trade 
prices. Industrial Optical Co., 136 Ful- 
ton St., New York 7, N. Y. 








To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














FOR RENT, bench space suitable for 
diamond setter or engraver. Apply 
ne og 1103, 74 West 46th St., New 
York. 


A WONDERFUL opportunity for a 
jewelry store, for rent in an outstand- 
ing block on the boardwalk; store 
built for a jewelry store; inquire 
Friedberg Realty Company, 933 Board- 
walk, Atlantic City, N. J. 


PROVIDENCE, R. I., corner Pine and 
Richmond, 1700 square feet; sprinkler 
system; suitable for light jewelry 
manufacturing; second floor, good 
light; facing street; cross ventilation; 
also office space 20 ft. x 28 ft., $35 
Call Lexington 2-2865, New York. 





































Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 


EXPERT watch repairing for the trade, 
specializing in fine watches, also an- 
tique and clocks: mail orders prompt- 
ly; prices and references on request; 
for further information address “G., 
5753,” care Jewelers’ Circular-Key- 
stone. 


RELIABLE watch repairing for the 
trade since 1921; efficient depend- 
able mail service. Standard Watch 
ry ag 949 Broadway, New York 


IF YOU ARE looking for a reliable 
place to send your repair work, we 
offer a service of the highest quality 
and guaranteed workmanship; we have 











many satisfied customers all over dl 


country; our work is completed with 

two or three weeks; price list sent 
upon request. Dependable Watch Co., 
1472 Broadway, New York 18, N. Y. 








PATENT your good ideas; send me your | 
simple sketch or model; free con 
fidential advice-literature; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 










; 


Miscellaneous 


Minimum charge (25 words) $1.50 | 
Additional words, 5 cents a word © 


x 














LEARN WATCH repairing by doing it; | 
thorough training under expert in- | 
structors. For information write Stand-— 
ard Watchmakers Institute, 1341” 
Broadway, New York City. d 


WATCHMAKERS: increase your ability | 
through the highly recommended books; — 
“Rules and Practice for Adjus q 
Watches” and “Practical Balance , 
Hairspring Work” by Walter Kleinlein. | 
Your jobber or trade journal. 4 
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GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 


ing authorities. Profusely illustrated. 





Price $3.00 Postpaid 





THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 4Znd Street, New York 17, N. Y. 
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. WATCHWORK 





“THE PATHWAY TO SUCCESS” 





STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept C. Peoria, Lil. 
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WANTED 


for Southern California 
EXPERIENCED 


<4 Store Managers 
<4 Credit Managers 
<4 Sales Managers 
< Watchmakers 

<4 Salesmen 

<4 Sales Women 

<4 Office Clerks 


MALE & FEMALE 
If you are coming to So. California 


The JEWELERS 24 KARAT CLUB 
of Southern California invites your 
application. 


Permanent positions, excellent working con- 
ditions, with members of the JEWELERS 
24 KARAT CLUB which comprises some of 
the leading retail jewelers in So. California. 


Contact and give your past experiences, 
qualifications, and references, in confidence. 
The Secretary of the 


Jewelers 24 Karat Club 


of Southern California 


362 So. Broadway _—Los Angeles (13), Cal. 


E 

3 

: 

Providing you are in non-essential work. 
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Bulova School of Watchmaking 
To Rehabilitate Disabled Veterans 





Architect's drawing of the new building spe- 
cially designed for and occupied by the 
Bulova School of Watchmaking, at Wood- 
side, Long Island. 


A school of watchmaking for the re- 
habilitation of disabled veterans, spon- 
sored by the Bulova Watch Co., was 
dedicated on Aug. 23, at Woodside, L. I., 
N.Y, 

Training will be carried out without 
charge to the veterans and without any: 
reimbursement from the Government, the 
complete cost of both the school building 
and the training program being assumed 
by Bulova. 

Charter for the school was granted by 
the New York State Board of Regents 
on April 21, 1944, Arde Bulova, John H. 
Ballard, Samuel P. Epstein, Otto Brull- 
hard and Stanley Simon being appointed 
as trustees. 

While the primary training will be in 
the trade of watch, clock and instrument 
repairing, veterans will also be trained 
in the essential operations of a retail 
jewelry store. A model store will be set 
up in the school for this purpose. It is 
hoped that with the background of this 
all-round training, many of the veterans 
will be able to secure and hold positions 
in retail jewelry stores. Many jewelers 
have pledged their cooperation. 





Swank Has Wallets, Too 


Swank, Inc., has become so thoroughly 
identified, especially among retail jew- 
elers, as producers of men’s jewelry that 
most of them are probably not aware 
that the company also offers an accom- 
panying line of high grade wallets and 
billfolds. 

Handsomely styled, properly made of 
fine leather, and retailing at prices up 
to $12.50, they are ideal for merchandis- 
ing as companion gifts to Swank jewelry 
sets. 





"Purity" Rings to Be Advertised 


M. W. Schiffman & Co., New York, 
manufacturers of “Purity” diamond 
rings, are starting an advertising cam- 
paign on their engagement and wedding 
ring sets. The first ad features the clas- 
sically simple “Overture” style, and suc- 
ceeding advertisements will display in 
turn the other creations in the “Purity” 
line. 

The campaign will be run in Esquire, 
Vogue, Liberty, True Story, Photoplay 
and House and Garden magazines. 
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Extensive Pre-Holiday Campaign 
Will Promote Imperial Cultured 
Pearls and Silver-Stone Jewelry 


“Two tested campaigns to promote 
Imperial cultured pearls and Imperial 
silver and stone jewelry will be re- 
peated this year in America’s leading 
style publications,” said David Gold- 
stone, manager of the New York office. 

A newly designed line of silver and 
stone jewelry will be featured in full 
page advertisements, glamorously worn 
by a nationally known “cover girl.” The 
campaign will run in the October, No- 
vember and December issues of Vogue, 
Harper’s Bazaar and Town and Coun- 
try. Equally impressive will be the two- 
color ads featuring Imperial cultured 
pearls—showing popular designs in cul- 
tured pearl and precious stone jewelry 
which have found countrywide accept- 
ance. The cultured pearl advertisements 
will appear in the November and De- 
cember issues of Vogue, Harpers Ba- 
zaar, Town and Country and Esquire. 

Both campaigns are timed to reach 
millions of style-conscious readers who 
are “upper bracket,” regular jewelry 
store customers—right before the start 
of the holiday buying season. 





Heinmuller Honored at Dinner 


Marking Publication of His New Book 





Mr. Heinmuller presents the first copy of 
his book to his old friend, Harold Gatty, 


world famous ‘round the world flyer. 


On Thursday, July.20, a dinner was 
given in honor of John P. V. Heinmul- 
ler, president of the Longines-Wittnauer 
Watch Co., at the Waldorf-Astoria, 
marking the release of Mr. Heinmuller’s 
new book on the history of aviation, 
“Man’s Fight to Fly,” reviewed on page 
176, JC-K for August. 

Mr. Heinmuller, in an address at the 
close of the dinner, advocated a world’s 
air police force of fast planes to main- 
tain lasting peace. “Aeronautics,” he 
concluded, “will decide the outcome of 
this war and will be the biggest element 
of the postwar era.” 

No man is more familiar with the evo- 
lution and progress of airplanes than 
Mr. Heinmuller, who, as chief timer of 
the National Aeronautics Association, 
has timed hundreds of world’s record 
flights and has followed the develop- 
ment of aviation from close and constant 
observation. 





Manufacturers’ News 


Celebration Marks One Millionth 
Shell Produced by Elgin American 





si a ee hs 


Allen B. Gellman, president Elgin American, 
presents shell No. 1,000,000 to Col. H., R. 
Lebkicher, Commanding Officer, Chemical 
Warfare Service, Chicago District. 


Among the companies in the jewelry 
industry now producing things far re- 
moved from their peacetime product is 
Elgin American of Elgin, Ill., which nor- 
mally makes compacts, cigarette cases 
and dresser sets. 

On Friday, July 7, Erie Basin Metal 
Products, Inc., the munitions division of 
the Elgin American-Illinois Watch Case 
organization, produced its one millionth 
4.2 chemical mortar shell. In honor of 
the occasion, Allen B. Gellman, president 
of Elgin American, received shell num- 
ber 1,000,000 off the assembly line at the 
Elgin War Plant and presented it to 
Col. H. R. Lebkicher, commanding officer 
of the Chemical Warfare of the Chicago 
District. 

Col. Lebkicher, in accepting the mil- 
lionth shell for shipment overseas, dis- 
cussed the tremendous value to the 
armed services of this type of ammv- 
nition. 

“The 4.2 chemical mortar can fire gas, 
smoke or high explosive, and can lob 2 
shells a minute, each weighing 24 ib. A 
battalion armed with these rifled mortars 
can lay down more than four tons of 
high explosives a minute. Because of its 
mobility and tremendous firepower. the 
4.2 has proved its value for supporting 
assault invasion troops and Ranger raid- 
ing parties.” 

As shell No. 1,000,000 came rolling 
along the automatic conveyor line it bore 
a bright yellow .ribbon identifying it to 
Elgin American war workers. Mr. Gell- 
man received the shell off the end of the 
line and presented it to Col. Lebkicher 
who, in turn, packed it in a shell box for 
immediate shipment to the fighting 
fronts. 


Allison-Kaufman Adds Two Salesmen 


The Allison-Kaufman Co., manufac- 
turers of diamond engagement rings, 
wedding rings, and earrings, have added 
two new representatives to their sales 
force, effective July 15. J. J. Sharkey 
will cover 11 Western states, and Moe 
Altbach will travel Texas, Oklahoma, 
Louisiana, and Arkansas with Allison- 
Kaufman’s full line of merchandise. 
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Testing Laboratory Reports 
Croton Watches Waterproof 


“From the result of tests conducted cn 
three Croton ‘Aquamedico’ stem-wind 
watches for waterproof qualities where- 
in the watches were subjected to the ac- 
tion of water for a period of approxi- 
mately 700 hours, we find these. watches 
to keep accurate time and to be water- 
proof.” 

Thus concludes the report of a lead- 
ing testing laboratory after subjecting 
the aforementioned watches to rigid tests 
over a period of seven months. 

For the first 30 days of the test, the 
watches were immersed in water at room 
temperature for 16 hours each day. After 
their removal from the water, they were 
subjected to alternate hot and cold 
showers for five minutes and two min- 
utes respectively. 

During the period of the tests, when 
the watches were not in water, and for 
six months thereafter, the watches were 
continually worn by men doing all kinds 
of work, and subjected to severe treat- 
ment. 

According to the report, no condensa- 
tion was observed at any time, and all of 
the watches, which were selected at ran- 
dom from Croton stocks, were found to 
keep accurate time throughout the test. 

Croton Watch Co. officials indicated 
that the tests will continue in the inter- 
ests both of the jewelers who sell, and the 
people who wear Croton waterproof 
watches. 


Sonora Ad Wins Award of Merit 
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The Art Directors’ Club of Chicago 
has announced the presentation of the 
Merit Award for the outstanding adver- 
tising photography of 1943 to Sonora 
Radio & Television Corp., for the full 
page advertisement reproduced above in 
miniature, which ran in ten of the na- 
tion’s leading consumer magazines. 

“Readership reports covering this ad- 
vertisement,” said Joseph Gerl, Sonora 
president, “have borne out the correctness 
of its selection. Independent studies 
have shown it to be one of the highest 
in membership in the magazines in which 
it was scheduled.” 
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New Display for “Multi-Facet" 
Diamonds 








This is the new counter display created for 
“Multi-Facet" diamond jewelers by Louis A. 
Roselaar Co., New York. The name "Multi- 
Facet" is formed of special material which 
is highly luminous when the display is set 
on the counter or in the window. 





Will Promote 'Hemetine" 
As Engagement Ringstone for Men 


A national campaign will soon be 
launched by the Gabriel Williams Co., 
originators of “Hemetine,” a simulated 
hematite, to introduce this material for 
use in engagement and friendship rings 
for men. 

“Why not gift rings for men?” asks 
Capt. Matthew A. Rosenthal, U. S. M. 
C. R., who is responsible for the idea. 
“Tradition,” he continued, “has long 
placed the woman on the receiving end. 
In the course of her romance, she would 
display an engagement ring as a token 
of love, and then expectantly await the 
final symbol of a binding tie—the mar- 
riage band. With the wartime upsurge 
of romance, the time now seems ripe to 
broaden this tradition. Therefore, the 
idea of an engagement and friendship 
ringstone for men was born.” 

The company belives that women will 
welcome this innovation, since to ex- 
change gifts on their engagement should 
appeal to the feminine instinct for giving 
the beloved a token of her own love. 


A well-known artist and designer has 
been commissioned to create a design 
which will be expressive of a seal of 
love, and when the design has been ap- 
proved, an_ extensive advertising cam- 
paign to gain the acceptance of women 
for the Hemetine ringstone will be 
initiated. 

Meanwhile, to prepare for postwar 
business on this new “Hemetine” as well 
as other stones in their line, production 
facilities have been enlarged, and the 
most modern equipment provided. The 
entire line will be available to ring manu- 
facturers through stone dealers, direct 
from the Gabriel Williams Co., 17 West 
60th St., New York City. 





New Wholesale House 
Starts Business in Boston 


The firm of Smith & Zaff announces 
its opening for business in Boston, Mass., 
on Aug. 1, with headquarters at 373 
Washington St. 

The partners are Oscar Zaff, who has 
been connected with N. I. Goodman, Inc., 
for the past 15 years, and Bernie R. 
Smith, who for the past 18 years has 
represented the Gruen Watch Co., and 
previously was with the Keystone Watch 
Case Co. for three years. 





Elgin Planning New Post War Styles 


As part of their postwar planning to 
provide even finer and more attractive 
watches for the American consumer, 
Flgin National Watch Co. officials and 
designers are working with nine watch 
case manufacturers on postwar styling, 
says T, Albert Potter, Elgin president. 

The Elgin firm is still 97.5 per cent 
engaged in war work, Mr. Potter pointed 
out, with little chance for civilian pro- 
duction until the European phase of the 
war is concluded. Looking to the fu- 
ture, however, Elgin officials recently 
conferred with representatives of the 
watch case companies on modern, 
streamlined styles to be introduced after 
the war, he said. Questions of model 
production, tooling, manufacturing prob- 
lems, delivery and inspection were dis- 
cussed. 

Vital war products now being turned 
out at the three Elgin plants include 
precious timepieces and other instru- 
ments for the armed forces, mechanical 
time fuses for anti-aircraft shells and 
jewel bearings. 





Leonard Joins Gilbert Clock Corp. 


Floyd W. Leonard has joined the 
executive staff of the Gilbert Clock Corp., 
Winsted, Conn., as Merchandise Man- 
ager, it is announced by Ralph E. 
Thompson, president. 

Mr. Leonard is widely known through- 
out the jewelry trade, having been Ad- 
ministrator in charge of jewelry, silver- 
ware, clocks and watches for OPA in 
Washington, starting in March, 1942, and 
later with the War Production Board, 
in charge of clocks and watches. He re- 
signed from the War Production Board 
June 15, 1944. Before entering Govern- 
ment service, Mr. Leonard was with the 
Montgomery-Ward Co. for several years 
in charge of merchandising their clocks 
and watches. 





Gruen's $400,000 War Bond Purchase 
Wins Prize Filly at Auction 





At a War Bond Auction held during 
the Fifth War Loan Drive in the Hotel 
Gibson, Cincinnati, President Benjamin 
S. Katz of the Gruen Watch Co., turned 
over $400,000 in behalf of his company 
and received a thoroughbred filly sired 
by a descendant of Man O’War. Movie 
starlet June Haver, a former Cincinnati 
girl, made the presentation. 

The colt is said to show all the signs 
of being a true champion. Right now 
she is back with “mama” temporarily, 
but Mr. Katz has high hopes that some 
day he will see her coming down the 
stretch a winner. 
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This One Wrench Opens Them All 





he 


Designed by Jules Racine & Co., this one 
wrench, the "Sesame," by an ingenious ar- 
rangement will open every type of steel 
cased men's water-resistant watches the 
company markets, including three different 
sizes of facet backs, and two styles of 
notched backs. Thus the one wrench does 
all the work which formerly required five or 
six different ones. Available also is a 
"Sesame" wrench for the ladies’ models. For 
further information, write Jules Racine & 


Co., 20 West 47th St., New York. 





Ronson Announces New 
Ad Campaign 


A series of “different” layouts distin- 
guishes the current consumer advertising 
campaign of the Art Metal Works, Inc., 
manufacturers of Ronson lighters and 
accessories. Employing a poster - ad 
technique by combining white and gray 
lettering against solid black panels, the 
ads are expected to have unusual atten- 
tion value. 

The illustrations employ a military 
motif which, however, does not use the 
overworked claim that G.I. Joe is win- 
ning the war because he uses such and 
such a product. Ronson has studiously 
avoided any such implications. Instead, 
tanks, planes and other instruments of 
modern warfare are subtly tied up with 
Ronson by the illustrations. The copy, 
which has been kept short, punches home 
the story of Ronson quality and per- 
formance. 

Although no lighters are being made 
for sale to civilian purchasers, the cam- 
paign aims both at maintaining present 
high consumer acceptance, and creating 
a future demand which can be satisfied 
when conditions permit. To help dealers 
in the interim the ads emphasize Ronson 
accessories, which are still available— 
fuel, flints, and wicks. 

The campaign is appearing regularly 
in. Life, Collier's, Liberty, Saturday Eve- 
ning Post, Esquire, and Click. 





Harman Watch Co. Sponsors 
News Broadcasts by Alice Hughes 


A semi-weekly series of news analyses 
by Alice Hughes, noted radio commenta- 
tor and columnist, is being sponsored by 
Harman Watch Co. 

Miss Hughes broadcasts every Tues- 
day and Thursday evening at 9 P.M., 
E.W.T., over station WMCA, New York, 
discussing current events on both the 
war and the home front. 

Says the New York Herald-Tribune, 
“Alice Hughes does a cool, hard-hitting 
job with the news.” She is a daily 
“must” for hundreds of thousands of lis- 
teners, both men and women. 
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"Keepsake" Advertising Campaign 
Again Expanded for Coming Year 


A national magazine advertising cam- 
paign for “Keepsake” diamond rings, of 
even larger scope than Keepsake’s previ- 
ous impressive advertising, was an- 
nounced at the recent sales meetings of 
the manufacturers—A. H. Pond Co., Inc. 
—in Syracuse, Chicago and Denver. The 
fall drive will include insertions—16 in 
full color—in 28 leading magazines. 

.With the earning power of the nation 
maintaining its high levels and the num- 
ber of “wartime weddings” continuing 
to be impressive, the Pond organization 
looks forward to establishing new sales 
records for “Keepsake” jewelers this 
coming season. 

In addition to the magazine campaign, 
“Keepsake” is providing dealers with a 
complete merchandising system that 
offers many sales-builders for the re- 
tailer. These include a new interchange- 
able display for window or counter use, 
a new series of newspaper mats; radio 
programs, transcribed and spot an- 


‘nouncements; new screen advertising for 


movie theaters; colorful bus cards; at- 
tractive direct mail material and other 
sales-building dealer helps. 

In attendance at the Syracuse meeting 
were: Robert A. Pond, company presi- 
dent; Henry C. Beadel, vice-president 
and treasurer; Roland B. Pond, secre- 
tary; Don Chaddick, N. O. Cushing, J. E. 
Fitzpatrick, R. D. Gould, R. F. Jenks, 
A. A. Longcroft, W. F. McCulloh and 
H. P. Warner, sales representatives, and 
John B. Flack, advertising counsellor. 

Salesmen at the Chicago session were: 
V. O. Bente, Harry Braunsdorf, W. L. 
Calkins, Don Chiddick, J. E. Donohue, A. 
R. Greene, A. A. Longcroft, C. L. Petty, 
Sid Phillips and C. E. Gill; and. at Den- 
ver, W. L. Calkins, W. E. Carter, J. F. 
Douglass, Burr Williams and Ray Wil- 
liams. 

Robert A. Pond directed the meetings 
in all three cities, and Mr. Flack pre- 
sented the highlights of the advertising 
and merchandising program. 

Mr. Pond reported Keepsake Diamond 
Ring sales for the first six months of 
1944 at an all-time high and 45 per cent 
greater than the corresponding six 
months of 1943. The company, he said, 
anticipated continued opergtion at about 
the same levels during the remainder of 
the year. 


Liberty Jewelry Co. Introduces 
"Southern Gentlemen" Men's Rings 


A new group of men’s rings, known as 
“The Southern Gentlemen” Series is 
being introduced to the trade by Liberty 
Jewelry Co., manufacturing and whole- 
sale jewelers, 1024 Maison Blanche Bldg., 
New Orleans, La. All of the rings are 
10K gold. ° 

Each ring in the series has been named 
for a man who is outstanding in the his- 
tory of the South: “Robert E. Lee,” with 
simulated ruby, sapphire or garnet; 
“John T. Audubon,” with genuine onyx 
intaglio; “Andrew Jackson,” with syn- 
thetic emerald-cut ruby; “Henry Clay,” 
with genuine sardonyx intaglio; “Jeffer- 
son Davis,” with genuine amethyst, topaz 
or synthetic ruby. ¥ 

Liberty Jewelers are planning to fol- 
low this group with other “Series” pres- 
entations of both men’s and ladies’ rings. 











Elgin to Sponsor New Radio Show 


“Keep Up with the World with Elgin? 
a 30-minute radio show to be sponsgoreg 
by Elgin National Watch Co., wag m™ 
cently previewed by radio editors ang 
columnists at a press party in New You, 
City. 

The rogram is built around humay 
drama Lassa on actual facts from his. 
tory and the lives of famous men assem. 
bled by Freiling Foster, veteran colump. 
ist, who will prepare the scripts. The 
broadcasts will be heard on the Bly 
Network every Sunday at 9:30 P, y 
C.W.T. 

“Keep Up with the World with Elgin? 
it is claimed, will be a new and dis. 
tinctive type of radio show, a half-hour’s 
collection of widely interesting humay 
events re-enacted by capable casts. Nar. 
rator will be Don McLaughlin. 





New Display by Ed Freed 
To Boost Layaway Sales 








Chrjstmas is coming, and with it the 
jeweler’s annual opportunity to create 
“plus” volume through the medium of 
“lay-away” selling. 

To help the retailer in this direction by 
bringing the idea of a lay-away purchase 
to the notice of every customer who 
enters the store, display specialist Ed 
Freed has created the sign pictured 
above. 

Measuring 12 by 21 inches and printed 
in full color, the sign sells for $2.90, with 
a special price for two or more. Freed’s 
address is 1233 Sixth Ave., New York. 





Ascherman Features 
Genuine Hematite 


Chas. Ascherman & Co., wholesale jew- 
elry firm with offices in the Hippodrome 
Bldg., Cleveland, O., announces that they” 
are the sole distributors for the genuine 
hematite ringstones and rings produced 
by Precious Stones, Inc. 

“We believe,” says Ascherman, “that 
Precious Stones, Inc., is the only house 
in the United States that is cutting and 
carving genuine hematites.” 





New Salesman for 
Liberty Jewelry Co. 


The Liberty Jewelry Co., Maison” 
Blanche Bldg., New Orleans, La., has” 
appointed E. S. von Forsstrom as sales-~ 
man for the Indiana territory. 
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Glad Gr Boeclucions 


A HEADACHE CURED 


Tuat HEADACHE of the jewelry industry—WPB’s 
Order L-45 restricting the use of gold and palladium in 
the manufacture of jewelry—has at last been repealed. 
Everyone but the bootlegger will be thankful for its 
demise. 

Like that other “noble experiment,” its intentions un- 
doubtedly were good. But, as was predicted on this 
page 17 months ago when the order was first announced, 
it failed dismally to accomplish its purpose, which was 
to force the manufacturers of precious jewelry into war 
work, 

As we pointed out at that time, the shops that make 
fine jewelry simply do not have the kind of equipment 
and skills that are needed for war work, and to deprive 
them of their regular business would result only in use- 
less hardship to the legitimate manufacturer and foster 
illicit production by bootleg operators, with no corre- 
sponding benefit to the war program. Everyone of 
those predictions has come true. 

However, although we consistently fought the order 
from its inception, THz Jeweters’ CircuLar-KrysTone 
takes none of the credit for its repeal. That rightfully 
‘ goes to the men who worked so long and untiringly in 
Washington toward that end—especially to the mem- 
bers of the panel of the Industry Advisory Board—G. 
H. Niemeyer, William B. Ogush, and W. Waters Schwab 
—and to P. Irving Grinberg, head of WPB’s Jewelry 
Division, for his understanding and intelligent handling 
of a difficult situation. 


INEXCUSABLE 


JUDGING BY LETTERS we have been receiving recently 
from our readers, some local officials of the OPA are 
woefully ignorant of the rules and regulations they are 
supposed to administer. 

For example, a jeweler in a Southern state wrote us 
last week: 

“Our local OPA Board advised us today that we 
could not take more than a 50 per cent mark-up on any 
item. For example, a ring or watch costing us $50 
would have to sell for not more than $75. 

“We have never heard of such a rule, and any infor- 
mation you might have regarding it would be appre- 
ciated.” 

That local board is, of course, completely and utterly 
wrong. No regulation has ever been issued either by 
OPA or anyone else as to the percentage of mark-up 
which the retailer may take on jewelry merchandise. 
Two different stores may have two different rates of 
mark-up on the same identical item, depending on their 
individual ceiling prices, and their individual cost for 
that item. And some jewelry store merchandise—such 
as goods set with precious stones—is specifically ex- 
empted by the Maximum Price Regulation Order from 
OPA’s jurisdiction. 

For OPA to place the control of the business of a 


294 


community in the hands of people so appallingly ig; 
rant of the regulations they are supposed to enf 

is inexcusable. If OPA—or any other Government] 
reau—is going to demand that every businessman kam 
and obey its rules, the least they can do is to demg 
the same of their own officials. ; 


STILL VITA 


A Lor Has BEEN said and written lately about { 
need for conserving and salvaging paper, but the bat 
still isn’t won. Paper still continues to be the mg 
critical material in the whole war economy—the @ 
material of which there still isn’t enough in sight tof 
the essential needs of the armed forces. 

Don’t waste it—don’t use it unnecessarily—and 
on saving and turning in your old newspapers, magi 
zines, advertising literature and used wrapping pap 
and cartons. Every pound is needed. 


A POST-WAR N 


AMID ALL THE TALK of post-war planning 
seems to be going on everywhere these days, there is om 
very important objective that has not been mentioned 
any of the discussions on the subject of the post-wa 
problem that we have heard or read. 

We're referring to the need for business to clean i 
own house and keep it clean—particularly in its dealin 
with the public—if it wants to prosper. It is wi 
fortunate, but a fact, that the public criticizes am 
judges business not by the good deeds of the mam 
but by the misdeeds of the few. The retailer who s¢ 
Mrs. Jones a low-grade watch as a fine accurate tim 
keeper, or an off-color, badly-flawed stone as a “perfé 
blue-white” diamond, is not merely bringing himsé 
into disrepute—he’s creating in Mrs. Jones’ mind th 
belief that all jewelers are a bunch of high-binders. — 

In sheer self-protection, if for no other reasons, # 
thousands of ethical high minded jewelers must beco 
their brother’s keeper. Misleading and tricky adverti 
ing, misrepresentations of merchandise, the use of stam 
ard brands as bait to lure customers to the store whet 
they’re “switched” to inferior goods, must be stamp 
out. 
Every decent jeweler should give his fullest suppol 
and cooperation to the Jewelers’ Vigilance Committ 
and the Better Business Bureau, which are constant 
working for his protection. That’s not only good eth 
—it’s just plain common sense—and it’s far more i 
portant a part of your post-war planning for the com 
tinuing success of your business than, any amount 
thinking about push-button gadgets. 
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No doubt retail jewelers are as interested in finding 
the right answer to this question as we are... 


What Type Watches Will B 
America’s Post-War Favorite 


And they are probably noting current public prefer- 
ence trends from patrons who daily seek watches in 
their stores. Perhaps the discriminating American 
public is now asking for types of watches not avail- 
able on today’s wartime watch market. Are these 
requests writing the specifications for watches that 
will prove post-war favorites? 


ILL the wartime demand for plain, 

sturdy, large-size wrist watches 
persist in the post-war market? Or will 
there be a popular trend away from watches 
physically reminiscent of the regulation 
watches issued to the armed forces, when 
the boys come back? Will the experience 
after the last war be duplicated in a swing 
to smaller, finely styled dress watches in 
precious metal cases that become adjuncts 
of personal prestige as well as accurate 
timepieces ? 


\ , T ILL the so-often misused terms of 
“shock-proof” and “water-proof” 


be in disrepute because of disappointments 
experienced with watches sold under such 
absolute claims ? Or in order to give mean- 
ing to these and other claims and qualities 
will watchmakers and importers be forced to 
qualify them by explaining their limitations ? 


W.. wrist watches with sweep- 
second hand outsell the watch with 
the conventional  sec- 
onds -bit?.. For- men? 


For women? What will be the most de- 
sired types of dials—of attachments ? 


Se own Sales Research Department 
is collecting much enlightening and 
interesting data right now that points to 
definite answers to some of these ques- 
tions. Much of this information comes di- 
rectly from retail jewelers at the point-of-sale. 


For past experience has taught us that only 
by such close contact and consultation with 
men on the front selling line can we be 
assured of reaching the market first with 
merchandise that fully meets the public 
demand for top-quality, favorite style and 
highest value per watch dollar invested. 


Have your own customers’ preferences for 
watches indicated style or type trends 
which you think we should take into con- 
sideration. when-we plan for production of 
post-war watches? If so, a letter to our 
Director of Sales Research will help us give 
you first the kind of watches which will be 
in greatest demand. Hamilton Watch Com- 
pany, Lancaster, Pennsylvania,. U. S..A. 


MAKERS OF THE WATCH OF RAILROAD ACCURACY — 
NOW MAKING ACCURATE WAR TIMEPIECES 


ee ee es 


The first and only watch company to be awarded the Army-Navy “E” to with two stars for the production of fine timepieces 
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GUTOMIED ENGAGEMENT . WEDDING IN 


throughout the ages, fine jewelry has always been a prized possession 
gracious ladies. Women of refinement, as well as loading wholesale and retail jewelers, recognize the dé 
cate beauty and superior craftsmanship of “Customized’* rings. Colonial engagement and wedding rin 
made in perfectly matched sets, are individualiy stamped and tagged with the “Customized”* tradema 


BUY MORE WAR BONDS TO BRING HIM HOME FASTER 


*Reg. U.S. Pat. Off. 


COLONIAL MFG. CO. Ne 
74 West 464 Street. New Gork 19, NY. 


MANUFACTURING JEWELERS - CUSTOMIZED" RINGS 
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A JEWELRY METAL MUST BRING OUT 
ALL THE BEAUTY OF DIAMONDS 


The splendor of diamonds has fascinated jewel lovers for cen- 
turies and the metal in which they are set must not only be 
worthy of them, it must have the ability to conserve and even 
enhance their natural brilliance. 


Because Jewelry Palladium contains nothing but precious metals 
and has a brilliant white color that stays white, it makes an ideal 
background for diamonds. They are safe in their settings too. 
Jewelry Palladium holds them with a rigidity that keeps them 
secure against loosening. 


Excellent wearing quality is another point in favor of this twin 
sister of platinum. 


Duration Line Ring Blanks and Rims 


A great variety of designs can be created by using the rims, shown here, 
with our regular ring blanks—a variety limited only by the imagination 
and ingenuity,of the designer. They have proven to be so popular that we 
included them in our Duration Line. All are made in Jewelry Palladium 
and 14K yellow gold. 


BAKER & CO., INC. 
113 Astor St., Newark 5, N, J. 
New York 7 San Francisco 2 ; Chicago 2 
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Since 1873, the number one pal of a watch a 


made by R. F. Simmons. 


With a pocket watch, a Simmons Quality Go d 


Chain has long been the accepted accessory. Ang 

the wrist watch, a Simmons Strap is considereg 
very best. Yes, the watch strap sold with praefj 
every quality wrist watch is made by R. F. Si ‘ 


So it matters not, what style of a watch your cus 
wears or buys. You can please him best with Sim ; 
merchandise. And it matters not how fashions f 
ate. For Simmons Chains and Straps . . . limite , 
the present, in a variety of designs . . . will be x 


in abundance to please your postwar market. 


R. F. SIMMONS COMPANY 
Attleboro, Massachusetts 


AAP ct 8 Mace 
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many months our planning board of engineers, 
mers and technicians have been preparing for 
transformation of ©) facilities from war to 
an production. The blue-prints are ready. The 

ines have been installed...And now our crafts- 


a are being trained in the special processes re- 





ed to make the new ®&) Jewelry that peacetime 
present... Magnificent Jewelry as unprece- 


ated as electronics — yet carrying forward the 


tradition of flawless quality and workmanship. 


BRUNER-RITTER, Ine. 





© BANDS—KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 


Factory: BRIDGEPORT, CONN. 


N. ¥. Sales Office: 630 FIFTH AVE. 
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DIAMOND SET WEDDING RINGS... 


SEMI-MOUNTED ENGAGEMENT RINGS.. 


Craftsmanship at its Best 


SOLD 


“BRISTOL SEAMLESS RING COMPANY - 71 NASSAU ST + NEW YORK | city 


THROUGH WHOLESALERS 





-AND ENSEMBL! .~ 





WEDDING RINGS 


IN 


- Bll UM 


. «>. the: popular precious metal rarer 
than gold, is the sister metal to platinum. 
Because Brides and Grooms prefer this 
beautiful mgtal, Bristol offers an. inter- 
esting assortment of matched sets illus- 
trated. These rings ore crafted in the 
traditional Bristol monner and are ac- 
cepted by deolers for their salability and 
by consumers for their enduring qualities. 





O 


PALES REP REGEMIAT UV ES 


BARNEY LESSNER 
E. M. BOND 
S.C. STEINMANN 
JOS. STERN 
DAVE GOLDBERG 
*NAT POST 


"On leave with Armed Forces. 


I 


SEAMLESS RING COMPANY 71. NASSAU ST. « NEW YORK CITY 
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THE GLI nrnencrorine COMPANY 
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Priladelfohiia G, Perry waned 
NEW YORK OFFICE poe : CHICAGO OFFICE 
9 MAIDEN LANE He } 29 E. MADISON ST. 


SERVING THE JEWELER THROUGH LEGITIMATE WHOLESALE CHANNELS 
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Aleutians, G. I. Joes are ikea : pectin 
beautiful rings they gave their ladies back fens Like: 
as not, they are Lovelight Diamond Rings—so desired ~ 
for their distinction, 80 attainable for their moderate : 
cost... Look to Lovelight for further advances this Fall 
—with sets and solitaires that merit: world-wide acclaim. 


- DIAMOND. RINGS 
| of Masterpiece Gualite 
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T’S easy to forget the past, when a “buyer’s market” 
prevailed. It’s easy to forget the days when you 
enjoyed the many services and helpful extras your 
wholesaler rendered 12 months a year in your behalf. | 

Today your wholesaler is a more valuable ally than 

ever. He’s in there doing all he possibly can to help you 

maintain your position and prestige. There may be times 

when he hasn’t more to offer than the friendliness of a 
handclasp. Accept it cheerfully, for it represents his good 
will and interest in sharing your problems and working 
with you. 
Get to rely on your wholesaler. Let him explain what 
other stores are doing ... let him give you a clear pictare 
of the market. . . let him point out new horizons andthelp 
you plan for the future. 
Today, more than ever, your wholesaler is an ally 
worthy of your confidence and support. His sincere rec- 
ognition of the problems and demands of the retailer 
stand the industry well in its hour before dawn. 
* * * * 
J-B is planning ahead for Victory, the day its blueprints, 
representing innovations and new products, may be put into 
production... the day when the initials J-B will once again 
represent, in full measure and supply, the very newest and 
ultimate in watch attachments. 


JACOBY-BENDER - 161 SIXTH AVENUE - NEW YORK-13, N.Y. 
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WATERPROOF « SHOCK RESIST » NON-MAGNETIC » AUTOMATIC / Te 2 


DEFENDERS OF TIME — NOW AND IN THE FUTURE 
EDWARD L. STERN & COMPANY Gio FIFTH AVENUE, NEW YORK 
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Exceptional “Ualues 


In Diamond Set ‘Rings of Every Description 


Our extensive and varied line of HAND CARVED Wedding Rings and Matched Wedding Ring Set " 
DIAMOND Set Wedding Rings, Solitaires, Bridal Combinations, Dinner, Cluster, Cocktail and Men# 
Diamond Rings is now complete—in a price range within reach of every customer in your communilj, 


Our diversified line is made 
in 14Kt and 18Kt Gold. 


A liberal assortment of samples will 
be submitted to established Jewelers. 


BUY MORE | BUY MORE! 
WAR BONDS Pas WAR BONDS 
ti WEST 42° STREET, N.Y. e.18, nN.” 
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NOT MUSIC NOR HIGH SOUNDING WORDS ime | 
... but rather their general excellence in con- ~ 2" | 
struction and our faithful adherence to uniformly 
high standards of Quality and Workmanship... «| 
Forstner Chain Corporation, Irvington 11, New Jersey 
: d 


Now available in Sterling Silver and Gold Filled only 
Ask Your Wholesaler : 
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By giving them jobs, and returning 
them to a useful occupation! 


You, as a jeweler, will have more to offer our veterans 
than perhaps any other businessman... for watch 
repairing is employment well-suited to those with phys- 
ical limitations. By placing in your shop the men who 
have given so much for their country you will be doing 
what you can torepay America’s enormous debt to them. 


Just as now the retail jeweler serves his community by 
keeping its watches and clocks on time, he can later 
serve his country by giving priority employment to 
wounded servicemen returned from overseas, 


To help these veterans find’ happy and satisfying 
occupations the Bulova School of Watchmaking has 
been founded. Here, these men will be given a com- 
plete course of training in watch repairing to make 
them first class watch service men for jewelry stores. 


We suggest you make your application today to assure 


yourself of securing the services of an expertly-trained 
veteran in your watch repairing department. 
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always to ask for 
wagon the finest 


Building for your future sales? Seven million 
of the most responsive people in the country will buy 
the magazines in which this full page, full color Elgin 
American advertisement will appear. Twenty-three mil- 
lion will read them! 

This is the first of a series of voguish pages scheduled 
in top-ranking, big circulation magazines. Included are 


COMPACTS - CIGARETTE-CASES 


26 


CHICAGO—55 E. WASHINGTON ST,.*¢ NEW YORK—EMPIRE STATE BUILDIN 
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Vogue, Esquire, True Story, Charm, True Romane 


True Experiences, True Love & Romance, Photopla 


Movie Mirror and Radio Mirror. ; 
The high standard of this long-range campaign is) 
keeping with our aim to build for Elgin American 1 
chants the preference and patronage of the kind of ¢ 
tomers that count most—in good-will and profit. 
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ELGIN, ILLINOIS 
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Stone-Set 






Rings 
By BASKIN 
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BROTHERS, Inc. 
38 WEST 48TH STREET 
NEW YORK 19, N. Y. 
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Praised by those who sell them 
...prized by those who wear 


them...Empire commands 


your post-war consideration. 


Retailine from $19.75 up. 


LOUIS AISENSTEIN & BRO 


ROCKEFELLER CENTER - 630 FIFTH AVENUE: NEW YORK 
28 THE JEWELERS’ CrrcuLar-KEysTom 
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onalized packaging that pays! Each Tiny-Tot Baby Creation is in- 
iously setina beautiful, emartly-styled gift-package as shown above. 
NY-TOT RINGS...10 Karat Gold... to retail from . . . $1.00 


Y-TOT LOCKETS...10 Kt. Gold or Gold Filled to retail from $2.50 
‘TOT CROSSES ...10 Kt. Gold or Gold Filled to retail from $2.50 





You'll like this exquisite jewelry for baby because 
of its unmistakable air of top-quality, its eye- 
filling beauty and its traffic-building consumer 
appeal ... Now presented under the TINY-TOT 
mark of distinction, this line is definitely 
headed for sales-stardom. Available imme- 


diately in an assortment of patterns and 


, sizes—all exquisitely packaged —all represen- 


tative of the foremost jewelry craftsmanship. 


‘CHARD POLUMBAUM COMPANY 


Fifth Avenue, Rockefeller Center, New York 20, Ae 


BABY JEWELRY. INCOMPARABLE 
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SILVER and GOLD 
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When we started to fight, war demands 
for silver and gold jumped to unprece- 
dented quantities. Our plants were called 
upon to turn out many times the volume 
of sheet, wire, strip and anodes normally 
used by the Arts and Industries. 


As a leader in alloying and rolling pre- 
cious metals this meant expanding our 
facilities and working forces enormously. 
We had a new and vital obligation to 
meet, a large part of which was fot the 
Navy. Just as we have met the require- 
ments of silversmiths, jewelry manufac- 
turers and industrial plants through the 
years, we made every effort to take care 
of these new demands in the quickest 
possible time. 


Sven 
\ * Gr “a 


How well we have succeeded can be best 
judged by the 5th Army-Navy “E” Pro- 


_ duction Award just won by the men and 


women of our company. 


Many of the obstacles and problems that 
had to be licked have resulted in new de- 
velopments that are going to be helpful 
when post-war days arrive. They will have 
a definite influence in bringing better sil- 
ver and gold for silversmiths and makers 
of jewelry to fabricate. 


PRODUCTS: Rolled Sterling Silver + 999 
“PLUS” Fine Silver Anodes « “Special Refined” 
Grain Silver * Gold and Silver Wire + Karat 
Golds and Gold Solders * Gold Bars — Silver 
Bars « Platinum Metals * “HANDY” Silver 
Solders « and other Silver Brazing Alloys. 

REFINING SERVICE: We refine all kinds of 
manufacturer’s scrap, sweeps and other waste 
containing precious metals; also old gold, silver 
and platinum received from retail jewelers. 








In spite of our continued activity in the production 


of war material, we are now allowed to manufacture a limited 


number of novelty watch cases. We present with pride one of 


our solid gold cases—typical, we think, of the skill and artistry 


of our designers. 


DB. ORNSTEIN & SON 


Manufacturing DORSONS JEWELRY—1D). 0. \WATCH CASES 


119 West 24 Street ¢.655 Fifth Avenue «© William Lester 1 FE. Madison St 
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ROCKEFELLER CENTER 630 FIFTH AVE, N-Y¥.C 20 
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NEVER in history a campaign ; ! 
like this on Compacts. * Ap- 
pears monthly in top-influence 
magazines, reaching more than i} 
10 million people.* Spotlights 
Hollywood's best-dressed lead- 
ers. x Aims at all classes... 
all tastes... all purses... the 
entire range of purchasing 
power from $2.00 to $300.00. 
* And don’t forget that Wads- 
worth prices are nationally- 
advertised prices... for your 
customers’ confidence. . . for 
your profit protection! x To 
cap it all, a SELL-APPEAL un- 
equalled: the same creativeness 
. . . the same metal handling 
skill... of watchcase makers 
as applied to the finest watches 
in the world. 


u Madoworth WATCH CASE CO., INC. oe 


DAYTON, KENTUCKY 











New York, 385 5th Avenue Chicago, 35 E. Wacker Drive 
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We illustrate four new Church creations. Each 
measures up to the--usual.-high standard of 
Church quality, design and workmanship. 


“:.° 





Beautiful moonstone surrounded by 

14 brilliant genuine sapphires in 

ring of 14 kt. yellow gold. 
$100.00 Keystone 


Heavy,, onyx Masonic ring of 14 
kt. gold with 2 side diamonds. 
$100.00 Keystone 


Modern design pendant of 14 ki. 
gold set with diamond. Chain is 
heavy, 14 kt. gold. 

$149.00 Keystone 


Attractive earrings of 14 kt. gold. 
Knot design. Set with diamonds. 
$150.00 Keystone 





MEMBER OF 
AMERICAN GEM SOCIETY 


Manufacturing Jewelers 
336 MULBERRY STREET . NEWARK 2, N. J. 
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220 west Sth St., Room 704 
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Manufacturing Jewelers 


WEST 46th STREET NEW YORK 


Memo Select 


METRO JEWELRY CO 


29 £&. Madison St. 
Chicago, Illinois 
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Soon... 


This... 





Electri-craft 


Power Tool Kit 


O TER THE WAR... for new and unusval CAS q | 
electrical appliances watch _- < y 


CASCO PRODUCTS CORPORATION © BRIDGEPORT © CONNECTIC 


THE JEWELERS’ CIRCULAR-KEYSW 





Sa RCT amas ye - 








‘ cause only thet 


The best in desi 


Fans 





“ship...the best in fash 
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ance. Feature Swank, an 
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Do RSONS — Designed 
_ for Women of Good Taste 


No G15 —(actual size) 
1/20— 12 kt gold filled 


on sterting silver DORSONS is now back on limited production 


of fashion jewelry, custom made. Exclusively through your whulesuler. 


DORSONS Jewelry is made by 


a division of 


D. ORNSTEIN & SONS 


N19 WEST 24 ST., NEW YORK I1,N.Y. 


Sales Office * 665 Fifth Ave., New York (22) 


William Lester, 29 E. Madison Street, Chicago 
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fHERE'S LOTS OF EYE-APPEAL IN THIS NEW 


Samsonite 


ADVERTISING PROGRAM 








fo forecast the future, SAMSONITE dealers can 
look to past experience. It’s a matter of record how 
we have always supported the trade with vigorous 
advertising. 


' Today is no exception— because we're building 
for the future . . . yours and ours. Right now, € 
engaged in a terrific new program designed to r 
and hog-tie consumer demand for SAMSONITE 
—a demand that spells future profits for y 


What’s more, we're developing and 
the SAMSONITE Line, so that when our was 
finished, alert SAMSONITE dealers will cash 
the most advanced, best designed luggage i 
popular-priced field. 


Meanwhile, limited shipments will be made 
whenever they won’t interrupt our vital war work. 


“STRONG ENOUGH TO STAND ON” 


Samsonite sTREAMLITE LUGGAGE 
AMERICA’S MOST POPULAR LUGGAGE 





Here’s this year’s smashing big advertising schedule: 


LIFE 


(4 Issues) 


(3 Issues) 





Denver - SHWAYDER BROS., INC. 


Makers of 


ESQUIRE 


(5 Issues) (8 Issues) 
COLLIER'S LIBERTY 
3 Issues 6 Issues 


“TRUE STORY HOUSE & GARDEN 


(4 Issues) 


NATIONAL GEOGRAPHIC 
L was | Arete fr ana | 


¢ Detroit 


SAMSONITE LUGGAGE - SAMSON CARD TABLES 
AND FOLDING CHAIRS 
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Buy More War Bong, 
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will be of aM in Aerie ' 
; TIONAL “ADVERTISEMENTS This Fall 








Year-round Lady Grosby ‘National 
satu ipemporedibye 


e © Beautiful sine? | Powerful mmaraniee 
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: i OMETHING definite about Clarion radios for post- 
ie : ; war can now be revealed. 


Here are seven of many important reasons why you as 
a Dealer will:soon say: 
**Yes, Clarion is the radio for me.” 


1 Startling new developments in FM receivers with ex- 
clusive Clarion features. 


2 Engineered to assure trouble-free performance and 
long life. 


3 A radio built to defeat.destruction caused by DAMP- 
NESS... FUNGUS and all adverse weather conditions. 


4 A new high degree of selectivity. 

5 Super-sensitivity to capture the weakest signals. 
6 Precision engineering. New close tolerances. 
7 Smartly designed cabinets of enduring beauty. 


These are a few of the features that will give the Clarion 
line the turnover and profit you are looking for. 


Write for the name of the Clarion distributor in your 
territory. Don’t miss the complete Clarion profit story. 
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, WARWICK MANUFACTURING CORPORATION 


4640 West Harrison Street, Chicago 44, Illinois 
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Buy better merchandise, direct from the Manufacturer 
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Increase YOur own Profits 


AND HERE’s WHY . 





: ebks ack yr ho, ¢ nsequs 
More interested fas bet Service on 
Sions-- under al] un 





-=~"rough all the year? Of 
your wholesqljery. 


3 When aq Manufacturer gel}. 
extensive and ©XPensive sales fore 
Sales-force, Plus cost of distribution 
Only—the 


Manufacture 


rs mark-up O! 
the retailer. But 
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Wholesalers he saves a large 
How? The Wholesale; Carries 


Manufacturer employing 


To Nolesqle; underwrites Only q 
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2 Get faste; 9 
3 Increase YOUF Own sales profits. : 


by taking advantage 
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Wholesaler-Distribution ole) bentd . 
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 Nowon ll? Stations 





guests, 













* 
such as: “The Thin Man”—Nick and 


Nora... David Gothard 
and Claudia Morgan 
(at left), and “Mr. Dis- 
trict Attorney” —Jay 

. dostyn (at right). 


Read what Variety says: 
Pao ons saan 

















Music by— “QUICK AS A FLASH” 
With Ken Roberts, Frank Gallop, Everett Sloane, 
Ray Bloch orch., guests. 

“Quick as a Flash”, newest quiz program on the 
air, is better than most of its contemporaries, and 


adds up to one of the swiftest-paced stintscurrently 
occupying the airlanes. 






Ray Bloch and his 
scintillating orchestra. 






















[his program has class from opening to close... 
nas the earmarks of a “stayer” — it should be around 
for a long time. 







Master of 
Ceremonies 
Ken Roberts— 
smooth, smart — 
lets the lucky 
lightning strike 
where it may. 












/ 





And your 
Helbros host— 
Frank Gallop. 
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from Coast-to-Coast 


The newest and brightest Quiz Show on the air. 


Quick As A Flash goes national in a big way for 
HELBROS dealers. 


12 Mutual Network Stations from coast-to-coast. 





|Read what Danton Walker says: 


Listen to the show yourself. 


..Something new under the sun, and 


welcome, is the new Mutual program, 
“Quick as a Flash,” one quiz show that 
doesn’t present contestants as silly 
nitwits. 





(New York Daily News, 
Tuesday, July 18, 1944) 





Like a flash you will see the numerous sales stimulation and 
local good-will build up every HELBROS dealer will enjoy. 


With electrifying speed, Helbros increases its lead as 
America’s best-known and readiest sold wrist watch. 


You will hear plenty from “Quick As a Flash!’’. .. Amer- 
ica’s fastest, newest, most exciting radio quiz show... for 
you and Helbros Watches. : 


HELBROS — 


N A lL §S 


the correct watch for-the correct time 





Helbros Watch Company, 6 West 48th Street, New York 20, N. a 


“tl 
a 


FoR SEPTEMBER, 1944 | 47 








4 


SIGNAL CORPS 


ORDNANCE 


= qMiakence at our task”, the intrinsic value of beauty — 
is recognized. People cannot face the horrors of 
war for sq long without a cry from minds and souls 
_ for refreshing the spirit. > 
Patriotism demands full war “production! ‘Also, 
preparation for a better post-war world is neces- 
sary. To this end, Shiman’s designers a 
have devoted much creative thought. New 
will be fashioned from ideas now on d 
? boards. Distinctive patterns of accepted styles will 
QuUaRTERMASTER be released as the situation. permits. : 
The experience gained in war production will 3 
help answer the need for “something new, some- 
ioe beautiful”. It will add a new interpretation of 


WINUFACTURING CO., INC. 
. 119 Moarct’ Street, Newark 5,N. J; 
AIR CORPS” (2394100 2 oiMbelb York Sales Office: 15 Maiden Lane, 7 


Sd 


PRODUCING FOR SIGNAL ‘CORPS, ORDNANCE, MEDICAL, QUARTERMASTER, AIRCRAFT SERVICES 
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93 Sunday Newspapers 
and New York Times 
Reach Over 40, west wae ome" 


pe New} fork Times. meer : 


S1.Louis Globe-Memorcrat, 2s: 
The ices — ‘FIN 
The Pittsburgh Press, on 
1) Che Detroit Free Press : = 


Ee = Chicxse Sunday, ribimre eo 4 
| 1 %. 


aot eae he SPA Hl ¢ ai GA i in Ss EXT: 
r 


< St. Pant Dispately ate \ 
The Toledo Times | FIN \ 


D 
ES MOINES SUNDAY en 


HE. GERMANS L 
POST mn PL 





| +4 Toledo | Sunday Tt 
“CL 
EVELAND PL AIN DEAD 





a NEWARK Sunnay (ALL 
= THE Post-STANDARD = 









Quality Jewelry for Li 


“Be Sure It's Kiddie Kra 


‘ttle Folks 





ft and You're Sure It's Best” 
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in Saturday Evening Post 


and Rotogravure Sections of 
23 Sunday Newspapers 


Again the tremendous impact of full 
color in the Saturday Evening Post plus 
Rotogravure and New York Times 
advertising from coast to coast brings 
home the Kiddie Kraft story to 40,000,000 
readers. . . 


The only PERSONALITY in the Jewelry Field 
Kiddie Kraft Cabinet 


Makes a beautiful and attractive display on the counter. It 
contains 24 pieces (8 pieces in 10K gold) and retails to the 
consumer from $2.00 to $6.00. 
Order Your Cabinet NOW! 

Thru your wholesaler — In order to 

insure delivery as our jewelry 

production is limited due to war work 

Free Counter Display 


in full color, reproducing advertisement appearing in Saturday 
Evening Post, is included in each cabinet. It emphasizes to the 
consumer that Kiddie Kraft jewelry is the ideal gift for a child. 
Each piece is individually packaged in our registered display 
box with personalized hand colored gift card. 


Be Sure It's Kiddie Kraft and You're Sure It's Best 
MARATHON COMPANY ; 
ATTLEBORO MASSACHUSETTS “tetommcee 


SOLD THROUGH THE WHOLESALE JEWELER 
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; We scored many notable firsts” 


in the watch case industry. 


Tomorrow, 


on |.D. for lead 














SALES .GO UP. | 


WHEN YOU FEATURE 


The smart designs and popular 
prices of Romany Stone Rings 
assure you not only quick, easy 
sales, but sales which net attrac- 
tive profits and build valuable 
good will. 


In style and workmanship, every 
Romany Ring displays the good 
‘taste and unusual skill acquired 
by this organization through 
forty years fine jewelry-making 
experience. 


Although. Reversible Romany 
Rings are not currently avail- 
able because of the war, we 
invite your inspection of our 
Romany Stone Ring line. 

















Established 1904 


STERN &« STERN INc. 


216 EAST 45th STREET, NEW YORK 17, N. Y. 
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Wadsworth is heavily engaged in many- 
sided war work. But our steady produc- 
tion of Military Watch Cases and our con- 
Stant-designing of the precious metal 
Cases for the future are preserving the 
_art of fine watch case development. 
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ihe message to the makers 
rs of fine watches 


Yes Sir! There’s a song in the heart of the 


pleased customer when he discovers he 


has made a wise selection on the watch he 
bought on faith . . . because the average 
customer doesn’t realize that a good watch 
consists of two units—a fine watch move- 
ment p/us a fine watch case. Nor does he 
care! For first and foremost, a customer is 
interested in the performance of the fin- 
ished product . . . and when the watch he 
bought lives up to his expectations, he 
broadcasts his pleasure far and wide—liter- 


f 


y watch cases blend perfectly 





ally becoming a messenger of good will— 
good will for the name on the dial and for 
the jeweler who sold it to him. 

To safeguard this good will, makers of 


‘fine watch movements and jewelers of high- 


standing select Wadsworth watch cases, 
for they know that a Wadsworth watch 
case gives both beauty and protection— 
even more important—they know that 
Wadsworth metal-handling skill holds that 
precious stock in trade . . . a customer's 
confidence. ee 


AddWwO7 th 
















w Our lines of earrings, 
rosaries, pearl* necklaces and iden- 
tification bracelets are complete, 
smart, fast selling. You'll like them. 
Buy them from your jobber. 


SOLD THROUGH WHOLESALERS ONLY 





19 EAST 30TH STREET 
NEW YORK CITY 


*Simulated 


Chicago Office: Hareld Charmack San Francisco Office: Fred L. Lee & Co., Los Angeles Office: Fred L. Lee & Co., 
36 So. State St. 704 Market St. 315 West 5th St. 
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THEIR “JEWELERS QUALITY” 
IS KNOWN TO MILLIONS 


From the very beginning, Marvella Pearls have been “Jeweler’s Quality”... the better grade of simulated 
pearl a jeweler is expected to sell. Naturally such quality has gained reputation . . . the fame 
of Marvella has spread, and the public instinctively thinks of the jeweler when thinking of Marvella. 
To keep more and more people actively mindful of you and Marvella, exquisite 
color pages are run regularly month after month in the important national magazines whose readership is millions 
—many millions! You and Marvella, we hope, will be increasingly important to each other. 


MARVELLA PEARLS, 383 FIFTH AVENUE, NEW YORK CITY 
Marvella “Jeweler’s Quality” Pearls are distributed through wholesale jewelers 
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if you have a 

jewelry store or stock 
to sell - - consult 
Gordon Brothers 


No store too near or fur - - we’ve bought stocks in practically every state of the union ! 


hae Fee 


JEWELRY STORES and STOCKS for CASH 


‘Always a reliable offer, usually the highest. 18 Province St., Boston 8, CAPitol 1728 


THE JEWELERS’ CIRCULAR-KEYS 














23. WHITE Manvfacturing Company, Providence, R. I., and New York — Ch 


Through the Wholesaler since 1896 
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presented by 
Walter Lamp 
through the 


~WALBURT omsion 


: PANEL A... This frog has jumped to ret : 


i shion-prominence. Exavisitely de- 
“tailed. In two dainty sizes. eee 





& 


> PANEL Fett Jack-in-the-Pulpit pin with. 
aking earrings to match. 


YOUR PRICES 


; FROG (large) . . +»,$21.00 per dozen 
FRC - ee 19.50 per dozen 
SCATTER PINS . {sort af $3.25 each 


# 


BARRINGS . . . | fortat 5,00 pair - 
‘ - em PP. 


he Style interpreted in jewels. om SCATTER PINS and matched earrings 
Ne ; . ore hand-fashioned of Sterling Silver .~ 

with oxidized areas bringing sparkle | 

: ae and contrast. Attractive Lapel pins are = 

; available to match each set shown. | 


awvision oF Wadder Laempd » 48 WEST 48 STREET, NEW YORK 19, NW. ¥. 
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*Patent Applied For 
Registered Trade Mark 








Exquisitely designed 
Personal Cache for the 3 he 
Handbags of the Fashion-Wise a 


Here is the divest and most talk-provoking trick in the bag of Fashion 
...Cachette is a beautifully-styled vial—perfect stow-away for vitamins, 
pills, tablets, aspirin, needles and thread, or even a tight roll of *mad- 


money”. Jewelry-crafted throughout with smart engine-turned 4 
Very specially boxed, including a neat flannel individual carrying case. 


¢ Fashioned in 14 Karat Gold over Sterling Silver to retail 
at about $7.50 (plus Fed. Tax) 


© Also available with jeweled tops; and in 14 Karat Gold 
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are hand-fashioned of Sterling Silver © 

with oxidized areas bringing sparkle — 
* and contrast. Attractive Lapel pins ore 

available to match each set shown. © 
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| RED RIVER’ DAVE 
ina New Album of 


Take a cowboy singer—add a guitar and some fiddles—stir 
with a Western tune—and Presto! you rope in a host of fans 
just like that! : 


Red River Dave is King of the cowboys. His coast-to-coast 
Mutual network audience is counted in the millions. He has a 
swell tenor voice, the kind that twists your heartstrings. And 
it never.sounded better than in this terrific new SONORA Album 
of Songs of the West. 


The combination of Red River Dave and the brilliant bell- 
like’ clarity of tone, achieved by SONORA, is a ‘sales “natural” 


get this new Album and the complete list of new releases from 
your SONORA Record jobber. 


8 SONGS OF THE WEST 
Old Faithful » Wagon Trail + Red River Valley + The Last Round-Up 
Empty Saddles + Take Me Back To My Boots and Saddle + Is The 
Range Still The Same Back Home » Home On The Range 


SONORA RADIO & TELEVISION CORP. 
325 North Hoyne Avenue + Chicago 12, Illinois 
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PATRIOTISM-and PATIENCE 


Your Patience is a reflection of your Patriotism. 


Patriotism demands that we all patiently do | 


-without things and services which, by their 





absence, contribute to the winning of the War. 


Your patience deserves, and will continue to 


receive our utmost co-operation. 


Is The 


Home On The Range 


e 


Boots and Saddle 


EVISION CORP. 
Chicago 12, Illinois 


Empty Saddles » Take Me Back To My 
Range Still The Same Back Home 
SONORA RADIO & TEL 


325 North Hoyne Avenue 


eS 


ees Pap. Sy aaa SS See ee ee eS pe gira oa 
Mutual network audience is counted in the millions. He has a 


it never.sounded better than in this terrific new SONORA Album 


of Songs of the West. 


swell tenor voice, the kind that twists your heartstrings. And 
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PATRIOTISM_and PATIENCE 


Your Patience is a reflection of your Patriotism. 


Patriotism demands that we all patiently do | | 





-without things and services which, by their 





absence, contribute to the winning of the War. 






Your patience deserves, and will continue to 





receive Our utmost co-operation. 









BUY LeStage Mfg. Co. | 


WAR | : North Attleboro, Mass., U. Ss. A. ‘ 






New York—9 Maiden Lane, A. H. Betz 
BONDS! ; Chicago—29 E. Madison St., A. B. Pinero 
15.9% * Seattle—4014 Brooklyn Ave., J. F. Loveridge 
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MANUFACTURING 
JEWELERS © 
will benefit from 
increased WILCO 
manufacturing 










facilities 










The demand for Wilco products by all 
branches of the armed services has caused 
the H. A. Wilson Company to increase its 
manufacturing facilities, enlarge its’ plant 
and add new equipment. 








As a result, we will, at the war’s concle 
sion, be in a better-than-ever position t 
meet the needs of manufacturing jewelen 
for Wilco products. The H. A. Wilson Com 
pany manufactures and invites inquirie 
regarding the following products used by 
the jewelry trade. 












ROLLED GOLD PLATE 






GOLD FILLED PLATE 


WIRE 
Silver (Fine, Coin, Sterling) 
Gold Wire 
Gold on Silver 


Any other type of Jacketed Wire you may ned 
for postwar jewelry manufacture 





















SILVER STRIP 


Sterling, Coin, Fine 
Any other Alloy of Silver desired 






PRECIOUS METAL TUBING 





For detailed information, write 


THE H. A. WILSON COMPA) 
105: Chestnut Street, Newark 5, N. Ji 


Branches: Detroit ¢ Chicago 
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Many months prior to America’s entry into 
the war, we ran an ad in these pages built 
around the above illustrations. They were de- 
signed to illustrate this very important point: 
That in going after popular-price watch busi- 
ness a jeweler can waste an awful lot of time, 
energy and money by stocking nondescript 
watches from unrelated sources; that wisdom 
dictates concentration on one completely stand- 


ardized, nationally advertised watch line like 








Croton, as against “scatteration.” 


We revive this thought because it helps to 


‘ explain why our wartime advertising for Croton 


watches is so consistent and so extensive. 
Concentration will be even more important 
than ever for postwar jewelers. Which is why 
we keep on reminding millions of wartime 
magazine readers that Croton watches are 
good, trustworthy watches—the best obtainable 


at the price! 


CROTON WATCH COMPANY * 48 WEST 48th STREET * NEW YORK, 19, N.Y, 


AQUAMEDICO 
Resale $100 


FOR SEPTEMBER, 1944 
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: DAVID O. SELZNICK SELECTS BENRUS TO TIME OUTSTANDING FILM SUCCESS 





A 


b es, a 
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Wie wexe all timed by | 


BERS 


Shoch- Resisting 


WATCHES 


when we made Yarid 0 Sebynichi 


“SINGH YOU WENT AWAY” 




















Benmus has o Yicially timed many notable film successes 
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t YO Uo USING 
SILVER ? 


if you are, then you know the problem of tarnishing. The leading 


pe 


firms in many lines of industry are preventing tarnish by the 
quick, sure and economical method of using 


PALLADIUM PLATING SOLUTION 


Whether you are making jewelry or doing precision work for 
radar or electronic parts, PALLITE has solved the problem of 
tarnishing; let us tell you about the experience of firms in your 
industry who are using PALLITE successfully and economically. 


Ask today for more information 


PRECIMET LABORATORIES 


Research and Development in Precious Metals 


64 Fulton Street New York 7, N. Y. 





“BAREL-CEL” 
A handy, 2 gallon unit for plating smoll ports 
SIMPLE - DURABLE - ECONOMICAL 
Write for folder 
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-HARVEL 
One iff the Worlds 


¢ Cc . 
’ N Y. 





ct 


and me 


p. a. BALLOU & co., inc. 


Established 1868 Direct to Retailers 
PROVIDENCE, RHODE ISLAND 
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PROCLAIMED THOUGHOUT THE LAND .... PROCLAIMED THOUGHOUT THE LAND 
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Diberly Bresent 
“Lhe Sathorn Gonllemuan . 


SERS of wings 
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PtobrtE.Le “Sohn T. Audubon 





10K gold ring with simulated 10K gold ring with genuine 
ruby, sapphire or garnet. Ap- onyx intaglio . . . with the fine 
propriately named . . . a ring of lines for which the great 

character and strength. $93 artist was famous. $27 











= 
Pet 


PROCLAIMED THROUGHOUT THE LAND 





A ZA , e 4 
° Andreru feckson Henry Clay Piven Davis 
: 10K gold ring with synthetic 10K gold ring, genuine sardo- 10K gold ring with genuine 
emerald cut ruby. The brilliance nyx intaglio. The elegance of this amethyst, topaz or synthetic 
of the stone symbolizes the ring is suggestive of the elegance ruby. Leadership is the out- 
brilliance of the name. $37 of Henry Clay's oratory. $97 standing characteristic of the 


ring... asofthe man. $27 


ALL PRICES KEYSTONE LESS 10% — 10 DAYS Watch this space for other outstanding Liberty presentations 


— oe 






a @HA A 





Sirens = oS 


Manufacturing and Wholesale Jewelers - 1024 Maison Blanche Building - New Orleans, La. 
Indiana: E. $. von Forsstrom, 630 Peoples Bank Building, Indianapolis 


“ PROCLAIMED THROUGHOUT THE LAND 


*PROCLAIMED THOUGHOUT THE LAND ... PROCLAIMED THOUGHOUT THE LAND 
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630 hours immersed in water —3 Mido Multiforts in salt water, 3 in 
fresh water. Equivalent to wearing in 3780 daily ten minute baths. 
RESULT: Each Mido 100% waterproof. 





MULTIFORT 
SUPER - AUTOMATIC 


* 
SELF-WINDING « SHOCK-RESISTANT ¢ ANTI-MAGNETIC 
100% WATERPROOF 


FOR SEPTEMBER, 1944 


630 Hours under Water 


and still 1007 Waterproof 






GRUELLING SCIENTIFIC 
TESTS PROVE 





WATERPROOF SUPERIORITY 


Mido WATER IMMERSION TESTS were conducted by the 
Electrical Testing Laboratories, Inc., New York City on 
a completely impartial basis and underrigidly controlled 
conditions, and were deliberately more severe than 
would occur in ordinary wear. 


TEST METHODS: tree Mido Multifort watches were 
immersed in salt water, which was made in accordance 
with U.S. Navy Specifications for sea salt water, and 
THREE Mido Multifort watches were immersed in ordi- 
nary tap water. To date the Midos have been immersed 
for a total of 630 hours, and the test is still continuing. 


TEST RESULTS: After 630 hours immersion all stx Mido 
Multifore Watches were found 100% WATERPROOF. 
This is one of six highly successful Mido Multifort 
WATERPROOF tests. Watch for details of other tests 
in this publication. 
No wonder Servicemen prefer Mido Multifort. 





‘ Lovis Aisenstein & Bros. 


Rockefeller Center 
630 Fifth Avenue + New York 20, N.Y. 
* 


Sole Distributors: Mido Multifort Super-Automatic, Mido 
Multifort, Mido Quality Watches for Men and Women 
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@ ESQUIRE @ LIFE @ FORTUNE 
@ SATURDAY EVENING POST @ MADEMOISELLE 
@ OUR ARMY 





@ LEATHERNECK @ OUR NAVY 
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WYLER WATCH AGENCY * HOME OFFICE: 630 FIFTH AVENUE, NEW YORK 20, N. Y. * CHICAGO OFFICE: 29 E. MADISON ST., CHICAGO 2, ILL. 
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WALTER KOCHER & CO." 


9 Rockefeller Plaza 20, New York City 
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WACS ARE DOING 


239 DIFFERENT 


A good name... 


SHOULDER ONE? 


a great cause 


An important well-paid Army job is yours ter the 

asking... iu the WAG, What shall it be? Helping 

s Army flyers? Driving a staff car! Or working on some 

You will see Whiting & Davis 4 "special assignment with the Supply Services? 
pe os eer ; = ; If qualitied,-you can take your pick of dozens uf jobs. 

advertisements like this in House : : & Gr you can get expert training for one special kind. 


Vither way you will baye @ chance te travel, ree new places, 


. > : 
B tiful, Ha , Sil Bazaar, Ho make new friends among alert, attractive people aml 
& Garden and Vogue this fall. a ; ete yore eommtay ge they ace dole, = 


They are our contribution to a | ; WAC : 
great cause . . . promoting the en- a | : JOIN THE Uy Now 


listment of Wacs, Spars and Waves 
to support.the government’s Wom- 


anpower campaign. 
é : ce on writing & 
What little these advertisements &¥ OT as eins 


SN f ‘ot 
pecsien ee g nll De WIT 


will say about Whiting & Davis "  - wand empl 


past jor 3° 


bags-is-enlarged in the box below 2 ‘G & . ith Ave 


de eit 
& ieee ‘ 
by foe 





‘ . chert 
sary © 
after ¥* 
ce 
ag ent me 


« co. 


as a reminder to you, too, that the 
name Whiting & Davis has always © : | & 
gone “hand in hand with fashion” 
... and that it will again, soon. 


Wauitine & Davis Co., Plainville, Mass. 





AIA 


vis, is a very special 


t Whiting & Da 
rk, @ aking bags- 


thing to do with m 
g & Davis mesh 


Our war wo 
job, too. It has no 
here will be Whitin oe 
“hand in hand with fashion. 


Service 
But after Victory ¢ 
for you again.-- oe 
NG & DAVIS CO- 
Plainville, Massachusetts 


bags 


whHitt 
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IF YOU'RE 
LOOKING ANEAD 


— you're one of the many 









farsighted jewelers laying the 
groundwork for a gratifying 
postwar watch business with 


popular RENSIE watches 
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ROCA LY TE se 











PAUL V. EISNER «& 


Importers of Watches 


co. 


580 FIFTH AVENUE * NEW YORK 19, N. Y 





Elite Waterseatd 
THE WATCH CASE OF THE FUTURE 


NEEDS NO KEY TO OPEN 





& i » i 
ie | 2% @ 
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GUARD YOUR 
FUTURE 
BUY WAR BONDS 
phe)7.% & 
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ELITE WATCH CASE CO. 150 VARICK ST. N. Y. 
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EXCERPTS FROM A LETTER BY WALTER 
SAVAGE, PETTY OFFICER 2ND CLASS, WHO 
HAS RECEIVED A PRESIDENTIAL CITATION 
FOR OUTSTANDING SERVICE IN ACTION. 


8 


"Our faces end names ere many: 
we are blonde and we are red-headed. 
young O'Brien fro 
shiny new vat 
man, heroically adyi 
rible death in an alien sea- 
as one whispers ® preyer > a 
lie aweke {n the night and see his dead 


they must d0- 
"We are tal pleins end the 


piedmont end the gre with old jdeas that we have 


Lived by> 
These ideas 
s become 
with green shutt 
works oD Independence Dey, 
jbrery ~~ © pook 
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IDEAL —A 
POWERFUL 
WEAPON 
IN WAR 
_ A 
EACH LETTE PROMISE OF ENDURING P 
PEACE FOR 
IND 


Have you recei 

from a servi - 

ing the spirit of cooper rrow is pr “rp 

and understanding _wh! auaided en it is today the 

unifies America’s fighting boxes which h mre naps of the 

men of all faiths, races, back- the heroes i the medals for 
send it to in our Armed Forces 
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434 
MEN'S RING 
10K Yellow Gold 
in Ruby, Garnet 


and Sapphire . 


with Raised 
Masonic Emblem 


No. 1197 
MEN’S RING 
10K Yellow Gold 
in all Birthstones 


10K Yellow Gold 
in Ruby, Garnet 
and Sapphire 


N 0. § vi 
CLUSTER RINGS 
14K Yellow Gold 


5 
MEN’S RING 
10K Yellow Gold 
in all Birthstones 


MASONIC RING 
10K Yellow Gold 
with Genuine 
Onyx Encrusted 


Genuine Oriental 
: ’ ; Pearls with Genuine 
: Amethyst or Genuine 
Topaz Centers 


CLUSTEI 


10K’ Yellow Gold 14K Yellow Gold 


.& with Genuine or 
_ with Genuine a , a ; 
~ Opal - & , ; a Synthetic Stones 


14K Yellow Gold 
_with Genuine or Synthetic 
Stones 4 


14K Yellow Gold 
with Genuyine or Synthetic 
Stones 
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We aléo manufacture’ o ‘wide selection 


of Ladies’ and Gents’ Rings were aR Yolew Gold? 


oss with’ Genuine or Synthetic © 
Meme Selections to Rated Concerns sg Mees y 
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RIF BROTHERS 
y ae G — 
l, I iN), - Manufachuing jewelers 
Established 1920 
2 West 47th Street, New York 19, N. - 
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MANUFACTURERS 


580 Fu. Avenue «View York, 19 
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OCKTAIL RINGS supplied unmounted or set with syn- 

thetic or genuine Rubies in 14K Pink Gold. Diamonds sup- 
plied on request. In stock for 1mmediate delivery. Mail orders 
filled promptly. Complete line of Ladies’ and Men’s Stone Rings, 
Signets, Baby Rings also Cocktail Wedding Rings. 


R. PEARLMAN, Ine. 


83 CANAL ST. Manufacturing Jewelers 
Phone: WAlker 5-3972 
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The streamlined beauty of a strong bird 
in flight is a particularly apt descrip- 


tion of Olympic watches of the future. 


Yes, there are many new and fascinat- 


ing designs on drawing boards now 
that merit this comparison. Yet, behind 
these new Olympic developments, 
which must await the day of Victory, 
there stands a century of craftsmanship 


and watchmaking skill. 


R. GSELL & COMPANY, INC., NEW YORK 














LATHIN WATCHES are. @ 


ae OF ACCURACY 


+. 














... Scientifically constructed 
..+ nationally accepted 








count every minute to Victory 


on LATHIN WATCHES... | 
LATHIN WATCH COMPAN 


Importers of Watches 
580 FIFTH AVENUE NEW YORK 19, N. 




















BUY MORE BONDS BEFORE YOU BUY ANYTHING ELSE! 


Tue JEWELERS’ CIRCULAR-EI 
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KESTENMAN BROS. MFG. CO. 


RBOY¥EO EN 





As we anxiously await the day when 


we can again serve you to the fullest extent of 
our ability, we are proud to say that every pre- sd & | 

, : ; . 
ous pas? ~ ee 8g SERVING THE JEWELRY TRADE FOR OVER. 40 ve 
ing most gainfully employed. our thoughts, : ; ; 7 
all our plans, are focused sharply upon ONE Diamond /vings - Ceaubycnest Sewelyp 
clearly defined objective — incomparable ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20) 
service for you “when tomorrow comes”! 


Distributors of AMERICAN WATCHES « SILVERWARE e CLOCKS « JEWELRY « ELECTRICAL APPLIAN 
% Watchmaker’s and Jeweler’s Supplies at 133-7 Canal Street, N. Y. a 
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Nationally .advertised i. ngston Cf Sa (ch 
emphasize the importance of perfect 


precision to keep "In Rhyme With Time”. 


To retail from 5/9, 50 UG 5/000, 


3 


\Vianutacturers 
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With Different Chains...Priced at 
$12.50...$9.00...$6.75 each, Keystone 


Locketags practically sell on sight. They are ex- 
quisite, sturdily made and highly profitable. Each 
Locketag features a deep “double-frame” locket 
holding two pictures or a picture and a message. 
All models are in Sterling Silver and may be 
engraved on face. Each Locketag in individual box. 


Immediate deliveries! Order from your jobber today. 


Locketags may be had with any of 
the following sterling silver, die 
struck insignia permanently at- 
tached on top: 


© Army © Coast Guard 

® Navy ® Signal Corps 

© Air Corps © Medical Corps 

@ Marine Corps ® Army Aviation 
® Navy Aviation 


SOLD THROUGH WHOLESALERS ONLY 


ole @a9-\cmmi a 238 & Gael emma le 


19 EAST 30th STREET + NEW YORK CITY 


Chicago Office: Maurice S$. Taube, San Francisco Office: Fred L. Lee & Co., ™em=" Los Angeles Office: Fred L. Lee & Co., 
704 Market Street ae 


37 Se. Wabash Ave. 


315 West Sth St. 
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11% Line 
Calibre 1194 


Center Seconc 
SEELAND 
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This illustration shows the 49 single and multiple parts, 
that comprise the SEELAND Cal. 1194 Center Second Move- 
ment... This improved model totally eliminated many 


of the old faults of Center Second movements. 


These Seeland movements are assembled and fin- 
ished by Watchmakers who are traditionally 
proud of what they make. 


Watches fitted with Seeland Cal.1194 





Jewelers: Keep this 
chart for reference. 





movements, will give long satisfaction and 









service . . . they are fairly priced to 


the consumer. 





THROUGH YOUR WHOLESALER. 


Seeland rine warcues since 1837 


: SEPTEMBER, 1944 











_Mlways Something Uh 


Sterling Silver Barrettes Created by Safran 


Two styles as illustrated 
Can be attractively engraved | 
Retails for $3.00 


_ Favored by the smart Junior Miss and Misses alike 
Fastens Precious Locks in Place—An Ideal Gift 


M. A. SAFRAN COMPANY 


Wholesale Jewelry and Novelties 
107-109 South Eighth Street , Philadelphia 6, Fé 
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“Now is the time,’ the Walrus said, 
“To talk of many things 
Of shoes and ships and sealing wax 
Ot cabbages and kings.” 














...to talk of many things 


Yes, like the famous Walrus in “Alice in Wonderland” 


we too think the time has come to talk of many things. 


For there is much to talk about, the difficulties of today, 


the shortages and restrictions, and the happy day when once 


again we will be ready to take orders and eager to get them. 


It is not good business, either for you or for us, to wait 


until that happy day arrives to talk of plans for the future. 


Therefore, we cordially invite you to come in to visit when . 


you are in New York or write us from home. We want to dis- 
cuss with you our plans for distributing Louis Watches in 
your city, as soon as they are again available; we know it will 


be to our mutual advantage. 


« Louis Which (%.4ne 


Importers of Fine Watches 
580 Fifth Ave., New York 19, N. Y. 
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THE NAME 
TO REMEMBER 


IMORROY 











sethld Lit. STOCK 


10Q STEWART STREET 
eee | RHODE ISLAND 


WRITE YOUR JOBBER FO SUPPLY YOt 
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ling Ability cohistitute the basis 
a wartime reputation that promises a glowing 
postwar future fe GALS our current supply 
f ELREX watches is not unlimited, all orders are 
seing handled as fairly and equitably as possible. 
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ELREX WATCH COMPANY, INC., 551 FIFTH AVENUE, NEW YORK 
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FOMORROW'S BRIGHT PICTURE... 





as F (| a er 


oe 


Exterior Designs by 
JOSE A. FERNADEZ 


a 
° A isn't all over but the shouting—not by a long shot. There's shooting to be done, plenty of 
it, before the bells ring out final victory. 


And wwhat of the bright tomorrow? The progressive jeweler, the alert jewelry manufacturer 
knows that when peace comes, competition will become as keen as a razor edge again. } 


This is the time to think of store modernization—of new displays, new sales-provoking styles of 
jewelry preser.tation. 


In the hectic, uncertain tomorrow, of one thing you may be sure—W6&S will continue to set 
the style in JEWELRY BOXES, WINDOW PLATFORMS, SHOW CASE TRAYS AND 
DISPLAYS, as we have for more than half a century before. 


Look to the leader today. if you're planning for tomorrow! The services of our creative staff 
are available—NOW. 


, ® 
— Your W&S field man is still on our payroll lj lish 
« 


—_ oOo, a 
ee but he works for you. Write him to help. you 20 Clm é .y 
| solve your box & display problems. i Wesy 471, e achs t/ 
4 
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e Ew . 
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des we = = eo, ] "2 
SINCE 1888 ... THE GREATEST NAME IN THE JEWELRY BOX & DISPLAY INDUSTRY 
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COOD NEWS 


FOR WATCH IMPORTERS 
NO MORE DEAD STOCK 


Our work consists of marking “not legally” marked watch movements and cases. 


We guarantee all work done by us and stand back of every watch we mark against defects ‘ 
or injury to the watch. To back up this guarantee, we have on hand a full assortment of 4 
watch materials for all types of watches, including Pin Levers and Roskops. L 


We know, from past experience, that many watches have been damaged by other engravers ~ 
and this has created “dead stock.” Many do not have a staff large enough nor the proper % | 
facilities to repair watches competently, and some of them have never been in the watch 


A group ef eur technicians and office personnel whe are always ready te serve you. 


business prior to this time. We feel it is your duty to protect your merchandise and ; 
convince yourself that the proper people are handling your watches. 


On any of your shipments which may contain any damaged watches, we will return these 
to you, within ten (10) days after they are received by us, properly repaired. We are able 
to do this through our associated organization, the Marudo Watch Co., which is owned 
and operated by Mr. Max Schechner, and which is a nationally known watch repair shop. 


Our business consists strictly of engraving and marking watch movements and cases and 
our associated concern, Marudo Watch Co., does only repair work. 


Neither this firm nor Marudo Watch Co. sells watches. Our sole 
business is the marking, engraving and repairing of watches. 


MAX SGHECGHNER & CO. 


Telephones: 
48 West 48th St. BRyant 9-8060 BRyant 9-8019 . New York City 
BRANCH: AMERICAN BANK BLDG., MIAMI, FLA. : 
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‘FAST SELLING...Watch Attachments, Pearls, and Costume Jewelry a] ' 


Complete line of sterling silver and other costume 
jewelry. Send for our special selections... From 
$50.00, $100.00 and up. Shipped upon receipt 
of check or C. O. D. 10% desposit. Special dis- . 
counts to jobbers, wholesalers, and distributors. 


©: 0-0: OO: gee: 0.6 








IRVING SACKS, INC. 


Costume Jewelry & Novelty Supply House 


DEPT. |B New York 1, N. Y. 


264 Fifth Avenue 
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That’s the story Homis tells...a story that’s held firm 
through five decades of enviable watchmaking history. 
Though Homis dealers are currently limited due to 


the major part of our production being devoted to the 
















Armed Forces. . . we’re interested in inquiries 
from dealers who'd like to enjoy the same smooth, 
profitable selling that hundreds of fine stores, 
throughout America, find so nice about our line. 
Deliveries, of course, are contingent on 


stocks available for civilian use. 





THE WATCH THAT TELLS 


315 WEST FIFTH ST., LOS.ANGELES, 13, CALIF.» BRANCH OF HOMIS 





THE 


TIME! 










Homis. 
tells your 


Customer 






there's exquisite styling, gracefulness to make it 
- stand. out in any company .., here’s a watch that’s ™ 


- going. to be my faithful and dependable friend through a 






the years.”” rae rige 


CHES 


WATCH FACTORY + SWITZERLAND 
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That we are going to win this 





== = doubted. So, when we've won it, 


= our next objective is to 


ail 









“win the peace”. 
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by America's great lodges and 
fraternal eveeuaalens form a 
pattern that diplomats can well 
follow in shaping the rules by 
which nations, and their men 


and women, can live with 


their neighbor nations. 


¢ Fraternal lodges are a large 





part of America's strength. We 





are proud to have served their 


members for eighty-four years. 
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TIRONS cod RUSSELL COMPANY 


Emblems since 1861 
NEW YORK PROVIDENCE CHICAGO 
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“tHe torn of Plenty” 


AN ORIGINAL 


IN STERLING BY CLMCSE SLCLMES...- 


EXOUISITE AS PRECIOUS JEWELRY 
is this example of Artistry in Fashion Jewelry om the Leading 
collection for retail jewelers. 

Handcrafted under the masterful direction of 


Ralph Polcini.... 
The complete line, to retail from $2 to $30, may be seen at 


our Fifth Avenue showroom. 


Loaitig eucel ry wosisrcrrns coneany y 
FACTORY: 320 E. 150th ST. © 


SHOWROOMS: ¥ 
389 FIFTH AVENUE © 


mi 
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M. W. SCHIFFMAN 2 CO. 


WES1 +487 NEW YOR 
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TO ALL MASON joc?) 


MED LES 


Beginning now, dealers can profit from the enormous 


demand for Mason Masterpieces. Our new plan—just announced— 





enables you to take orders today for future delivery — build your- 
self a solid backlog of postwar sales. 


HERE’S WHAT WE’RE DOING TO HELP YOU! 


We're starting National Advertising in Parents’ Magazine, 
House and Garden, House Beautiful, and American Home, schedul- 
ing more for Good Housekeeping later. Beautiful illustrations, some 
black-and-white, some in full color, will present Mason Masterpieces 
— actual baby shoes “ with every precious scuff and wrinkle preserved 
forever in bronze, silver, or gold.” The product-appeal is a “natural” — 


love for a small child. Watch these ads bring customers into your store! 


HERE’S ALL YOU HAVE TO BO! 


Display the compact and attractive counter cards featur- 
ing these treasured “Heirlooms of Babyhood.” Show your customers 
our new brochure. Brilliantly illustrated in glowing full color, it 
gives prices and detailed descriptions of the 16 Mason styles avail- 
able in a variety of materials. Then, simply write down the order 
and send shoes to us. (We suggest you require a deposit, which you 

keep.) We will fill orders as soon as war restrictions allow. 
Your customers will be grateful for the chance to “lead 
the way” with Mason Masterpieces. 

And you'll be grateful, too, we think, when you find 
how easy it is to start cashing in now on this 
ever-growing market for Mason Masterpieces! 

Write us today for further information. 


MASON yy (gyi?) 


L. E. MASON COMPANY, Hyde Park 36, Massachusetts 
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+S S altar 


FOR SEPTEMBER, 19-14 





“nniversary | 


Dear Friends, 


When I sat down to write this letter, I 
decided that it would be different than 
the regular anniversary message. No 
mention of the past, ‘no promises for 
the future—something unusual. 





But what else is there to say— 


My heart still is filled with thanks for 
your friendship in the past and my 
pledge 1s still the same—to continue to 
deserve your good-will and patronage 
in the years to come. 


Sincerely yours 
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RAFT 


Watch & Jewelry Co. 


FIFTH AVENUE 
New York 19, N. Y. 














the WINEY Ring line. Included are 


PEARL « ONYX « CARNELIAN « JADE » LAPIS : 
TURQUOISE * CORAL * AND CUT STONES OF | 
SAPPHIRE, AQUAMARINE, AMETHYST _ 


$2 —$3 and $4 Retail 


An Attractive Group of ALL STERLING MARCASIT 
__ is also available at $10 Retail . 


Feature Rings Now! Let us help you bu 
modern and profitable ring depart- 
Write for ‘ : 
RING PROMOTION . 


H. WEINREICH CO., Inc. 


1321 Arch Street, Philadelphia 7, Pa. 
347 FIFTH AVENUE, N. Y. 


Opposite Empire State Building 


314 W. 10th St. 2nd Santa Fe Bidg. * Calumet Bldg. Merchandise Mart Bidg. 


Xansas City, Mo. Dallas, Tex. Miami, Fla. San Francisco, Cal. 
hom” 
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Like "General Shermans" which are designed to de- 
liver dependable performance, you can depend upon 


"Automade" merchandise to measure up to every ex- 
pectation. Helping the machines of War to deliver 
the knockout punch is of course limiting the supply of 


""Automade" jewelry—but the day is not far distant, 
we earnestly hope and pray, when we can again say 
"Come and get it." 
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Rings “Created by Marlin” mean origig al 

plus individuality that will instantly 

to even the most discriminating. Avail- 

mountings of 14K Coral Gold. set with 
Rubies only, easily adaptable for the 


ting of your customer s outmoded jewelry 
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We still offer you the largest clearing house for the Jobbing 


Jeweler’s needs. We will continue to supply our accounts with 





new merchandise and ideas. 







Complete stock in gross lots in pins, earrings, lockets, 





pearls, crosses, rings, bracelets, solid gold pierced earrings, 






mountings, etc. 













Consult us for buying propositions 





“Serving the Jobbers from Coast to Coast” 








As ever at your service 


JERRY L. SUTTON 
BERNARD BERFOND: 











We specialize in spray pin and earring sets in sterling, boxed from 
$60. to $120. a dozen. 








We will be pleased to assist you in any way to help make your visit while 
in New York more comfortable and profitable. You are free to make 






our offices your headquarters during your stay. 


JEZEBEL JEWELRY COMPANY 


Formerly Pelzman & Sussman 


&JOS.M. SENESE 


55 W. 47th ST. NEW YORK 19, N. Y. 








Br. 9-9559 


Tel. 16. 3-5839 
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a ALPHA CRAFT CO. 


Ve are as close to you as your  temica 303 FIFTH AVE., NEW YORK 16 
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This is Number 6 in a series explaining how 


YOU CAN HELP 


WIN THE WAR IN’44 


There are at least six things you can do to 
help “win the war in ‘44”, How many are 
you doing? One will help a little; two, twice 
as much. Doing ALL SIX will help most! 


6.) FIGHT OVER-OPTIMISM 


Of course we’re going to win the war, but 
over optimism will delay the day of final 
Victory. Our fighting men will see it thru 
... you must, too. Be strong, and stay on 
the job. 
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SPECIALI CHAIMMUEWELRY 
45 RICHMOND S VIDENCE 3, R. I. 
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WEAR RESISTANCE 





A lot of sales resistance is eliminated for you 
in selling jewelry by the process used in 
making Gold Filled and Rolled Gold Plate. 
For when the solid Karat Gold Surface, 
fused to a supporting base metal, is re- 
peatedly rolled under pressure, the lustrous 
‘surface becomes hard, dense and more re- 
sistant to wear. And it is this inherent 
wearing quality that makes Gold Filled 
and Rolled Gold Jewelry so readily ‘ac- 
cepted . . . so easily sold. 

During. the past five: generations, this one 
process has been the only process used by 
manufacturers of Gold Filled and Rolled 
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Gold Plate. And when customers see jew- 
elry marked as 1/20 12K G. F., 1/40 10K 
R. G. P., etc., they recognize it as Gold 
Filled and Rolled Gold Plate jewelry. They 
know it and buy it with corrfidence. 

Yes, Gold Filled and Rolled Gold Plate 
jewelry . . . quality jewelry popularly 
priced .. . builds prestige for jewelers who 
feature it well. Prestige, of course, builds 
sales. 


WARD COMPACT LAYER WON-PRECIOUS 
OF KARAT GOLD BASE METAL 
WARD COMPACT LAYER 
OF RaRAT GOLD 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


HEADQUARTERS: PROVIDENCE, R. I. 
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; From the very commencement of the 
| Hayward Co., the founders decided upon 
fm and adopted a policy to manufacture and 
market a product of dependable quality, 

| highest grade. workmanship, and to be 
F sold at a price which would allow both 
» Wholesaler and Retailer a fair and hon- 

~ est profit. 

Throughout our entire 93 years, each 
succeeding management has jealously and 
faithfully followed in this path, adhering - 
strictly to these principals that were set 
down by the original founders... It is our 
pledge as well as our obligation to con- 

‘ tinue this policy as long as we remain in 
business. 
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WALTER E. HAYWARD CO. 


Established 1851 
ATTLE BORA ° MASSACHUSETTS 
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SERVICE 
that 


EXCELS 


at Wolf and Klar! 


Not the History of Battle, but rather the constant 
struggle to give our patrons a ‘'Service That 
Excels''... deliveries to meet your needs... 


promptly and accurately! 


Yes, we are making favorable ‘Merchandising 


History’ every day in the year! 


Try us... next time! 





Uf 


IMPORTER S 
JOBBERS 
DISTRIBUTORS 
DIAMONDS and JEWELRY 


WOLF and KLAR 
Wholesale Supply Ca. 


FORT WORTH, TEXAS 
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ACTION Must Ae BE CONCEIVED 
IN THOUGHT/ 


HERE can be no true progress without first.... 
thinking — planning-— experimenting. 


For 40 Years— 
Makers of Clock 
and Chime Systems, 
Timers, & Burglar 
Alarm Systems 


From our factory today come delicate electrical 
instruments, precision made—to meet precision war 
requirements. But McClintock engineers are already 
looking to the future—planning for the future. 

There will come a time when this experience, plan- 
ning and experimentation will provide the retail jeweler 
with a new conception of progress in the electric and 
electronics field. 


Remember the name ..... 


om - 3 McClintock Co. 
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100 STEWART STREET 
PROVIDENCE 3, R. I. 
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PERRY NOVELTY COMPANY 


Jewelry in Gold, Gold-Filled, and Sterling . . . Since 1893 










i ewelry is 


full production. 
guarantee 










cities 


121 











Ruy War Ronds 





and Stamps 


Michael C. Fina Co. 


ONE WEST FORTY-SEVENTH STREET, NEW YORK 19, N. Y. 
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Her life is quick-paced, exciting, &/ 
timed to the minute. Her thoughts 
are focused on her job...her beau... 


her clothes... her looks...her home of tomorrow, ee 
and what she’ll put into it. C 


With her paycheck in one hand and GLAMOUR in 
the other, she’s the one that buys the goods, that 
rings up the sales, that builds the volume, 


§ 





















‘that spells success for You. 


Smart stores, with a canny eye cocked 

on sure-fire sales, are working hand-in-glove 
with GLAMOUR... featuring fashions that are 
“SEEN in GLAMOUR”... consulting GLAMOUR’S | 
Gareer Councillors in 34 important cities, to learn 
what makes Mary tick...and why. 


Here’s a major new market of fashion-wise, 
brand-wise, GLAMOUR-Wwise young customers... 
all ears for your story. Tell it in... 


GLAMOUR 


The Magazine for Career Girls 


The Condé Nast Publications Inc., 420 Lexington Avenue, New York 17 
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-with a modern HMACHINE FOR SELLING-S” 


Are YOU planning to safeguard your future as a pro- 
gressive merchant—to obtain even more sales and profits? 
And—what of your plans for the FRONT of your store? 


THAT’S where the battle is won or lost! People ready to Kawnhe e | 
ee st ® ’ gf al il : 
buy—at the crucial ‘‘point-of-sale”—are easily turned away STORE-FRONTS 


by an uninviting front, or pulled in by a smart, mode-n front! 


Kawneer can furnish the smart, modern store-front that MACHINES FOR SELLING! 
RT 


will get results for you—developed from years of research 
and based on sound principles of retailing. Designed es- 
pecially for your store, it will attract favorable attention CONSULT YOUR ARCHITECT 
up and down your street—express the 
character of your business—act as a 
“Machine For Selling” to stop people and 
pull them in. 


Cash in on Kawneer’s 40 years’ experience! 
Plan NOW to stop them, show them, bring 
them in...TO BUY! Send coupon today! 





EE On he pegs 


THE KAWNEER COMPANY, 2009 Front St., Niles, Michigan 
Please send copy of booklet on Kawneer ‘‘Machines For Selling”. 
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THE JEWELERS’ SECURITY 


535 Fifth Avenue 


PT INDIUM LOTT UMMM GCL TU MMMM UU MUMIA NT MTT MT TDN TUNUP 


EXECUTIVE COMMITTEE, 1944 


WALTER EITELBACH, President WILLIAM B. OGUSH 
Walter Eitelbach & Co. William B. Ogush, Inc. 


VICTOR A. LAMBERT, Vice-President OTTO ;P. WORMSER DANIEL PRICE 
Lambert Bros. Wm. S. Hedges & Co. 


ALEXANDER H. ARNSTEIN, Treasurer W. WATERS SCHWAB 
Arnstein Bros. & Co. wer. eee J. R. Wood & Sons, Inc. 


BERT YOUNG, Secretary NATHAN J. STERN 
Jules inklin Stern Bros. & Co. 
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Renucine the rate you pay for insurance against theft, burglary and 
hold-up is just one of the extra benefits you get from a membership in 
the Jewelers’ Security Alliance. 





Insurance companies give a special preferred rate to JSA members 
—often the saving is enough to pay the entire cost of membership— 
but the real benefit of belonging to this alert mutual protective associa- 
tion of jewelers is the lessening of the risk of criminal activity. 


Actual statistics show that the percentage of crimes committed or 
attempted against members of the Alliance is far lower than for non- 
members. The reason is not far to seek. Crooks, by their own admis- 
sion, have learned by experience to fight shy of stores with the blue and 
white JSA emblem in the window, because they know that crimes against 
such stores mean swift, sure and unrelenting pursuit. 


The slogan of the Jewelers’ Security Alliance—“We never close a 
case till the thieves are caught”—is no idle boast, and the thieves know 
it. That’s why the JSA members are so seldom molested. 


That also is why hard-headed insurance underwriters give a lower 
rate to members of the Alliance. Their records show that their risk on 
a JSA store is less. 


Ask yourself if you can afford to be without this protection. A line 
on your letterhead will bring full details. 


ee ee en eee | 
Memate The Sewelers 


ay court Alliance | 


FOR PROTECTION AGAINST | 
DY : 





JALLIANCE 


FOR OVER SIXTY YEARS, THIS BLUE AND WHITE SIGN HAS 





New York City BEEN THE SYMBOL OF JEWELERS PROTECTION 
ven 
Harr iuseiit4y nist. AULAUETOOTEOEGEOUTUOLEUUORLESOUEOOOOAUGUUUODEOGUL EUAN GELLAR NRE 
ADVISORY BOARD 
R. H. Bromberg, Bromberg & Co., Birmingham, Ala. + Harry R ig, |. R ig & Sons, Phoenix, Arizona + Arthur P. Care, E. W. Rey- 
folds Co., Inc., Los* Angeles, Cal. + Joseph Jessop, J. Jessop & Sons, Inc., San Diego, Cal. + Joseph Granat, Granat Bros., inc., San Francisco, 
Cal. + James A. McElroy, M. Schussler & Co., San Francisco, Cal. + Cyrus Gates Allen, Bohm Allen Jewelry Co., Denver, Colo. + Charles J Michaels, 
4 Michaels, Inc, Hartford, Conn. + H. A. Mailer, Jr., Maier & Berkele, Atlanta, Ga. + Frank Milhening, J. Milhening, Inc., Chicago, Ill, + Ralph Plumb, 
4) Plumb Jewelry Store, Des Moines, lowa + Milton Adler, Coleman E. Adler & Sons, Inc., New Orleans, La. + Alfred Krower, Leonard Krower & Sons, 
5 New Orleans, La. +, Leon Engel, J. Engel & Co., Baltimore, Md. + Harold |. Alberts, |. Alberts’ Sons, inc., Boston, Mass + Louis A. Goutherat, E. H. 
# Co., Detroit, Michigan + J. D. Dougherty, J. B. Hudson Co., Minneapolis, Minn. + E. A. Kirchner, Kirchner & Renich, Minneapolis, Minn. 


Herbert H. Kiger, C. A. Kiger Co., Kansas City, Mo. + Ed. F. Herschede, Frank Herschede Co., Cincinnati, Ohio + Benjamin Katz, The Gruen Watch 
€, Cincinnati, Ohio + Bruce McCague, Cowell & Hubbard Co., Cleveland, Ohio - Paul Feldenheimer, Paul Feldenheimer, Inc., Portland, Oregon 
6 Davis, Barnett Davis, Pittsburgh, Pa. + William G. Thurber, Tilden-Thurber Corp., Providence, R. |. + Myron Everts, Arthur A. Everts Co., Dallas, 
. Texos + Wm. T. Denn, Hubbard Denn Company, Salt Lake City, Utah + Harry F. Arold, Hardy's, Inc., Seattle, Wash. 
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WHAT IS THE GOLD MANUFACTURERS’ 
PART IN THIS WAR? Here’s Your Answer! 


When the full story of America’s conversion from peace to war 
comes to be told, the gold manufacturers’ part will, we believe, 


stand out as an example of what the will-to-do can accomplish. 


For this branch of the jewelry industry seemed, at the beginning, 


ne 
‘ 2 igh stew 


to have little of value to offer the war effort. But it did have 


orate 


determination, experience, a heritage of highly skilled crafts- 


mates ere 


manship and a background of intensive research. 





Starting with these, the gold manufacturers were able speedily to 


devise equipment, to acquire new facilities, to expand into virgin 


fields—contributing mightily to our war effort. 
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Today they are turning out precision-made parts 
for short-wave radio equipment, radar, timing de- 
vices, cameras, motors, surgical instruments and 
bomb-sights—turning them out in ever-increas- 
ing quantitics—meeting their part of America’s burden in the 


American way, bearing their share of America’s war-time task. 
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Next month, J. R. Wood & Sons, who are themselves making 


every possible contribution to the war effort, will salute 
another branch of the Jewelry Industry ...in another of this 


continuing series of advertisements. 


J. R. WOOD & SONS, INC. 


A Symbol Of Quality — 1850-1944 


216 EAST 45th STREET, NEW YORK CITY 17, N. Y.- Members of Gemological Institute 
~, of America - Our Diamond department maintains a Certified Gemologist for service to the 
trade - Support Your Jewelry Industry Publicity Board. 


BACK THE U.S.A....BUY WAR BONDS...AND KEEP THEM 





™ 


SO aya 


TO THE FRIE 
FRIENDS WE 
—. 





to October 1st, 1874, a 7 A. M.:! 


Let’s go back 


A few weeks a2 ymeone Meni ned we'd S000 be celebraring our 70th Anniversary 
Now, 70 years © long time and it Be 10 cht ng 
jr's been @ rem rkable snd it’s been @ i country © wk and grow THE PRECISION 
glow 7 ahaa wet waTcH 
ug, wacct 
revolutionary parent® 1 Curvex, th : 
cually curves & fir che weisttorm 
ag ser » Veri- Thin 
er-thin styl 


Aad we still get 
he first seem-wit 
Grst and the only ¥* 


cam 


which combines 


gat a ean oon nest 


and beauty’ 
oun waren. et 


Today we're wen Pr  Watche as we 
. amentca’?® 


pretty busy 4 ag real pre 
or tHe paecrsto" 


warc# 


eeutn- manxeee 


; 


When old, old fri 
' friend 
brate on anniversary. gue hired Gruen Jewelers and The G 
They have been if bs es need to say much. Each - Watih Conipany oe 
n no 
brightened by the loyal s years together, haven't they? F ws what the other thinks. 
spurred us on more th upport of all you Gruen: Jewel or Gruen, they have been 
The full-page sere ever con tell you. About aye You hove helped us ond” | 
ertisemen we ca 
lic, too. We shall make t t shown here is your messo ‘ say is “Thank youl" f 
afore “hs woes see that Ameri 's Gruen Precision iene on ere pub- 
rsaries together as the good d both-of us will goon an ever 
years Acc celebrating ee 





THE GRUEN WATCH 
COMP 
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“The Jewelry Business 
isn't like the 
Grocery Business” 































“Let’s look at it this way... I’ve had hadn’t been for the friendly business 
my ups and downs in this business. association I have built up with my 
The jewelry business is that way, it suppliers I wouldn’t have had any- 
isn’t like the grocery business. The thing to sell. Sure, they have rationed 
wholesalers from whom I buy have me on merchandise but they have 
helped me over the tough spots and __ been fair. I can’t complain, . . . too 
they’ve made it possible for me to much. 

cash in during good times. 


“There’s good business ahead for 
“The past two years are a good allof us. [know my suppliers will see 
example. Goods were scarce. If it that I get my share of it.” 


THE HADLEY COMPANY, PROVIDENCE, RHODE ISLAND + * * MAKERS OF HADLEY WATCH ATTACHMENTS AND MEN’S JEWELRY 
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